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This unique chest has been planned from 

the inside out to sell more. With it, a 
sales-person can go through the 

complete sale...and then bring 

out the set chosen (fresh from the 

wall case display). The Collection 

Chest is a full-time, extra salesman 

... keep it on your counter during the day— 

in your window at night. Ask your Holmes & 
Edwards salesman to tell you all the interesting 


features of this wonderful extra sales maker. 


A few of the important features: 


A. Shows five patterns in 
Holmes & Edwards Collection 
with a knife and fork of each. 


Lower half of chest holds a 
standard 52-piece service for 8. 


Display panes are extra heavy weight 
—printed with complete Sterling Inlaid 
story (on top panel) — and listing price 
of 52-piece service for 8 (bottom panel). 
Lining is the International Silver 
Company prevent-tarnish cloth. 


The chest is 1434” high, 1714" wide, 
14” deep ... only slightly larger 
than the normal 52-piece chest. 


Felt bottom for showcase use; chest 
is extra rugged, has extra heavy 
hinges, with extra heavy lining; 

set of Lid-Lox to hold chest open. 


Chest is available in choice of 
mahogany or blondwood finish. 
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Rings worn smooth and thin through 
long use ... family heirlooms acciden- 
tally damaged . . . old-fashioned pieces 
that need modernizing . . . send them 
to us for restoring, remounting or 
refurbishing. 





Examine these “before and after” photos: 


A-A well worn fraternal ring — recarved, 
reenameled and fitted with new shank. 
Upper picture shows ring with lost metal 
restored before carving. 

B— Dinner ring, badly crushed — completely 
restored to original condition. 

C— Stones from this old-fashioned engagement 
ring were reset in modern mounting. Note 
how much larger the diamond appears. 

D— Tiffany ring of sentimental value restored 
after having been accidentally crushed. 

E— Platinum filigree brooch, badly mangled, 
rebuilt like new with no visible trace of 
damage or repair. 





These photos have not been retouched. 


We have specialized in jewelry repair- 
ing for more than 25 years... plati- 
num, gold or silver. . large pieces as 
well as small. All work guaranteed. 
Charges are reasonable, service is fast. 
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NMisiceétoncenved creations . 


in diamond-studded watch 
cases are favored by America's 
most discerning women... 
. Produced by WBO Craftsmen | 
whose skill has become traditional | 
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WILLIAM B. OGUSH, INC. “~~ Symbol of quality 
CREATORS OF GOLD 6 PLATINUM JEWELRY AND WATCH CASES in Watch Cases | 
ENIOYING THE CONFIDENCE OF THE INDUSTRY To i 
33 WEST 60th STREET (W NEW YORK 23. N. Y. 
B J 
A Subsidiary of the Gruen Watch Company | 
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THE SESSIONS CLOCK COMPANY, FORESTVILLE, CONNECTICUT 
Western 


Mart Plaza; In San Francisco: 


cnt 08 4 8isua, 
a" & "> 
In Chicago: The Merchandise 
Ltd., Montreal, P. @ 


> Guerenteed by 
Mousoheoping 
7 Merchandise Mart; In Canada: Northern Electric Co 
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USE Our 543-10] 0] fol 3m 


TO SOLVE Your PROBLEMS! 


Dll mio mcomiellehiclaitic-mellm Zolel 
items—you can get rid of your 
of-Tlelaliale Molaro Mm olgele Ue ifolaMmal-toler 
aches’ by allowing KB to supply 
you with all your ring finding 
needs. 

OT] MrelehZelale-1o MM ant-dialele Mo) mae (-e 
Trefaliaremelsomelsiany <iimlimel lolita a 
production give you thousands 
of styles from which to choose. 
This means more sales, consistent 
savings—bigger profits for you. 





SPECIFY K&B DIE STRUCK RINGS 
AND FINDINGS...AND BE SURE 


FINDING MANUFACTURERS 


“OR QUALITY LADIES’ & GENTS’ STONE RINGS — IT’S ING. 
‘ALCON STONE RING MANUFACTURING COMPANY, Inc. 
A DIVISION OF KARLAN & BLEICHER ; 


( reat heals i bcfhinghn WS 
168 WEST FOURTH STREET MEW YORK 1/4. 





YFFICES IN CHICAGO AND LOS ANGELES 


POR Aucust, 1952 
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|| Simmons 


Here it is...Mr. Slim... the newest thing in tie clips 


a for the latest thing in ties. 


Numbers = _ , , 
illustrated in Naturally, it’s an original Simmons conception... 


dosigua collate ie fashioned in the highest traditions of Simmons craftsmanship. 


| Simmons quauty Styled for the times . . . timed for sales! 


As advertised in Order now. 
| September ‘Back ' 
to School’’ issue See us in Room 565, Waldorf-Astoria 


| of Esquire. = aN.R.J.A. Convention, August 10-14. 


| | R. F. SIMMONS Company 
| Attleboro, Massachusetts 


*SSTK — 224 

















Canadian Distributor: JACK W. LEES, 44 King Street West, Toronto, Ontario 
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Needed Larger Duarlers a 


On July Ist, our Setting Department moved to a new location so that its need 4 
for much larger space could be met and new equipment installed. This is a real N 
progressive step which will enable us to increase and speed up production. 

The new address is: } 


850 PASSAIC AVE., EAST NEWARK, N. J. 


Growth, such as this, is what it takes to give us that feeling of accomplishment 
when effort, hard work and high standards of quality are rewarded by those who, 
year in year out, prove by the orders they send us that Baker ring blanks, set- 
tings and findings are consistently meeting their own exacting standards. 


To such support we owe the expansion of our Setting Department. In no other 
way could it have been brought about. We are very thankful for it and will do 
everything possible to continue to deserve it. 





Baker ¥ Co., Gne. 


SETTING DEPARTMENT 
850 PASSAIC AVE., EAST NEWARK, N. J. 


New York > San Francisco Chicago 
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Everything you expect from a fine watch line 


THE NEW 
you will find inc Shemtllen. the jeweler’s watch. 


Hamilton Watches are now distributed direct to retail jewelers 


by HAMILTON WATCH COMPANY, LANCASTER, PENNSYLVANIA 
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LADIES’ BANDS THI 









V. inten ee(s082 A delightfully different design . . . slender and grace- 
ful as an old-fashioned hourglass. The edges are beautifully beveled for an additional 
touch of lightness and femininity. Yellow or white. Retail F.T.1., VALUE-PRICED $7.50 


Royal S 
sents its ever-popular do 
End-O-Matic Ends, Sa 
This simple, graceful de 













‘basic’ for all watch ba 
Retail 





(6083) An unusual design of extraordinary graciousness and 
formality. This exqusite J-B band — like all J-B expansion bands — has an 
overlay of extra gold for extra value...extra wear. Yellow or white. 

Retail F.T.1., VALUE-PRICED $7.50 















No. 6082 


No. 6083 
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ES’ BANDS THAT SET THE FASHION 
Suan ULE JG 


Royal Snahe (3055) For the first time, J-B pre- cd ‘ No. 3055 
sents its ever-popular double strand of square snake chain with 
End-Q-Matic Ends, Safety-Center Clasp and Safety Chain. 
This simple, graceful design has timeless appeal... is a 
‘basic’ for all watch band stocks. Yellow, pink or white. 
Retail F.T.1., VALUE-PRICED $7.50 
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No. 6082 


SOixvie Queen (6081) Truly, here is a 


bracelet that is the ultimate in custom-design. Its smart 
continental elegance and its sophisticated modernity will make 

it a top seller. Flexible links, with expansion center. Yellow only. 
Retail F.T.!., VALUE-PRICED $6.95 


7 if j id ‘ é | 
WwW e e S fF, / Bee No. 3381 Same as above with Presto-O-Slide Ratchet. Yellow only. 


Retail F.T.1., VALUE-PRICED $5.95 
e S t No. 3381 


All J-B Bands come in regular, short, long, extra short and extra long lengths. 
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FEAST YOUR EYES ON THESE 


HOW WE’ 
FAST-SE 


WITH AN 

EYE-CATCHING Ulf 
LOOK OF | 
LUXURY 


Eac 


Yaa 6093—SI 


dimensional! High center ridge, ct 


No. 6085 — Br 
a look of elegance and originalit 
in yellow or white. 


Ya 6092 — 


7 2.2 2.2.2.=. a _& center of this unusual band. T 
brilliantly. Available in yellow or 


LAAN SERA AEC ORE Se sey Sn ea 


No. 7003 





No. 7011 


(7004) Watch band design that’s really different, really new, defi- 

nitely masculine! High beveled edges to accentuate the three-dimensional look, give added 
surface interest. Yellow only. Retail F.T.1., VALUE-PRICED $7.50 No. 6075 — The simple grace of 
woman who appreciates quiet el 


>. Saensood (7003) For your most discriminating customers! Sloping, ridged links 

with handsomely rounded, raised edges, provide a look of solidity and character. Like all No. 6076—Same as above with 
other J-B expansion bands, the Edgewood has an overlay of extra gold for extra wear. Yellow, Available in yellow or white. 
pink or white. Retail F.T.1., VALUE-PRICED $9.50 


J-B Men’s Bands 
A nee vette (7011) J-B does it again. .. a watch band that’s completely orig- Come in End Sizes 
inal in design! “Each golden link has two gleaming, raised peaks. Yellow only. to Fit All Watch Lugs. 
Retail F.T.1., VALUE-PRICED $8.50 


JACOBY - BEND 


JACOBY-BENDER, INC. @© 161 AVENUE OF THE AMERICAS, NEW 
161 Avenue of the Americas 


Litho in U.S.A. 
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HOW WE'VE ADDED TO OUR 
FAST-SELLING FAMILY OF 


Golltn Ugeg 


Telescope Expansion Bands All With End-O-Mati fa 
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Each Priced at $7.50 Retail F. T. |. 


Chl 6093 —Slim and dainty, yet definitely three- 


dimensional! High center ridge, concave sides. Yellow only. 































No. 6093 
No. 6085 —Brilliantly faceted diamond-top gives au 
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a look of elegance and originality to this delicate ‘‘Wisp’’. Available 
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in yellow or white. 


Ya 6092 — Tiny golden domes decorate the 


center of this unusual band. The beveled edges catch the light TO. sie, cima aaa aunamiann sammie apm aepimaeen camaienth ipiaatine catemaslin sete 
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No. 6085 








brilliantly. Available in yellow or white. « 






No. 6092 
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You pay only the cost 
of the watch bands. 


You get an elegant dis- 
woman who appreciates quiet elegance! Yellow, pink or white. play trimmed with gold 


No. 6075 — The simple grace of this lovely band appeals to every 


silk tassels and the 
No. 6076— Same as above with diagonally carved center top shell. finest quality silk vel- 
Available in yellow or white. vet. Lends new attrac- 
tiveness... new eye 
appeal tothe rich beau- 
ty of J-B watch bands. 


Unit contains one each of YOUR SELLING PRICE oa $45,005 


#6093, #6085 and #6092 


(regular length) and one , 
JACOBY - BENDER INC each of #6075 in regular, YOUR COST eseeeneeee 18.00 


d short lengths. 
161 Avenue of the Americas, New York 13, N. Y. oiaisintianea ite YOUR PROFIT = $97.00::: 


Litho in U.S.A. 














GUISHES \ S 
ALL BRISTOL DIAMOND RINGS J 


FLEGANT STYLING DIS 


o \am 


C.a- 
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ALAND RD tls . 2A ane ae ee 


The old adage “Variety is the Spice of Life” aptly — foee* 
describes the extensive Bristol Line of quality Dia- ieee. 
mond Wedding and Engagement Rings and 14K ? 

Seamless Gold. Wedding Rings. Our assortments 
assure you the proper ring to fill any 
Pe Ss requirement... and of course, 
FINNS “economy priced”. 
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SEAMLESS GOLD WEDDING RINGS 





RINGS ENLARGED a a ay , . . 
TO SHOW DETAIL [par ee Ce A new selection of Extra Wide Diamond 


Wedding Rings, featuring dainty floral de- 
signs and modern motifs, set with 6 to 42 
diamonds all around. Supplied in Gold 
and Platinum. With diamonds all around 
Retail Priced from $60.00 up. 


DIAMOND RINGS | 


BRISTOL SEAMLESS RING COMPANY ¢ 71 NASSAU STREET, NEW YORK 7, N. Y. 


FOR AUGUST, 1952 











3 coop REASONS 


« om why ROSARIES by 
| CATAMORE 
are FIRST CHOICE 


... with consumers 
with retailers 
with wholesalers 







R77 R/C Sterling silver 
Square shaped beads 


Genuine 
Kock 


Crystal 





2] 


These three new creations speak well for: 





R89 R/C Sterling silver 
Round faceted beads 






1. artistic beauty—genuine rock crystal 
beads cut in sparkling patterns. 


2. skillful craftsmanship—delicately engraved sterling sil- 
ver medal and crucifix in classic lines. 


3. profits—once they are shown, these genuine rock crystal 
P ' Y , & mst: * R76 R/C Sterling silver 
rosaries are certain to appeal to your customers, assuring Lantern shaped beads 


you of high volume sales. 
So order your stock now! ~ 
CATANOSS: 
ondirn Lrmgana 


231 PINE STREET e PROVIDENCE 3*®R°e1¢ 
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Brilliantly successful marriage 


ELGIN has married two to sixteen diamonds 
to the Lady Elgin Fleur de Lis Watch. 
Jewelers everywhere tell us this is a bril- 
liantly successful union. 


It’s a diamond watch series that’s a 
natural seller in the $125 to $275 price 
class, an excellent opportunity for high- 
unit, for high-profit sales in your store. 


We’re telling your customers about Lady 
Elgin Fleur de Lis in full page, full color 
advertisements in LIFE (September 8) and 
SATURDAY EVENING Post (September 20) 
... on television. 


And, of course, there’s a powerful pro- 
motion package available to you free. Are 
you getting your share of this business? 


Be sure to visit Elgin at the A.N.R.J.A. Convention, August 10-14 





Elgin, the watch with the heart that never breaks— 
the guaranteed DuraPower Mainspring 


For what’s new in the watch business, watch 


Elgin National Watch Company °* Elgin, Illinois 


FOR AUGUST, 1952 
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FIRST onty 


BALL BEARING 


SELF WINDING WATCH 


er 
ee Te 











This is the watch people are talking about ...the watch they want to 17 JEWEL MOVEMENTS y 
see and own and give! It is the first dramatic advance in watch- \ 
making in half a century. SWEEP SECOND HAND 
Show your customers the superb Eterna-matic self-winding mech- SHOCK RESISTANT 


anism. Riding smoothly on ball bearings that are .65 of a milli- 
meter in diameter, it reduces friction and shock to a minimum never ANTI MAGNETIC 
before possible. It is more instantly responsive to the slightest 


motion. Winds more easily than any other watch. 






Prices quoted 
are retail and 
include federal tax. 


















(12SW4) 




































Stainless steel, water 
(12SW3) resistant $ 71.50 
Stainless steel, water 14K Gold filled, water 
resistant $ 71.50 resistant $ 95.00 - 
14K Gold top, stainless steel 14K Gold, water resistant.....$245.00 
back, water resistant ............ $125.00 14K Gold filled $ 71.50 








Now Nationally Advertised! 





From September, Eterna will start a national advertising 
campaign in The New Yorker and the New York Times 
smal lest. ; Magazine. Advertisements will appear each month. Tying 
Ladies | in with this campaign, Eterna will provide you with many 
self ar | strong sales helps to promote Eterna-matic. Also booklets, 
windi ng { “f ’ and counter cards, and window display material. 
watch Ks ¥4 
on 





For further information write or call us. Our representative 
will be glad to help you plan for outstanding sales on the 
Eterna-matic watch—the only watch in the world that winds 
itself on ball bearings. 








Yom bearings ‘ 
, ¥ inthe 
ETERNA WATCH COMPANY OF AMERICA, INC. 


677 Fifth Avenue, New York 22 








(7F3) (744) 


; Cord or strap model, Cord model, \ > 
14K gold filled $71.50 14K gold..$100.00 ~ 








WALTHAM MEANS BUSINESS 


Over one hundred years of quality watchmaking is 
your guarantee that Waltham will be a profitable 
part of your future. 





You can sell Waltham Watches with complete Confidence 








QUALITY 
The new 1952 Waltham Watch deserves the complete confidence 
of you and your customer. Built to the most rigid specifications, 
Waltham stands for Value, Accuracy, and Style. 
ACCEPTANCE 
The name of Waltham — The First American Watch — stands high 
with your customers. For Waltham alone has the tradition and pres- 
tige that only one hundred years of quality and service can give. 
SERVICE 





Complete and immediate Waltham service is as near as your 
telephone. Your authorized Waltham Wholesaler has a full selec- 
tion of stunning, new Walthams ready for you. Remember—your 
Waltham Distributor gives you constant, friendly service. You 
can call on him every day. 





WALTHAM WATCH COMPANY 


WALTHAM, “THE WATCH CITY”, MASSACHUSETTS 





Waltham Watches are sold through Authorized Wholesalers. 
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JEWELITE. 


A new Superior 14 Karat White Gold 
and Palladium Metal. Possesses un- 
usual workability for Rings, Watchcases, 
Bracelets, etc. Contains No Nickel—Stamps 











and casts exceptionally clean 


SUPPLIED IN ALL FORMS 


*TRADEMARK APPLIED FOR 


SETTINGS and SHANKS 
in PALLADIUM and GOLD 





SERIES 485 SERIES 570 





HONESTY (623 ACCURACY 
KARAT =| REFINERS & SMELTERS | JEWELERS 
anes FOR HALF A CENTURY — PALLADIUM 


Send us your Sweeps, Filings and Scrap 


JOSEPH B. COOPER & SON wc. 


25 West 47th St. © . Phone JUDSON 2-3095 © New York 19, N. Y. 
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HIGHEST QUALITY -traditional in Handy & Harman 
Sterling Silver and Karat Golds—means the very best 
that up-to-the-minute metallurgical science can produce. 
It means alloys with the right working properties for 
stamping, spinning, handwrought work and other speci- 
fic operations. It means unvarying uniformity in fine- 


ness, finish and gauge. 


TO MANUFACTURERS this all adds up to wider Iati- 


tude in design and smooth-flowing, lower-cost production. 


REFINING SERVICE — We refine all 
kinds of manufacturer’s scrap, 


sweeps, liquids and other waste con- ° 
ihe o engpuinte lage? TO YOU—THE RETAIL JEWELER— it means better 
gold, silver and platinum received : : . 

from retail jewelers. Special scientific merchandise, an assured reputation for quality, and 
methods, special equipment and long 

experience assure full and accurate unfailing satisfaction —all keys to long-run success. 


returns from every lot. 


HANDY & HARMAN 


HANDY & HARMAN 







Sromen/ 82 FULTON ST., NEW YORK 38, N. Y. 
ON ly Bridgeport, Conn. ¢ Chicago, Ill. ¢ Los Angeles, Cal. © Providence, R. 1. © Toronto, Canada 
+°6 
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sep us at the Sa OW 


ANRJA at New York, The Waldorf-Astoria, August 10-14, 1952 


with NEW EYE-CATCHING DISPLAYS 


And A Host Of New Ideas To Increase 


Your Ever-Growing Sales of 









Y 


och 


DIAMOND 
RINGS 


Sold through authorized 
distributors only 





lin 





i 
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Manufacturers of Gold and Platinum Watch Cases 
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- this famous trademark 


is your unfailing guide 


to better business. 


fue 











JEWELRY'S NAME FOR QUALITY 








: y . Se outstanding results feature ae 
oe these foremost Forstner items: es, . 


* BRACELETS. OF CHARM 


= LADIES! SWATCH BANDS 2° ee 


with Climatest® construction - - e oe ? — 





ae: 4 MEN'S. JEWELRY 


Oe ee v 37 aati = —— 
$5 ORR SMES Se a I Sees i 
Pa SR OR REI AMI OAT RR a IR SB MM Set ig see 





a * LADIES! F FASHION JEWELRY 


-Forstner Chain Corporation; Irvington il, New Jersey 














We comially tne You lo att us a the Waldorf, 
Exhibits 73 and 74 * Waldort Ballroom 


August 10th to 14th 
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now under one roof 


All facilities from the 
reolergcMmetC-TeeleyeCe mm comp etelcyelen 
distinctive diamond jewelry. 
IMPORTERS « CUTTERS e SOURCE FOR THE TRADE 
From 1 Carat to 50 Carats you 


will find it at the HOUSE of 1D) 7,0 CO)ng By 


66 Bewny at Comal - 195 
Mow York 3, 1.4 


COMPLETE MEMORANDUM SELECTION 
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To All Jeweler 
s Attending the A 
N.R.J.A. Convent; 
° ention 


AUGUST 10-AUGUST 14 
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Cae ee 











eee CSF Peal LORIE 


YOU ARE CORDIALLY INVITED 
to visit the 
t Woodside, Long [sland— 


Bulova Factory 4 
the world— 


most scientific factories In 


the most modern, 
lete Bulova w4 


where comp 
are made by America’s most 


skilled craftsmen 


one of 





tch movements 





Watch Mov. 


7 "> sete 


mena Apseeen sew? 

















PROV OT 
on R. I. SAG HARBOR moe BULOVA FACTORIES 

8 9 Bee bey 

BIE Watch Cases and ” ™ WALTHAM 
NNE, SWITZE saa , MASS. 
Watch M —_— Watch Assembl VALLEY STREAM 
Cc ovements an Seed , L. L., N.¥ 
RONTO, CAN c arts 
a ADA 
Watch Cases 
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*7t’s an illusion 











. .. one of the models APPEARS LARGER because © 


| of the background, yet all 3 measure the same. 










Se ee eS 


... 90 it is with'our K & P.mountings. 
YOUR DIAMONDS ARE MAGNIFIED, ° 
. APPEAR MORE COSTLY. 


. . . The illusion mounting costs no more 






er ee 





than other rings but adds an | 
ILLUSION OF COST that clinches every sale. : 
Ask to havea K & P representative show | 


= you this outstanding ring line. 
Pr KUSHNER & PINES, INC. | a8 


15 WEST 47th ST., NEW YORK 36 | 
KH KNOWN FOR QUALITY . 


MAKERS OF DISTINCTIVE MOUNTINGS 
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Everybody knows where this 





ait**> 


can be found... but 





does everybody in your town know where 
you are located and what products and 
services you offer? You can make your 
business a familiar landmark in the ‘yellow 
pages’ of your telephone directory by 
featuring your name and products under 
every appropriate heading. 


The ‘yellow pages’ reach every home in 
town that has a telephone... and every 
business. Your ‘yellow pages’ advertising 
will reach new prospects... folks who never 
knew before just what you had to offer... 
just when they’re ready to buy. 


‘Yellow pages’ advertising is helping 
ring up sales all over America. Why not 
put it to work for you? 








“MEeicas guyinG GUIDE FOR OVER 60 YEAR. 


FOR FURTHER INFORMATION CALL 
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vie GRUEN watcn company 














The Gruen program of selling fine watches at retail only through 


authorized Gruen dealers assures you against unauthorized outlets _ 
__¢utting your volume and harming your prestige. a 


Gruen has been in the forefront of the fight for a new FairTrade | Low. 
And Gruen is the only watch manufacturer to publicly announce —_ 
a bold distribution policy of protection for the professional Jeweler. 


Help yourself by supporting the distribution program and 
policies created by Gruen to uphold the prestige, the volume and the 
fair profits of the authorized Jewelry dealer. 


TIME HILL, CINCINNATI, O. 
THE PROFESSIONAL JEWELERS’ WATCH LINE 


SEE the powerful selling support Gruen gives you. . 
the greatest 101-day Christmas promotion in watch-selling history! 





CHRISTMAS SALES AND PROFITS START SEPTEMBER 15t, 









COMING BACK TO YOUR STOR: 


rien All 


SEPTEMBER 15' - 


TO INTRODUCE J 
Sof UBT 























@ lower prices to you — until September 15! 





@ big savings to your customers from September 15 to October 31! 





| 


beautiful Men’s Gruen Watches as low as $27.50! 
fe exquisite Ladies’ Gruen Watches as low as $27.50! 


@ new, attractive “Planetarium” gift boxes! 








es: | | Were you in on last year’s fabulously successful Gruen All-Star Promo- 








| tion? The entire All-Star line was sold out .. . oversold, in fact! 




















Oo: , 
By popular demand, Gruen brings this promotion back again to give 
en | you the sure-fire opportunity to extend your profitable Christmas season 
K J right through the fall months! 











26 THE JEWELERS’ CIRCULAR-KEYSTONE 








h | wiTH THIS PROVEN LAY-AWAY PROMOTION 
ig 


E} gy POPULAR DEMAND... , 
Christmas 


in 





September 


OCTOBER 315™ with 


COMPLETE NEW LINE 


GRUEN 
49-day 


introductory 








ALL-STAR WATCHES! 


BRILLIANT ALL-STAR BACKING! 


Top-ranking GRUEN PLAYHOUSE features 
Lizabeth Scott, Dennis O’Keefe, Edmund O’Brien 


1" and other big-name Hollywood stars selling your f romotion 
@ Gruen All-Star watches! 


; 
| Smashing double-page spread C d t ! i ! g 
Ma aZines in LOOK Magazine (on 
@ stands September 9th) opens 
your All-Star Promotion. il N FW 


More full-page ads in every issue keep it rolling! 








powerhouse FREE *0-Sursindow doles ATR 


promotional mats... FREE postcards to send to 


: your customers ... plus a powerful 
material! Direct-Mail promotion proved ° 
successful in pulling watch business Ser Tay 

to your store. 


101-DAY CHRISTMAS IN HISTORY! 
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PLUS...THE GREATES; 





America’s fastest. 
with the 














NOVEMBER I5' — 


@ sensational new styles 

in the famous men’s line 

of Autowinds...the fastest- 
selling automatic 


watches in the business! 


@ greatest package of 
promotional material 
for Christmas selling... 
puts you in a class by 


yourself: miles ahead! 


TIE IN WITH GRUEN...the only wate 
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1} SELLING POWER IN THE WATCH BUSINESS! 


| selling line of self-winding watches... 
| styling your customers want! 


|AUTOWIND 
PROMOTION 


DECEMBER 24' 





CONSISTENT, DRAMATIC SUPPORT — 
SELLING THE COMPLETE GRUEN LINE FOR YOU! 


TV! Powerful commercials on GRUEN PLAYHOUSE 
e will feature your great new line of Autowinds as 
the spearhead of Gruen selling for Christmas! 





MAGAZINES! A landslide of great new ads ... one in 
every issue of LOOK Magazine... all of them singing out 
the big news of the watches people will be proud to own! 





FREE PROMOTIONAL DYNAMITE! Brilliant new 


Christmas window displays to make passers buy! News- 
paper mats featuring your new Autowinds...and the 
entire value-packed Gruen line! Promotional ideas to 
bring buyers your way, backed by the most modern 
watch of all time—The Gruen Autowind! 





manufacturer to support you and your profits! 
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A DESIGN STUDENTS’ COMPETITION PROGRAM 
BENEFITING THE ENTIRE JEWELRY INDUSTRY 


Sponsored by 
MACHINE CHAIN MANUFACTURERS ASSOCIATION 





A mbitious young students of leading schools of fessional education, since many of them will be re- 
design are entering the M.C.M.A.’s First Annual sponsible for the styles and fashions in our industry 
Competition. Their creative designs will be judged in years to come. 

by prominent figures in the jewelry and fashion fields. 

The three winners from each group will receive Cer- AN INVESTMENT IN YOUTH 
tificates of Award and prizes. Judges and prize- This competition is important to you 
winning students will be announced shortly, and the because it will: 

first set of winning designs will be reproduced on this e Give design students the educational help and guidance 


page two months from now. The entire cost of the due them from our industry 


Provide constructive criticism of their work by inde- 


ing prizes and scholarship grants to 
program, including p pg ints 


the schools, is being underwritten by the M.C.M.A. Provide incentive prizes and Certificates of Award 
This is a sincere effort to awaken the interest of the Provide scholarship grants for schools participating 
jewelry industry as a whole in design students’ pro- Give you a preview of future trends in jewelry design 


All designs submitted, including winners, will be available for one year for public exhibition. 
Manufacturing and retailing organizations are invited to request use of the exhibition for group 
meetings and functions. Please forward requests early, so that routing may be scheduled. Address 
the Association at Providence 5, R. I. 


MANUFACTURERS: You will have free, clear right to use any prize-winning design developed 
in this competition. Winning designs become the property of the M.C.M.A. which releases them 
for use by the trade with no restrictions. Your comments and suggestions are invited. 





# MACHINE CHAIN MANUFACTURERS ASSOCIATION 


ATTLEBORO, MASS. © PROVIDENCE, R. 1. © MAPLEWOOD, N. J: 
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A terrific 
traffic-builder! 
This fabulous 


caryyetle 


(WORTH $7.50) 
... you get it 





to give away! 


« fyll view mirror and 
i¢ compartment. 
so a 





& 


gives you this gorgeous carryelte give-away, without cost... 


with new fast-selling “Park Avenue” group of necklaces e chokers e collars 


PLUS—an extra, added clear profit bonus for you! 


HERE’S THE BIG SALES MAGNET YOU NEED! ... this fashionable, fabulous 
"Carryette’ ...an exciting new clutch purse in mock tortoise shell, 
gold-embellished or brocade — 2 nationally-advertised give-away sure to attract NEWSPAPER MATS — 
thousands in every community! DISPLAY PIECE — 

“Carryette” costs you nothing—yox give it without charge to your customers RADIO SCRIPTS — 
for Deltah’s new “Park Avenue” necklaces, chokers and collars — a wonderful SUPPLIED WITH THIS PROMOTION 
variety to satisfy every woman’s taste...a wonderful opportunity for fast sales 


and big profits! Consult your wholesaler 


-_e 


AND—you can get an extra clear profit when you feature “Park 
Avenue” necklaces... a 
AT BETTE? JEWELERS 


De Itah : 


SIMULATED PEARLS 




















UNRIVALLED FOR BEAUTY 


UNEXCELLED FOR CRAFTSMANSHIP 
UNSURPASSED FOR VALUE 





Hand Carved 


A0CL 
Vitals 


Matched Wedding Ring Sets 











Designer Fred Barel has added to his ex- 

tensive line several new hand carved origina- 
tions that are more beautiful than ever... more 
exciting than ever... more irresistible than ever. 


Brilliantly conceived and created in the re- 
nowned Fred Barel tradition, BAREL BRIDAL 
Matched Wedding Ring Sets are outstand- 
ing for their exceptional quality and au- 
thentic originality...the exclusive choice of 
discriminating people from Coast to Coast. 


exclusively 


designed by Sold Directly To The Retailer By The Manufacturer 
Mats Available Free Upon Request 


Baek Iie 2 24-Hour Service On All Special Orders 


BRIDAL RING CO., Inc. © 87 Nassau Street * New York 38, New York 
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FASHION is America’s most 
powerful sales force for personal 
goods! That’s because it takes 
more than a pretty face to make 
a woman smart-looking. And— 
it takes more than a pretty face 
to make a watch smart looking! 


Flex-Let FASHIONS FOR WATCHES 
—an exciting new group of 
magnificent original creations — 
clinches Flex-Let’s styling 
leadership and brings style 
leadership to your store. 


Flex-Let FASHIONS FOR WATCHES 
provides a powerful new idea in 
merchandising and new ideas in 
merchandise — to put “come-in” 
into your windows, more buy 
appeal into your showcases, 

extra profits into your cash 
register! | 


ONLY FLEX-LET GIVES YOU ALL SIX: 


_ 1. Fashion-right styling! 
| 2. Unconditional repair 


guarantee for the full life 
of the band! 


3. Brand prestige built by 
years of consistent 
advertising ! 

4. Unexcelled craftsmanship! 

5. Top value for your 
customers! 

6. Bigger profit mark-up for 
you! Compare your profit 
on other bands with the 
extra profit margin 
Flex - Let gives you! 











PROMOTE BIGGER WATCH BAND VOLUy, 


THESE NE 
EXCITING 











Pe 
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# 
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These sparkling rhinestone bands will spark up sales! RADIANCE — Available with white, sculptured 
P g P P les! rhinestone ends. Yellow or white gold filled snake, 


Individual hand-set rhinestones light up a watch = “eter catch and safety chain. 
BRILLIANCE — Available same as above. 


with glamor. Rhinestone bands—big fashion—big value — srarpust—Sculptured rhinestone ends with 
. onne . . expansion center. Available with white sculpture 
—big seller! Brilliant gift suggestion! _ rhinestone ends and white or yellow expansion cenitt 


He TRADE MARK 





| BIGGER WATCH BAND PROFITS BY FEAT 








STYLE NO. 274 


RETAILS AT 9.95 T. I. 


STYLE NO. 272 


RETAILS AT 9.95 Boks 





iTS BY FEATURING 





S AT 9.95 Tet 


i 

NO. 272 Gey | 
| 

| 





GENTRY —Catches the light—catches his eye! 

It’s dashing! It’s flashing! The gleaming facets catch the light 

with every flick of his wrist! It’s massive... it’s masculine 

...it rings the bell with your “something different’ trade! Promote it for gift-giving! 
Available with yellow, pink or white gold filled top, stainless steel back. 


RARELY A REPAIR—NEVER, BUT NEVER A REPAIR CHARGE! 





Only FLEX-LE] 
It's your greatest watch band value! 


GUARANTEED PRC 
With most other bands, yo 
| $1.00 . .. $1.25 each time ye 
YG, repair. With Flex-Let band 
pay for repairs—you keep t 


Styled along the lines of solid gold watch bands — 
: . mn KG GUARANTEED SALI 
This unconditional guarar 


es 4 ae & . ha possible dowbt from your ct 
ae yr mind. Without a doubt, you 
i —easier, faster! 


GUARANTEED GOC¢ 


When a customer requires 4 
and hears your friendly wol 
—you build the steady, satis 
accounts for most of your d 

watch sales! : 
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. = ee fest aid oa ae 
seis ehia Ba Pete gees. i ai nda 
Beats thai Bea ee: , 
truly a sensational value for today’s value-conscious 
e o 3s 


market. A “‘telescopic’’ type watch band, beautifully designed and 
of extra fine craftsmanship, at a price far below comparable watch bands in 


this fashionable style. Links engineered to be absolutely pinch-proof. 
Big volume sales assured with this great value! Show 'x 


4 
LA BELLE— Style No. 245—gold filled top and back. ana a 
Available in yellow, pink and white. A showcase watch band fas 
tips—for quick presentatio 
pieces that fold like a book 


mail this COUPON order ic OY TOW to BE AMONG THE for maven een 
FIRST TO FEATURE THESE NEW FLEX-LET FASHIONS FOR WATCHES! new 10-band assortments * 


GREATER AND GR 


FLEX-LET CORPORATION 580 5th AVENUE, NEW YORK 19, N. Y. This Fall—in over 30 key 


playlets, reaching millions ¢ 
NAME STYLE NO. QUANTITY COMPANY NAME will dramatize “Fashions F 
. — — = | Eddie Albert, Johnny Olsen 

a ae azz nela’s 7; + ; ee on mass-audience shows in 
etails 5. 7 E %- 

BRILLIANCE 292. Retails 11.95 T. |. soon be added to Flex-Let 
RADIANCE 293 Retails 11.95 T. |. oer 


& 
STARDUST 216 Retails 12.95 T. |. . Ti B ss I ni 
FLAIR 272 Retails 9.95 T. |. ; ; Fill in the 


ALLURE 274 Retails 9.95 T. |. 
WINDSOR 124 Retails 10.95 T. |. 
BEAU BRUMMEL 112 Retails 6.95 “Six” 
GENTRY 140 Retails 8.95 T. |. 

































































GUARANTEED PROFITS! 


With most other bands, you pay out 75¢... 
$1.00 . . . $1.25 each time you send one in for 
repair. With Flex-Let bands, you never 

pay for repairs—you keep the full profit! 


GUARANTEED SALES! 


This unconditional guarantee removes any 
possible doubt from your customer’s 
mind. Without a doubt, you make the sale 
—easier, faster! 


GUARANTEED GOOD WILL! 


When a customer requires a watch band repair, ses ¥ for t r th f 

and hears your friendly words, “No Charge!” Se @ Tull life of the band! 
—you build the steady, satisfied patronage that Beer SS ae 

accounts for most of your diamond and fe j 5 | Rees: : aig & 3S SSS am 
watch sales! Os A eg, i 
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FREE Shown Sl MERCHANDISERS 


Luxuriously hand-tooled, leather-bound cases—smartest 
way to Show watch bands, surest way to Sell watch bands! 
A showcase watch band fashion show right at your finger 
tips—for quick presentation to your customers! Companion 
pieces that fold like a book—make an open and shut case 
for easy selling! Yours—without extra charge—with 

new 10-band assortments! 


GREATER AND GREATER 


This Fall—in over 30 key market enncaneiieet TV 

playlets, reaching millions of viewers of America’s most popular TV shows, 

will dramatize “Fashions For Watches”! In addition, famous TV personalities: 

Eddie Albert, Johnny Olsen, Andre Baruch, and others, will promote Flex-Let watch bands 
on mass-audience shows in over 20 big cities. And more and more star shows will 

soon be added to Flex-Let’s growing TV campaign! 





T Start featuring Flex-Let “FASHIONS FOR WATCHES” now! 
: ie “s i « Fill in the HANDY ORDER COUPON and rush it back to us—ftoday! 


FLEX-LET CORPORATION 


580 Fifth Avenue, New York 19. Factory: East Providence, R. I. 








ATURAL QUESTIONS 
WHEN A MAN IS SELLING 
A STORE OR STOCK ~ 


What could I get for my store? 
That’s a first question when you be- 
gin to think of selling, but it soon 
becomes a constant one. When 
that happens it’s best to end guess-. 
work and get a sound answer. That 
means Gordon Brothers. Many a 
firm has made it’s decision to sell 
or not to sell, and, if so, when to 
sell on the basis of a Gordon 
Brothers’ estimate. Because our 
appraisal of a situation is quick and 
competent .. . because our offer 
always is a reliable one, usually the 
highest ... because we never make 
a statement we can’t back up with 
cash . . . because we handle each 
phase of our work, no matter how 
small, as if our entire reputation 
depended upon it. Why don’t you 
get the benefit of a Gordon Brothers’ 
estimate? You incur no obligation. 


Write, wire or phone your other 
questions. Reliable Cordon answers 
incurr no obligation on your part. 
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Would you buy a hat that didn’t fit? 


NO. And retail jewelers the country 


over are learning that it pays to fit watch- 
bands, too. The expansion watchband 
is a staple, now, — not a novelty. You 
may expect to make sale after sale to 
the same customer over the years. Just 
showing a new, smart number isn’t 
enough. It has to fit. So, Foster offers 
you beautiful new trays that carry longs 


and shorts of six numbers. 


Now you need never miss a sale 
because you can’t fit your customer’s 


wrist. You can build up your store 


as watchband headquarters with 
popular Foster numbers each of which 
is available in the desired size. You 
can build your service securely on 
Foster quality merchandise which 
is made to give lasting satisfaction 


at a fair price. 


Two popular Foster trays are shown 
on the opposite page. A third one of 
men’s bands in stainless steel costs only 
$30.66 Keystone for the 12 bands 
shown in LS-] assortment. Your whole- 


saler can supply you now. 


“OSTS 
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Hester put wrist comfort on the selling map with its multi-stretch 
firway band. Now Foster’s long and short trays prove that good fit 
ull clinch high turnover sales for you. Three easy-to-buy, easy-to-sell 
‘sortments are available. Each displays six popular Foster numbers in 


long-short pairs . ¢ and Il sell 
g-short pairs. Ask your wholesaler now and you I sell now FOSTER METAL PRODUCTS, INC. 
Attleboro, Mass. 
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at WATCH COMPANY 
580 FIFTH AVENUE NEW YORK 36,N. Y. 
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_ WM. A. ROGERS 
oS 
COMPANION SET 
- Matching Fork, Spoon and cop 


Reinforced Plate 
Made by Oneida 


with a 


MUSICAL CUDDLE BEAR 


_. Here’s a colorful, sure-fire way to 
_- boom sales of silverplated baby sets 
and increase traffic throughout your 
store. Matched pieces are fork, spoon 
and cup in Wm. A. Rogers Reinforced 
_ Plate (made by Oneida) . . . The Musi- 
cal Cuddle Bear holds fascination. for 
everyone. Has a genuine Swiss music 
_ box inside its lovable, huggable body. 
All in an attractive individual box. 
Wonderful shopper-stopper for your 
» window or counter! 








AUP 


NO. 4-795 
COMPANION SET 
with 


MUSICAL CUDDLE BEAR 


Introductory Price .. . 


-. Your Cost 
| Only 


Minimum Shipment 3 Sets 


A. COHEN & SONS CORP. 


27 WEST 23rd ST., NEW YORK 10, N. Y. 


FANCY GOODS Divis 


a ry Ae a a > oe A 


ATLANTA OFFICE 


321 PEACHTREE ST., N.E. ATLANTA, GA. 
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Suggested Resale Price $7.95 per set 


You make a Full 40%... 


| - 
Attach Coupon to Your Letterhead or Order Form 


A. COHEN & SONS CORPORATION 
27 West 23rd Street, New York 10, N. Y. 


Please enter our order for.................... Companion Sets 
(with Cuddle Bear) No. 4-795 @ $4.57 per set. 


SEES ee Mr eels Ree eee GOURMET ces 
SEED LETC AL SE AOE AO LIE 


| 
| 
__ Shee baedle Ruballtiad Site ame | 


Terms Net 30. Days—f.O.B. New York 
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“The Lruth About 
lVatch Prizes” 


_ TIME THE TRUTH WERE TOLD! Some watchmakers apparently belieye 
that by crying “Prize! Prize!” loud enough and long enough, they wij 
impress the public with the superiority of their own products. Instead they 
succeed only in confusing and misrepresenting the true reason—and only 
reason for watch awards: Accuracy Records. 
We feel this situation will do irreparable damage to the entire watch 
industry unless it is corrected. That is why we would like to acquaint the 
public through you—a reputable jeweler—with the following facts: 


The Faets About Observatories 


When a watch, in competition with other watches, scores a higher mark 
than any other watch ever entered in the same category, it is certified to 
have established a new record. There are only three recognized world ob. 
servatories which conduct competition for wrist watch accuracy, Kew 
Teddington in England and Neuchatel and Geneva—both in Switzerland, 
Watches submitted to these observatories undergo a prolonged and rigor- 
ous series of tests. 

Only records established at these three observatories in competition 
with other watches give a true indication of wrist watch accuracy. 

While other well-reputed observatories will test watches on request, 
they do not hold watch competitions. A manufacturer who sends a watch 
to this type of observatory, and is issued a certificate, can legitimately call 
the certificate a prize...conceivably a first prize. Don’t be misled into 
believing this award is a record! 


The Faets About Observatory Awards 


As far back as 1790, observatory competition was established in Switzer: 
land to test the accuracy of existing timepieces. Awards were given for 
watches in different categories. As the science of watchmaking progressed 
—especially recently—watchmakers concentrated on the more popular, 
smaller size watch movements, mostly ignoring the older categories. 

However, some of the old categories are still maintained by the observ- 
atories. A watchmaker can enter a watch in such a category, and largely 
without competition, walk off with a “first prize.” Don’t be misled into 
believing this award is a record. Many of the records in these categories 
were set years ago by Omega...as a matter of fact, are still held by 
Omega today! 


oe 


Omega Dealers Attending the ANRJA Convention Are 


Norman M. Morris Corporation 
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The Facets About Observatory ‘‘First Prizes” 


Fach of the three recognized observatories has adopted its own method for 
evaluating the accuracy of watches. Two of them do not issue first prizes. 
The third does have a first prize category. 

At this observatory, “first prize” does not mean “first place!” 

It merely certifies that a watch has attained a minimum specified num- 
per of points. Therefore, while one watch may break a record, any number 
of competing watches receiving the minimum required points are awarded 
frst prizes. Don’t be misled into believing that “first prize” is necessarily 


a record! 


The Faets About Other Awards and Prizes 


Watchmakers—along with other manufacturers—oftentimes exhibit their 
products at fairs in different countries on various occasions. Gold medals 
may be awarded for the appearance of the display and for other reasons. 
In any case, this gold medal has no bearing whatever on the accuracy of 
the watches exhibited according to accepted scientific standards. Don’t be 
misled into believing these gold medals are records! 


The Facets About Omega Reeords 


The facts speak for themselves— 
Kew TEDDINGTON—For the past 18 years, Omega has held the only record 
officially recognized with a score of 97.8 points—the closest any watch has 
ever come to the theoretically possible score of 100 points. 
NEUCHATEL—In 1949, Omega placed highest against all competition in 
the three wrist chronometer classes. 
GENEVA—In 1951, the Omega 30mm chronometer established the best re- 
sults ever recorded by the Geneva Observatory for any wrist watch, witha 
score of 870.3 out of a possible 1000, bettering the previous record set by 
Omega in 1950. 

These are Records ...not First Prizes! Your customers should be told 
the difference. 


SEND FOR THIS VALUABLE BOOKLET 


For a more complete description of recent Omega accuracy performances 
at the Geneva Observatory, write for our free booklet “There are Facts...” 


MEGA 








WORLD RENOWNED SYMBOL 
OF ACCURACY 





Cordially Invited to Visit Our New Offices and Showrooms 


_ 655 Madison Avenue. New York 2l 





FOR AuGustT, 1952 


39 














leading manu acturers 


Company — 
since 1862. have been 


of Novelties in p 
the Evans Case ake and sell 


st lighters. in 


licensed by Company tom 
Sterling Silver- 


| EVANS “ America Be 


signia of all types or sma 


and facsimile signatures- 


welers only- 


Retail Je 
pape 


€, Company 
Massachusetts 
d Goldsmiths since 


Av ailable to 


R. Blackinton 
North Attleboro. 


acturing Silversmiths an 


1862 


\ 
: Manu] 


40 
THE 
JEWELERS’ CIRCULAR-KEYSTO 
' NB 





ST” AUTOMATIC LIGHTER 


- BANNER. MODEL 


SILVER by 
¢. Company 


u AMERICA'S BE 
EVANS 


in STERLING 


-Blackinton 
North Attleboro. Massachusetts 
i nd Goldsmiths since 


{862 


ilversre 5 a 


Manufacturind S 


ha hdmn name 
oon 
AOI td ln ale 
. mannan SS 
a enlace 
th a in 
sake =. ansex 





a es 


ia 


3030€ 


Beautiful Eastern Star 
ring featuring  brillians 


Here are six samples of the com- a ue sea se 
plete Goodman ECONOMY | at $24.95. 
LINE that is keeping 
jewelers busy. Created 
with imagination .. . 
° | = = ‘ Fiery center diamond set in 
produced with / handsomely carved ring. Re- 
skill ec S olete| eC tails at $29.50. 


priced for ac- 


SI41C 


3283C 


Six diamond ring with fiery 
center diamond. Real 
beauty. Retails at $69.50. 


3352C 


Eastern Star dinner ring with 
dazzling center diamond. Re- 
tails at $39.50. 





3356 


\ A Ye 4 Diamond rectangular ring 
MEMBER Y yes ee handsomely engraved. Re- 
| wae ) tails at $59.50. 


[ide 
BR | 3233D 


MATS AVAILABLE y | | Beautiful for its simplicity 
#y & . . » diamond set in onyx. 


Retails at $29.50. 


Makers of Fine VOL, Since 1904 ay 
42 W. WASHINGTON ST. INDIANAPOLIS 4, IND. 
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wait'll you SEE the new 
Anson line—for fall! 


@ You're going to see the most advanced, the most 
beautifully designed, the smartest men’s jewelry in 
AMERICA... inspired designs, sparkling new packages, handsome 
displays ...all crackling with dramatic selling impact! 








wait’ll you HEAR about 
its profit potential! 


@ Your Anson distributor will tell you why the new ANson 

Fall Line has tremendous possibilities for extra sales and profits 
... how it is backed up by an impressive Fall program of national 
advertising .... and hard-hitting point of sale promotion! 








= 





youll want the 
Anson Fall Line! 


a 





- Because it’s the most advanced, 
most beautifully designed 
men’s jewelry in America! 


1incCoOoRPORA TE D 
Make sure you see .. . make sure you hear about . . . the ANSON Fall Line at Booth #1 — 
WALDORF-ASTORIA HOTEL—ANRJA Show . . . August 10-14 


Be sure your customers see... be sure your customers hear about Anson! And watch your sales zoom! 
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B16 NEWS 


ABOUT NEW 
SETH THOMAS CLOCKS 


















8” wide 

10” high 

6 decorator colors: 
red, copper, green, 
silver, ivory, white 

Self-starting electric 


Can be mounted to 
conceal outlet 


Only $6.957 




















Never before a decorator-type wall stops on Glance. Big, dramatic ads in 
clock at such an amazingly low price. _ full-color in Livinc For Younc HoME- 
Glance is bound to be the sales sensa- MAKERS, BETTER HoMEs & GARDENS, _ 
tion of the season. 6 handsome colors and Lapres’ HoME Journat this Fall. This 
to “fit” in any room. No wonder Glance Over 20,000,000 home-decoration- _ 2 
has been hailed as “the most versatile minded readers! Make the most of this attractive 
clock of the year!” No wonder the advertising barrage. Tie in with the display 

editors of “Livinc” magazine picked Glance display (right) in your win- _ 





Glance to be the feature clock in their dow. Feature Glance in your own local _lithographed 
nation-wide “around the clock” promo- advertising. Kick off your Falland __ in full color 
tion in October. Holiday season to a touchdown march free of — 
We're pulling out all the promotion _with the new Seth Thomas® Glance. — SETH THOMAS 
charge 


with your order of the Glance “Sextet” — 

one each of 6 decorator colors. Total retail 

| value of the Glance “Sextet” $41.70—dealer 
<< See : cost $25.02. Dealer profit $16.68 

Here's new, modern beauty in an alarm!... s tee ee rf 

Seth Thomas Cathay. Decorator-designed . — 

in today’s new “Pacifica” trend. Seth 





















Thomas made to be as accurate as it is f ‘OT fh oe Ce Xess: 
beautiful. : 7 , 3 -_. T | Cit in In 
Plain or luminous _ Self-starting —- ~ 2 és a ‘ | — 
dial electric ¢  — Be V4 
Blond or mahogany Bell alarm 
finish 434" high 412” wide 


$8.957 (plain dial) $9.95* (luminous) 











Name 


7 Address 
~ Seth Thomas Clocks ( K-100) — 
Thomaston, Conn. City 
_ Gentlemen: Please send me _— State 
through my wholesaler: 
° My wholesaler’s Name 
Glance “Sextets” 


S Lhomaston, Connecticut Cathay mah. plain dial 


Division General Time Corp. | Cathay blond plain dial 


Cathay blond luminous @ 
*Reg. U.S. Pat. Off. +Plus tax. 3 


Prices subject to change without notice, 
































Cathay mah. luminous 





His Address 
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ore and more jewelers are selling 





(CO 


Se 


Local tie-ins bring 
extra excitement... 1 
extra traffic... dae: —, 





extra sales 





Customers see LIFE ads at point of sale during tie-in 
promotion at George H. Newstedt & Co., Cincin- 


nati, Ohio. 
ae DAY, more and more leading jewelers— New Britain, Connecticut 
-4 big and small—are featuring “‘Advertised -in- Edward E. Kern of Michaels Jewelers says: “We 
LIFE” promotions. increased our volume during our LIFE tie-in, and 
believe the promotion of lasting benefit. It im- 
Alhambra, California pressed our buying public with the fact that we 
James R. Stedman of Stedman’s Jewelers writes: feature nationally advertised merchandise.” 
“Our ‘Advertised-in-LIFE’ promotion created ex- Your customers are LIFE readers, too. 
tra floor traffic and extra sales. The first week’s 23,950,000 Americans read LIFE each week. In the 


siness exc in v , , 
bu exceeded in volume the corresponding course of 13 issues, this audience grows to a total of 


week of 1951, which is the first comparable in- 62,600,000 different people—more than half of 


crease this yvear!”’ 
y America.* 


LIFE reaches the audience you want to reach to 


Cincinnati, Ohio 
sell more watches, for in the course of 13 issues: 


To quote E. L. Spitznagel of George H. New- 


stedt & Co.: “The immediate benefits have con- 69% of the people in the highest economic group 
firmed the importance of tieing in with LIFE. are LIFE readers.* 

But the long-range benefits, we feel, will be even 59% of all persons buying watches within a 6-month 
more gratifying.” period read LIFE.* ) 


NOW -Tie in with these products advertised in LIFE during 


JEWELRY, CLOCKS Keepsake Diamond Rings Watchmakers of Switzerland 

& WATCHES Marvella Pearls Westclox 
Artcarved Diamond & Wedding Rings Movado Watches SILVERWARE 
De Beers Diamonds Rings O’ Romance Community Silverplate 
Elgin Watches Seth Thomas Watches 1847 Rogers Bros. Silverplate 
G-E Clocks Telechron Clocks 1881 (R) Rogers (R) Silverplate 
Girard-Perregaux Watches U. S. Time International Sterling Silverware 


Visit LIFE’s Booth #503 at the A.N.R.J.A. Convention and Trade Show, 
August 10-14, Waldorf-Astoria Hotel, New York City 
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ADVERTISED IN 


more and more watches with |L | F E 











“Advertised-in-LIFE’’ window at Michaels, 
@ prominent jewelry shop in New Britain, 
Connecticut, attracts customers. 











August & September. 





PENS & CAMERAS 


Ansco = 9 Rockefeller Plaza, New York 20, N. Y. 

Eastman Kodak = 

Esterb k ee . ° ° . ° ° ° 

he agiaga | First in circulation First in readership 
~ e ; :; ; 

Sheaffer Pens : First with retailers 

Wearever Pens : 


%From A Study of the Accumulative Audience of LIFE, and its 
supplement, The LIFE Market, by Alfred Politz Research, Inc. 
A LIFE reader is a person who has read one or more of 13 issues. 
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~- ASK Your Wholesale Distributor. About | 
the Mounting Line With the Value, Style : 


and Quality EXTRAS That SELL! — 


- 


SOLD ONLY THROUGH 
WHOLESALE DISTRIBUTORS | 


W 
¥; 
oe 
pe 


REPRESENTATIV ES 
PATTY (A. W.) COHEN. _ 
A.B. GRODMAN. © 
_CHET MANDELBAUM 





IRWIN GOLDSTEIN 


~ MANUFACTURING — 
JEWELERS NEW YORK 36, N. Y. 
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Ne. 550 PADETTE SUEDE 


z Padded, saddle-stitched genuine sunita 
with handsome, wide diagonal keeper. 
Assorted colors. ‘and end widths. 


ALLIGATOR 


id pedded genuine <a. 
gonal keeper. As- [ 





PADETTE SADDLE 
No. 885 STITCHED 


Padded Norwegian calfskin in rich 
colors of Brown, London Tan, Grey, 
Maroon, Burnt Orange and Natural. 
Assorted end widths.: 


$16.50 Doz. 

















“ SPORT SUEDE 


‘ ine suede in ‘velvet-fin- 
"assortment of Black, Blue, Cocoa, 
m French Grey, Maroon and 
on. Assorted end widths. 


$12.00 Doz. 
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NORWEGIAN 
$95 CALFSKIN (V-PAD) 


ui, soft Norwegian calfskin, richly 
idedinraised, streamlined V-shape. + . 
onal Keeper. Assorted colors and Bee mean AVE ee xe “ co) |-—aeae | vei wae - = ae ee es 


eee 





$16.50 Doz. 
SHELL CORDOVAN 


No. 890 (V-PAD) 


Double thickness in lustrous Cherry, 
Blonde, London Tan, Grey, Brown and 
Black. Masculine diagonal keeper. 
Assorted widths. 


DOUBLE STITCHED $21.00 Doz. 
aia capes See eee Breen | | eeereearn\ 
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shed for extra duty and , | at 

ly. Striking assortment of hand- = 

x bis, Fine Norwegian calfskin. Pee: Nove eee : Bererrrenae 
* os a a &.@ &..*. 3 ww. : Be te Me She he MS 
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~ $13.50 Doz. 

















Mops are available on sales-appeal counter cards or attractive folders, at prices listed. = ~_. All’prices Keystone 








\ yee , ee No. 70 _—~PETITE PADETTE (COBRA) 

eae mA eh a ee Re ep fae d genuine cobra snake and lizar 
rs a we oe » “PE -- tai pO oe 8 Padde 9g d Gor ie 
tf, et a~f,* ~» ie ~ a 4 3 ‘ oc oF ~~ ee - ‘ Ba = 7 | styled for the La y- geous | 
ROE \ S\N STE 2 ak ee — £ colors. Assorted end widths. ~ 

sa A gc, Sule eae - ) sortment Of Colors. <a 
ree $18.00 De 


Pe. 
ie: 


th} 
“a 


PETITE PADETTE 
deed selected calfskin with raised 


-attractive feminine colors. 


Fully 
$15.00 Doz. 


V-Pad design. Highly 4 
“3 No. 155  _- CONVERTIBLE PADETT 
Fine selected calfskin. partis coal we, | 
watches to sport watches in simpis ond Ble 1 | 
Brown, Tan, Natural, Burnt Orange ond Sey 
rown, $21.00 Dep 
GUARDETTE NEOLITE = a 
Neolite—ca new elastomer-resin blend. V-Pad styling. Completely i eS 
waterproof. Will not crack, peel or dry out. Not o plastic. Excep- 
tionally durable and flexible. Pigskin-lined. $16.50 Doz. 
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No. 685 ADJUSTABLE SLIP-THRU 


Genuine shell cordovan. Excellent for solid lug and regular watches. 
In assorted colors. Separate Pads available. $13.50 Doz. 


CAL R BS. 
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GUARDETTE— ALLIGATOR 


Padded, richly-grained genuine alligator. Regal as well 
as durable. Assorted end widths. _ $30.00 Doz. 


es | =f nar i” 4 


pELELLESREPRRESFIT 


Se * & a ete: Sa ie ee es ee es ee ee ee 
Secel “ mon < ee 4 . . 


eh LM gouty "No. 960 f GUARDETTE—SHELL CORDOW 
wiaeteresg ate WESTERN ALL-IN-ONE Padded all-in-one Shell Cordovan, in gleaming &% 


New, deeply embossed saddle leather in true western style. Blonde, London Tan, Grey, Brown and Black. $21.00 De 
Assorted colors. %" and %” only. rt $13.50 Doz. | 3 


, 


‘e 
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All prices Keystone All straps are available on sales-appeal counter cards or attractive folders, at prices 1am 
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No. 625— ALL-IN-ONE. Genuine cowhide in Natural, London Tan, Brown 
and Grey. Also available in Black. Popularly-priced. $11.25 Doz. 
55 No. 505—GENUINE CALFSKIN. Finely constructed, long-wear- 


“_aatan calf. Beveled edge finish in Burnt Orange, London Tan, ing. Popularly-priced genuine calf with beveled edge. Wide assort- 
eon, Grey, Brown and Natural. $12.00 Doz. ment of colors and end widths. $10.50 Doz. 


at NORWEGIAN CALF. Very soft, richly grained 
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No. 755 SNAP-ON NEOLITE No. 765 SNAP-ON ALLIGATOR 
Made of new, durable, water-proof Neolite. In Genuine alligator in fine assortment of widths 
beautiful counter display. Assorted widths and and wrist sizes. Completely flexible. 


wrist sizes. $13.50 Doz. $24.00 Doz. 


SHELL CORDOVAN 


Single thickness; smooth lustrous finish. Creased edge in Cherry, Blonde, London Tan, Grey, Brown and Black. 


$13.50 Doz. 
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No. 810 | SADDLE STITCHED (NORWEGIAN) 
Saddle stitch adds to beauty of this strap. In Ivory, Natural, Grey, Burnt Orange, Maroon, 


$13.50 Doz. 


London Tan and Brown 


“VELVET-FINISH”’ 

NO. 3 SUEDE 
mine suede in luxurious assortment 
Block, Blue, Cocoa, Dark Brown, 
ii Grey, Maroon and Green. 
@end widths. $12.00 Doz. 


| Beautifully-grained skins of alligator- 
lizard in Honey and Brown colors. 
} Diagonal keeper. Assorted end widths. 

$21.00 Doz. 


SADDLE STITCHED 

an SUEDE 
saddle stitch adds luxury touch to 
” suede. Assorted colors 


diend widths. $13.50 Doz. 


tices Keystone Extra short straps available at prices listed. Nominal additional charge for extra long. 
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V-PAD 


ie Cee Ne. 255 Plain $10.50 Doz. No. Der 
750 Siigied cathaar $11.25 | No. 455 V-Pad $13.50 Doz. 875 Genwing Colfikin san 
760 Shell Cordovan $16.50” ae ; #91 etatc Cordoven fun 
-T76 srs lizard $18.00 | 
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AARNE RO RADON Ma a 


Bki@elie 














+ ae | 
| oe 
Odd) 
é ake 
ae a 








, on 


= ou oth “the Piney 7 























Fa capac 
No. Doz. No. Doz. No. Doz. No. 1000 
310 Saddle Leather $ 9.00 845 Padette De Luxe $16.50 or Suede & Lizard COUNTER DISPLAY 
500 Selected Pigskin $10.50 910 Genvine Lizard $19.50 180 (Convertible) $21.00 Contains three dozen selected 


450 Cushion $12.00 525 Padded Alligator 175 Swede Convertible $18.00 Neet watch straps, one dozen toa 
710. Solid lug—Cowhide $10.50 — Grain Calf $15.00 50 Sport Calf $12.00 card. Assorted colors and widths, 
915 Genvine Alligator $24.00 145 Suede withrings $15.00 


$42.00 Per Display 
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No. 6000 Book 


- ; N ' ° 
No. 300 Folder - et Contains six dozen Neet straps 


No. 211 , z 
(2 DOZ. GUARDETTE FOLDER) Special three dozen assortment of 615 Button-Down Solid Lug $13.50 consisting of new V-Pads, suedes, 


Conshatixig. of: calfskins, saddle leather, pigskins, 690 All-in-One Slip-Thru 15.00 saddle leother, calfskins, extra 


cordovans. Assorted end widths. 
No. 950—Saddle Leather apex grace: ore 600 & Card shorts, extra longs, cordovans, 
No. 960—Shell Cordovan POR Ge RGR RAE SRG SHEN. 55 is Goavasne tae saddle stitched and double stitched. 


No. 640— Western $33.00 Per Folder. $78.00 Per Book 


No. 955—Neolite V-Pad : 
$33.00 Per Foider C7, 
No. 950— on cards or folders — ghee cat of Watch : 
$15.00 Dox. 


This is our NEW CATALOG INSERT and mailing folder, available to distributors e.. 
on request with imprint space 


LASKO STRAP COMPANY = 200 Hudson Street, New York, Ny 


Printed in U. i \ 
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Extra short straps available dt prices listed. Nominal additional charge for extra k ong. 





All prices Keystone 





MUSICAL 







the SONATA with Thorens Swiss Movement 


—-- —e wee aw we 


STYLE 72 — Quality Leatherette. Size: 10x7x34”. Colors: Wine, 
Ivory, Baby Blue. Sug. Retail: $7.98. Min. Order: 3 pcs. 







GLIDE-O-MATIC 


the PPROUETTE 






STYLE 49 — Quality Leatherette with DeLuxe Trays which glide 
to the side as box is opened. Size: 10x7x314”. Colors: Wine, Green, 
Ivory, Baby Blue, Rose. Sug. Retail: $4.98. Min. Order: 6 pcs. 
























TRAVEL 
the DUETTE (Two Boxes in One) 


STYLE 900 — Quality Leatherette. Travel Tray lifts out becoming 
a lovely travel jewel box. Size: 10x7x312”. Colors: Ivory, Baby 
Blue, Rose. Sug. Retail: $6.98. Min. Order: 3 pcs. 














See the complete Mele line aft: 
The 35th California Gift Show Alexandria Hotel, Los Angeles July 20-25 
; National Jewelry Fair Hilton Hotel, Chicago July 27-31 
< The 25th Western China, Gift & Jewelry Show Civic Auditorium, San Francisco Aug. 3-6 
ie American National Retail Jewelers Waldorf Astoria, New York Aug. 10-14 
a Pacific Northwest Gift & Jewelry Show Olympic Hotel, Seattle Aug. 17-21 
4 Allied Gift & Jewelry Show Hotel Adolphus, Dallas Aug. 31-Sept. 4 
Denver Gift & Jewelry Show Hotel Albany, Denver Sept. 14-17 











° j 1 ° ! 
Mele is Write for MELE’S NEW 1952-53 CATALOGUE 


nationally advertised 
in LIFE, ESQUIRE 


and HOLIDAY 
FOR AucustT, 1952 49 


MANUFACTURING COMPANY. INC. 
366 FIFTH AVENUE. NEW YORK I 
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AMERICA’S FINEST GOLD FILLED JEWELRY 


x 


6$6¢6¢6 


A NEW LINE 


with the LOOK THAT LASTS 
| SRE 





% - \ 
a A “ seals . a 
‘ead : \ * 
* & eh, a 7 : 
\ A ~ # ‘ 
ee eee - 
: : 3 » > é 
se 7 ‘6 
© 
= 





: i 
x% a 
iierer ; . ae: w 3 
i 2 tm, 4 > } : ° 
; . oe o f Ne 8 y % \ ‘y F $ . \ ry ; 
e j Me yr a 3 2 Co é Me +) f 2 b 
ey = 3 
Wwlated Pearls 
d Rhinestones Simulated Stones 
No. 6370.5075 in Assorted Colors Potitieih Denti - : 
Set No. 434-4962 oni -teak teas ¢ f} 
Sud. 8 aii 
Set No. 6382-5087 a Ce 


VAN DELL CORPORATION 
PROVIDENCE 3 e R. lI. ae Prego and yes 
2 With Simuiated Upats 


.. . THRU WHOLESALERS 


























j 


| 


I Nini jet ttn 


| 
ori 
ll 


vA Ut OT Lee 
meses gl 
1 AAA vest ERT TTT 


iJ 
on 2 
So 
SS 
rr 06s GED 


| 
Agee oes 
00 WA. 4g ane? 
2 $0724. ¢ . 


$ 
NT 
TT 


A 


4 


MER, S202, 
an ae | NT 
WL spenttecageee 
Hi] r5g882 
EERROREOREAEERD: SoSea- an ccf 
Petdddidd * N 
| | li] Hitt . Ly 
af HLL ELLE 





CYMA 


marks its its SMAnniversay 


with a program of special significance 
to quality-minded jewelers... 


~ CYMA’S DISTRIBUTION POLICY dictates the 


obligation of protecting authorized Cyma jewelers 


* CYMA’S ADVERTISING PROGRAM is stepped up 


to build sales for Cyma jewelers with distinctive ads 


in LIFE * SATURDAY EVENING POST © VOGUE and the 
NEW YORK TIMES MAGAZINE 


* CYMA’S RADIO AND TV BROADCASTING 


tells the Cyma story to additional millions 


Se CYMA’S EXCITING NEW FALL LINE witt otter 


jewelers watches of unusual beauty and advanced design 


If you are interested in one of the finest opportunities 
in quality watch merchandising, write us for Cyma 
Agency information... 





CYMA fast becoming one of 


America's most accepted prestige watches 
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CYMA WATCH COMPANY, INC. 
681 Fifth Avenue, New York 22, N. Y. 
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4 WEST 58th STREET, NEW YORK 19,N. Y. 
DIVISION OF SCHLESS-HARWOOD COMPANY, 


FOR AUGUST, 1952 
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y your biggest 


and best 


LTIFORT 
with the upirautomatic 


AUTOMATIC-TURNING DISPLAY 


FREE — nis new, different, traffic-stopping automatic display 
FOR AUTHORIZED MIDO DEALERS 





‘ TELLS YOUR CUSTOMER... 
SELLS YOUR CUSTOMER... 





* : ’ 
THE FAMOUS Mide 4 WORRY-FREE FEATURES 
1. Self-winding 2. Shock-Resistant 3. Anti-magnetic 4. Water can’t get in 
PROFIT AT ONCE...by promoting the MIDO display with sev- 
SEE THIS DISPLAY - eral handsome, eye-appealing MIDO watch styles — designed to 
at the stimulate immediate sales! @ Take advantage of this remarkable 
A. N. R. J. A. CONVENTION opportunity to cash in on the MIDO national advertising cam- 
NEW YORK paign featuring MIDO- THE TORTURE-TESTED WATCH! @ Let 
Booths 41 and 42 the automatic MIDO torture-test display make your window your 








biggest salesman! @ For complete information, call...write...wire 





LOUIS AISENSTEIN & BROS., INC. 





16 East 40th Street ° New York 16, New York ° Murray Hill 6-2922 
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. 
the perfect solution... 
WED-LOK’ diamond rings! 


“Clicking” from coast to coast... 















that's the success story of Wed-Lok* Diamond Rings by Granat. 

' Women prefer the tiny lock that banishes trouble. .. cas 
eliminates turning and shifting out of position when the rings . 
are worn together ... prevents ring friction... 


_keeps diamonds in full view at.all times. Best of all, 


eeneoe Veter), Fyre, Wee lan” every Wed-Lok* sale is a double sale .. . because Wed-Lok* customers | 
Ensemble. Diamond solitaire with 2 |  .. od 
side diamonds, matching wedding buy ensembles, not individual rings. Yes, 

ring with 3 diamonds. Granat Tem- _ : ; | 3 | 

pered* white or yellow gold mount- if you've been looking for that ‘extra something’ to convert 


ings. Price includes federal tax. — : 7 : : | : 
_. disinterested shoppers info eager buyers... 9 see 


make the exclusive Wed-Lok* story YOUR story. 


Illustration enlarged to show detail 
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114 GEARY STREET « SAN FRANCISCO &, CALIFORNIA 





Ne. 750 day, Psatenl iecvcliag: alarm clock with auto: - 


matic colendar in genuine leather case with metal, gilt- 
finish top plafe for engraving initials. White dial with 
luminous hands and dots. Gilt-finish numerals. Size: 3%” 
* ‘ie x duce Colors: Tan, Brown, Blue. — 

Retail price de 5.95 plus tox 


Neo. 723 de: 7-jewel Calendor siarsllng aloes os as : 
with automatic shut-off feature. In genuine feather case. 


22-year calendar adjustable to any month. Gilt-finish 

numerals. and luminous hands and dots. Size: 4” x 334” 

x 1%", Colors: Monts, Luggage Tan, Maroon, Bive, _ 
Retail price Las fae Bue tax 


No. 77 8-day, 7 jewel traveling alarm clock. Genuine leather case. No. 7854 8-day, 7-jewel ROLL TOP traveling 
Silver-finish dial with luminous dots and hands. Gilt-finish numerals. alarm clock. Finest quality genuine leather. 
One key winds time and alarm. Size: 3%” x 3%” x 1%”. Colors: Clock automatically rises to vertical position 


Bive, Pigskin, Brown and Red. 


when roll top is opened. Luminous figures 


Retail price $18.50 plus tax and hands. Size: 3%” x 2-7/16” x 1-5/16” 





Consult Your Wholesaler 


Colors: Pigskin, Red, Maroon and Biuve. 
Retail price $27.50 plus tax 


No. 175 1-day, 7-jewel PERE. alar 
finish dial with radium hands and a 
compact attractive case, in Genuine i 
Croco Grain finish. Colors: Brown, Green, 
Red, ae 1% x3%" x1%”. oe 
Retail price 2 $13 


No. 7850 8-day, 7-jewel traveling alarm 
automatic calendar. Fine quality genuin 
leather case. Silver-finish dial with day 
indicators, Gilt-finish numerals, Luminous @ of 
hands. Size: 3-5/16” x 3” x 1%”. Colom i 
Maroon, Brown, ‘Blue, and Green. 


Retail price $32. 


S@MCa clock company, inc. 30 mvine Place, NEW york 3, N. Y. 
See us at the ANRJA Convention in New York — Aug. 10-14; Le Perroquet Suite, Waldorf-Astoria 








. 1-day, 7- jewel boudoir alarm dock: Gilt-finish frame set No. 741 1-day, 7-jewel musical alarm clock. Enamel metal case trimmed 

’ marquise cut simulated rhinestones alternating with with bright gilt frame and enriched with gilt floral designs. A most un- 

d white rhinestones. Marquise. cut colors available: Rose, Aqua, usual creation. Silver-finish dial with gilt numerals designed to typify the 

, {, Amethyst, Peridot and Sapphire. Silver finish dial with gilt musical scale and clef, luminous dots and hands. Available in Bive,, 
juminous dots and hands, Size: 2% x 3° x 1%". Maroon, Brown, Green and Ivory. Height 5%”; Width 4°; Depth 2”. 


Retail price $19.95 plus tax Retail price $19.95 plus tox 





WISS CLOCKS FOR TRAVEL, DESK & BOUDOIR 


MATIONALLY KNOWN - MECHANICALLY PERFECT - FULLY GUARANTEED 








». 7852 8-day, 7-jewel TWIN DIAL desk clock fot right). Lustrous satin, 
gi-finsh case. Silver-finish dial with raised gilt numerals. Height 5%; 

h 5°; Depth 2”. 
Retail price $45.50 plus tax 


_ No, 722 (below) 1-day, 7-jewel calendar alarm clock. The 22-year cal- 
» endor can be adjusted for any month, Gilt-finish metal frame and easel. 
 Gilt-finish numerals; luminous hands and dots. Size: 3%," x 3%”. 


Retail price $13.95 plus tax 


722A This clock, complete with genuine feather, maroon lizard 
sn, compact traveling case. 


Retail price $ 16.95 plus tax for BOTH clock and case 


Consult Your Wholesaler Write for Catalog West Coast Prices slightly higher 


S@MCa clock company, inc. 30 mvine PLACE, NEW YorK 3, N. Y. 
See us at the ANRJA Convention in New York — Aug. 10-14; Le Perroquet Suite, Waldorf-Astoria 

















Striking new styles, artistic 
perfection ... construction details 
of amazing fineness... high 
quality at industry shaking low prices. 
Airflex gives jewelers sensational 


profit and volume opportunities. 


Airflex watch- ' 
pands are un- 
tonditionally 
juaranteed 
igainst all 
nechanical 
lefects. 


Ast FOR. FOR 
| J QUALITY ms BEAUTY : PRICE ,. CONSTRUCT 











RARE QUALITY AT 
LOW PRICES SETS 
WORLD RECORDS 


Airflex smashes all previous records for high watchband value with 
the announcement of new smart designs and improved quality in the 
Airflex line of artistic perfection. Remarkable production methods make 
possible quality features so highly prized that Airflex bands are used by 
leading watch houses and importers to increase tne beauty and value of 
their watches. Airflex adds that extra touch necessary for constant selling 
action. 





YET... Airflex continues to retail profitably for half the price of 
nationally known bands! 


Remember, it takes the right price . . . the Airflex LOW price .. . to 
bring them in. . . and it takes the right quality . . . the Airflex SUPERB 
quality ...to bring them back again and again to buy! 


12 y 7 2% idibine 4 pit AS 
% anky i: 2 209: VY 





yibond beautifully pockaged 
tractive plastic case. 


ENCORE 628 


AWARD WINNING 
FEATURES 


* Gold filled top on nickel base 
* lifetime Sturdi-rivet Smart jewelers everywhere are promoting Airflex for extra volume and profit. 


constructi 
‘ ccc CONTACT YOUR WHOLESALER OR WRITE DIRECT FOR SAMPLES OR PRICES 


non-corrosive springs 
® Stainless steel bottom 
* New, styleesmart designs FOe 
a 


Manufacturing Jewelers 


302 WALNUT STREET, PHILADELPHIA 6, PA. 


NEW YORK OFFICE: GEORGE KRAMER, 580 FIFTH AVENUE 
MONTREAL, CANADA: Jay Flex, Ltd. MEXICO CITY, MEXICO 








watchband no wrist can resist 





An Orange Blossom franchise 
gives you these advantages 


-_ > © a 

(ap A universal recognition and acceptance—the 
| result of years of consistent, confidence- 
building, nation-wide advertising. 


TL A product, competitively priced in its qual- 
The Mark =~ iv‘saa 


Smartly styled to capture the broadest pos. 


0] Superior sible market. 


Substantially made and beautifully finished 


Quality -_ by top craftsmen. 


Held to a consistent high standard of quality. 














One price, one policy, with a full and fair 


profit for all. 

TL Sold only through ethical dealers of highest 
integrity. 

iy A complete and effective program of dealer 


merchandising helps. 














These advantages make Orange Blossom a hard- 


hitting, sales-stimulating force. 


There are some desirable franchises available to alert, 
ethical dealers. Please direct your inquiry, ‘‘attention 


of sales manager.”’ 


Pe 








TRAUB MANUFACTURING COMPANY 


1934 McGraw Ave., Detroit 8, Mich. 
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BANDMASTERS 


Duchess 


... set a brisk pace in your Watchband Department. 
Hard-to-resist fashions for the wrist 
... with the polished glitter to catch the eye 
... the dramatic variety of striking styles to capture 
the requirements of every taste, every purse. 





boo O° eeey -WitoMoh Zell lele)(- Min 
Stainless Steel (= 109ST) 





All bracelets, except when otherwise noted, are 



















1/20 10K Gold Filled top with Stainless Steel back. © Ta hll- 
Colors: Yellow, Pink, and White i hh” Fa 
OF a pe Lf = 303/M1—With 
27, sci (00! O°. at Miraeulouc * Meelis 
¢ =: ,. Ye!! ‘oh, an eler ly 
& eee PS 
a Tag “8: diffs , te Cn = 


#, 
ate RE Sg So) 5 dll Vth — = 
mee Ee - a me 


gn oe we PF” (LL = 
ee ae” = 304—Shown with smal! 
ring (= 304SR). Also avaiiable 
with large ring (= 304LR) 
and with bar ena for nurses 
or sport watches (= 304SP) 
*~ —* mg — a a ; = 
. Pau LS - s ; ' 
“s ae. £. ? tt we oe a ee 
: — wr TF fw A 6s 
Ps = iiss ee OO th. “is ~ p , 
a oii —- en _ a” «i! ay 4 a Ps “ = $06-— Sh ywWwhn With Taelel 
OS has fli ho gf a ring (= 306SR) 2 Yomtsixe lifes )i- 
e e e ee ae i ad i —_ . — as ‘ 
Ladies’ Identification ae with large ring (= 306LR 
Bracelet, Sterling Silver 
plaque, GF. ladies’ expansion Fully guaranteed against any mechanical a 





band, rhodium finish. 
Also Yellow GF. 





_ 
— ORDER FROM YOUR WHOLESALER — TODAY! 


( BANDMASTER-LEADING ALL ne ee 
—<—_—-- ——_ 
Magy ——— 






EWEST ASSORTMENT Of 5,,. 
EXPANSION "Ibe 


Top Quality 
Fast Moving 
Favorites In 


STERLING SILVER 
and GOLD FILLED 


Sxqutettely Styled / 
Fully Guaranteed { 
Popularly Priced / 


e 
GRACEFULLY Shaped To Fit 
The Curve of ANY Wrist 

= 

* HAND TOOLED 


* HIGHLY POLISHED 
%& Made To Give Years Of Satisfactory Service 


e- AYS Nip, 


NTs,, 


* 
Luxuriously Packaged In Beautiful Gift Box 


-_ Cie es ee" 
’ LL LIE. SEE See , 
%, . on aenenaaell ae 
—" eel aia 


ok oe 


Assortment No. 200K6600 
(Illustrated) 


8 popular “Idents’” that build profitable 
YOUR COST sales . . . satisfied customers day-in.. . 


day-out. Available For Immediate Delivery. 
EACH ASSORTMENT CONTAINS: 


@ 2 Men’s Gold Filled “Idents” 
@ 2 Men’s Sterling Silver “Idents” 
@ 2 Ladies’ Gold Filled “Iidents”’ 
@ 2 Ladies’ Sterling Silver “Idents”’ 


Total Retail Value @ 1 FREE Display Tray 


$3 g70 OTHER ASSORTMENTS AVAILABLE _ 


Ask Your Wholesaler 


MILGLO JEWELRY MFG. COMPANY 


suse FIFTH AVENUE © NEw YORB tt, Ns YT. 
CHICAGO: H. Charmack, 36 South State St., Chicago, Ill. 
PACIFIC COAST: M. J. Newman, 57 Post St., San Francisco, Calif. 
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No. G165,/2M and No. 165W 6M 
- Exquisite Needlepoint setting, 
Die Struck, 14K yellow or white 
gold. Will take 1,150 melle on 
both rings 










He will sell that customer who just walked out 
of your store. . . and he will undoubtedly sell 
her a Roskin Ring . . . because Roskin mount- 
ngs are die struck and inlaid to blend to per- 
Clafle}peeenial-Milal-t 3 Mla mel dobar taslolariall omellemelsiriia7 
—yet cost no more than ordinary rings! That's 
why they re the speediest selling from coast to 
coast. And that’s why you, too, should stock, 
SELL and PROMOTE Roskin Die Struck Mount- 
ings. Order NOW from your regular whole- 
saler, or write us for nearest distributor. 


Il with famous “GLARE TOP Patent! 


ingenious construction and design of Roskin Glare 
lop mountings—by reflecting your diamonds— 
bing out all their hidden fire and brilliance! 





sa 
rrtont 


vented—ond Exclusive 


| ROSKI 





No. 62041 - Engagement Ring 
No. 2041W - Wedding Ring. No 
G2041W - Groom's Ring. Available © 
as a Threesome. 14K yellow or 
white gold inlay. 


Company INC. 21 West 46th Street, New York 36, \.}. 


| 
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Known as the best in 4-Color 
Quality for over a Generation 











Colors 


MULTIKOLOR PENCIL 


Pencil 





rola atlol ME TP 4- 


Precision-Engineered 
Jewelry-Crafted 

Fully Guaranteed 
Appropriately Boxed 
Nationally Advertised 


. 
Smart 4-color models 
in Chrome, Monel, 
Sterling’; Gold-Filled’ 
and 14 Kt. Gold* 





Visit the NORMA Display retail from $5 to $100." 
at the ANRJA SHOW 
BOOTH 5-25 3-color models $45°, 
Sert Room ; 
WALDORF-ASTORIA HOTEL Witte for Sates Sate. 
— a wre * Subject to 20% Excise Tax 


AUGUST 10th to 14th 





NORMA PENCIL CORPORATION, Norma Building, 137 West 14th Street, New York 11, N. Y. 


West Coost: HERBERT |. HENRY Midwest: H. J. NEGGESMITH South: MILTON WODISKA 





527 West 7th St., Los Angeles 14 Merchandise Mart, Chicago 54 138 Chartres St,, New Orleans 
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On the following pages you'll find picture 
storics of this month’s major moves by The 
Watchmakers of Switzerland in their continu- 
ing campaign to support you, the Quality 
Jeweler: 
1 FREE! A brand new Watch Inspection 
a ow ‘ 
Time display! 
9 The famous Norman Rockwell, full-color 
e : ' 
advertisement in the country’s leading 
MALAZNES. 
A brand new, fun-to-win Quality Jeweler 
contest—with $1000.00 in prizes! 





N GOOD NEWS TO YOU—TURN THE PAGE AND SEE 





THEY ALL 


The WATCHMAKERS OF SWITZERLAND 
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HEN YOU LISTEN to your watch, it spcaks 
not only of the passing seconds but of the 
skills that have gone into its perfection. 

Jo a watchmaker, your watch is like a living 
thing. His world is as tiny as the watch he is 
working on—and as large as the history 
recorded time. 

Your watch ticks 432,000 times a day—every 
time the lever jewels strike the escape wheel. It’s 
the constancy of this heartbeat that determines 
the accuracy of your watch, that makes the big 





c 
‘? 


The WATCHMAKERS 








Follow through on’ your Norman Rockwell ad~ 


Ne. Sarg 





difference between a fine Swiss watch and an 
ordinary watch. For a fine Swiss watch is pains- 
takingly hand-crafted—trom the balance wheel 
that travels 3600 miles a year to the tiniest 
screw, no bigger than this period_,. 
Whether you’re buying a new watch, o1 
ing a watch serviced, your jeweler will show 
you what Swiss craftsmanship means to you in 
beauty, accuracy, value—and in the ease and 
economy of repair. No wonder 7 out of 10 
jewelers wear fine Swiss watches themselves! 


- hav- 


For the gifts you'll give with pride, let your jeweller be your guide 


FEDED . 
a> 





OF SWITZERLAND 


©1952 Swiss Federation of Watch Manutas turers 





IT’S WAILCH INSPECTION TIME, SEPTEMBER 11-20 


What makes wt tack? 











| Be sure you get this 








WIN 


Here's a real “traflic-stopper” to bring 


you extra customers—not only during 


Watch Inspection ‘Time (Sept. 11-20), 
but all year long! You get 3 separate 
pieces in full color: a big, three-dimen- 
sional center display and two match- 


ing easel-type side cards. Just send off 


FREE Watch Inspection Time 


DOW DISPLAY 





the postpaid order card that you ll soon 


be receiving in the mail. It’s the perfect 
way to tie in with this famous Watch 
Inspection ‘Time advertisement (oppo- 
site), which comes out next month in 
LIFE, LOOK, SATURDAY EVENING POST 


and FARM JOURNAL. 


see next page for news about your big $1000.00 contest... 





















SO EASY! THESE TIPS CAN HELP YOU WIN! ~ 


Any prec ision instrument deserves the care ol an 


expert—and a fine Swiss watch is no exception. 


Only a Quality Jeweler has the training and 


experience to know just what makes a fine Swiss 


watch tick. Everv fine Swiss watch should be in- 


spected by a Quality Jeweler at least once a year. 


And Official Packaged Swiss Watch Replace- 


ment Parts are your customers’ guaranty ot per- 


fect-fitting material and satisfactory results. 


TER NOW—4*" ANNUAL WATCH IN 


Complete! Includes piv- 
ot gauec, grinding stone 
and full jewel assort- 
ment. OR $150.00 worth 
of any Official Packaged 
Swiss Watch Replace- 


ment Parts trom vour 


suppl ier. 





EXTRA BONUS PRIZE! 





If your winning entry is submitted on an 


Official Entry Blank (available from your supplier) 


vou ll receive as a bonus a pair of 


watchmaker’s tweezers in a handy belt carrying-case. 











SAVE THESE 


1. On Official Entry Blank or 
your store letterhead, complete 
the following: ‘*This is the advice 
I give my customers on the care 
and service of a quality Swiss 
jeweled-lever watch: ...’’ Add 
your name and address and mail 
to Watch Inspection Time Con- 
test, Suite 1105, 730 Fifth Ave., 
New York 19, N. Y. 


2. Winning entries submitted on 
Official Entry Blanks (available 
from watch material jobbers) will 
be awarded an additional Bonus 
Prize of a pair of watchmaker’s 
tweezers. 


3. Send as many entries as you 
wish. Each must be on a separate 
Entry Blank or separate sheet of 
letterhead paper and be the origi- 
nal work of the entrant. 


EASY RULES! 


4. Entries must be postmarked 
not later than midnight, Septem- 
ber 27, and received not later 
than October 4, 1952. 


5. Entries will be judged on the 
basis of originality, sincerity, 
clearness and aptness of thought. 
Judges’ decisions final. Duplicate 
prizes in case of ties. All entries 
become property of The Watch- 
makers of Switzerland. 


6. Contest is open to owners and 
employees of retail jewelry stores 
and retail watch repair shops in 
U.S. Major winners to be an- 
nounced in December jewelry 
and horological trade publica- 
tions. All winners to be notified 
by mail. Contest is subject to all 
state and local laws and regula- 
tions. 

















HERE’S ALL YOU DO: Just complete this sentence: 
“This is the advice I give my customers on the care 
and service of a quality Swiss jeweled-lever watch:...” 

Get tree Official Entry Blanks from your watch 
material jobber—or complete the above sentence on 
vour store letterhead. But act now—send your entry 
to: Watch Inspection Time Contest, Suite 1105, 730 
Filth Avenue, New York 19, N.Y. 


2 SECOND PRIZES—WORTH +100 EACH! 


Fully equipped Swiss staking tool set! 
ln handsome wood box 
—with wide assortment 
of precision punches. OR 
S100.00 worth ol any 
Oltficial Packaged Swiss 
Watch Replacement 
Parts from your supplier. 


9 THIRD PRIZES! 


$50.00 worth of any Official Packaged Swiss Watch 
Replacement Parts from your supplier. 


4 FOURTH PRIZES! 


$25.00 worth of any Official Packaged Swiss Watch 
Replacement Parts from your supplier. 





oy? 


HURRY! ENTER NOW! 


CONTEST CLOSES SEPT. 27! 


PECTION TIME CONTEST 


Sponsored by THE WATCHMAKERS OF SWITZERLAND 


3 FIRST PRIZES—WORTH +150 EACH! 


Swiss precision jeweling tool set! 


fase 


—_ 











Sell Rhinestone earrings this caty way with a... 
DUANE (FON 






Z 

. 

"FREE DISPLAY “oe 
——_ / eae 





\¥ 


in 

snl % *FREE DISPLAY is easel backed and gold metal framed 

eo a with contrasting Hunter Green background. Only 

Ble Be 7¥2"’ square. Shows Rhinestone earrings in BOXES, at 

eae SS oS”, ORR ES their BEST yet does not take up too much counter or 

gies SR eR RRR window space. 

~S S DISPLAY available with 

assortment A or B. 


.* 
eq°.. 
SNA 
.- ‘ 
WP HATES oes # 
a N\ mers, 
. x .* 


Assortment A 


Assortment A con- 

sists of twelve pairs 

of BOXED Rhinestone earrings. One free display 
cost complete $24.00 per dozen keystone. $2.00 
per pair retail. 


A\ 
Assortment B consists of twelve pairs of BOXED Rhine- \ 
stone earrings and one free display cost complete 
$36.00 per dozen keystone. $3.00 per pair retail. 


DUANE earrings are of best quality rhinestones and all are 
rhodium finished to jewelers perfection. 


Sold only through wholesalers 














Pr eee ee eee _ 
REPRESENTATIVES | Gentine, 
EAST MIDWEST WEST COAST | 
EVERETT M. ZOLA ARNOLD SCHLOSS JACK KLEIN Please send me dozen assortment A BOXED 
CHARLES D. BRAVEMAN 29 E. Madison St. 315 W. 5th St. | dj 3 \ 
861 Broad Street Chicago 2, Ill. Los Angeles, Cal. | Carring and display at $24.00 per dozen keystone. 
rov., R. | . 
ae, | Send me dozen assortment B BOXED earrings 
HOUT PAUL OWEN “asec No, | nll 
» MO. and display at $36.00 per dozen keystone. 
| 
| Signed 
INC. | 
| Charge through my wholesaler 
861 Broad Street Prov., R. I. 
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Visit our booths S7 and S8, Sert Room, 


| | | | opposite the Wedgewood Room (Park Avenue). 


e ec eFINE JEWELRY SINCE 1868 





Hele) ai nolan laliesicels 


roam alat: jewelers 








Matching Tie Slides and Links 
in a large assortment of 
designs and patterns 


; 
| 
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~~ Belt 
Buckles 


re a 


ee ee 
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B.A.BALLOU & CO. Inc. 


Providence + Rhode Island 
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es 
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Ask one of these 
leading wholesalers to 
show you the BEATTIE line: 


ALABAMA ham: 
wre Sterling Jewelry Co., Inc. 
Standard Jewelery Co., Ine. 


ARIZONA 


mW. Reynolds Co., Inc. 


CALIFORNIA 
Los Angeles: 
Higbee & Dorrer 
—E W. Reynolds Co., Inc. 
Philip a & Co. 
ancisco: 
3 + Reynolds Co., Inc. 


COLORADO 


ver: : 
ari Schenkein Co. 


COMECTICUT 

aven: 

"laine Michaels & Co. 
J. A. Silver Co. 


DISTRICT OF COLUMBIA 
Washington: 
Blustein Co., Inc. 
FLORIDA 
Miami: 


L. Luria & Son, Inc. 
Streiff Jewelry Co. 


GEORGIA 

tlanta: 

we Cohen & Sons Corp. 
|. G. Ely & Co. 
L. Luria & Son, Ine. 
Sommers & Sommers 


ILLROS 

icago: 

The Ball Co., inc. 
Bieler-Levine 
Donald-Bruce & Co. 
Stein & Ellbogen Co. 


INDIANA 
Indianapolis: 
Baldwin-Miller Co. 


KANSAS 
Wichita: 
John Berkowitz & Sons 


KENTUCKY 

Louisville: 

George Katzman Co., Inc. 
Lexington: 

Erwin Neuman, Inc. 


LOUISIANA 
Crowley: 
J. C. Wilfert & Co. 
New Orleans: 
Superior Merchandise Co. 


MAINE 
Portland: 
H. E. Murdock Co., Ine. 


MARYLAND 


Baltimore: 
J. Engel & Co., Ine. 


MASSACHUSETTS 
Boston: 
|. Alberts’ Sons, Ine. 
D. C. Percival & Co., Ine. 


MICHIGAN 
Detroit: 
The Gorenflo Co., Ine. 


Michigan Jewelers Supply Co. 


MISSOURI 
Kansas City: 
Edwards & Co. 
B. Stiffelman & Son 


St. Louis: 
Eisenstadt Mfg. Co., Inc. 
Wm. P. Mahne Silver Co. 
geese altering 
nc, 


NEBRASKA 


Lincoln: 
Hallett Bros. Co. 


NEW JERSEY 
Newark: 
|. Lehrhoff & Co. 


NEW YORK 
New York City: 
A. Cohen & Sons Corp. 
J. W. Johnson Inc. 
Lieberman Bros. 
L. Luria & Son, Ine. 
Richard Polumbaum Co. 
Alex Sabin & Sons, Inc. 
Morris Struhl Inc. 
Buffalo: 
Lipsett & Hill, Inc. 
mira: 
A. Winkelstein, Inc. 
Rochester: 
Morris Rosenbloom & Co. 
Syracuse: 
|. Alberts’ Sons, Ine. 
George Phillips Co., Inc. 
Utica: 
George J. Tapper Co., Inc. 


OHIO 
Cincinnati: 
The Gerwe-Brown Co. 
Cleveland: 
* The H. W. Burdick Co. 
J. H. Gross & Co. 
Dayton: 
Philip Kohn Co. 
Toledo: 
Heyne & Groves, Inc. 


OKLAHOMA 
Oklahoma City: 
Samuel Gordon & Co. 


PENNSYLVANIA 
Philadelphia: 
Jos. B. Bechtel & Co., Inc. 
Brown & Son, Inc. 
Edward Tinkelman, Inc. 
William S. Waples 
Pittsburgh: 
Biggard & Co., Inc. 
Samuel Weinhaus Co., Inc. 
Scranton: 
Geo. Phillips Co., Inc. 


TENNESSEE 
Memphis: 
Mednikow & Paul, Inc. 


TEXAS 
Dallas: 
The Ely Co. 
The Gerwe-Brown Co. 
Fred Plaut Co. 
Ft. Worth: 
T. W. Reid Sale Co. 
San Antonio: 
. M. Hammond Co. 


VIRGINIA 
Richmond: 
Geo. Phillips Co. 


WASHINGTON 


Seattle: 
Marv Minzel Co. 
Eastern Merchandise Co. 


WISCONSIN 


Milwaukee: 
A. E. Nicholas Co. 


BEATTIE I 


Silver Co., 





The only lighter 
with the flame 
you can point fm 






Beattie Jet Lighters 





DEATTIE 








ry 


& 
Ye 






Ck 


LIGHTER 









UPRIGHT 
for cigarettes 
and cigars 




















‘ 
a TILTED 
< jet flame for pipes 





7 reasons why 


sell more easily 


@ Two flames—jet for pipes—regular for cigars 
and cigarettes. 


@ Wick that needs no replacement. 

@ Longest? flint. 

@ Huge fuel capacity. 

®@ Slip cover for easy fueling. 

@ FULLY GUARANTEED against defects in mate- 


rials and workmanship. 
@ Consistent advertising in consumer magazines. 
RETAILING AT: 


Is I i al i ln a al $ 6.85 Tax Included 
Pigskin or Black Morocco .............ccccceecees 8.00 Tax Included 
ee i i I in vc ccnccccsccddcansnucvoatas 8.00 Tax Included 
nS SI a, oc ccncktacbnebaeoennade 9.25 Tax Included 
A 10.00* 

Heavy Gold Plate, Leather Covered .............. 15.00° ° 
Heavy Gauge Sterling Silver ...............0c0000 27.50* 

Desk Model, Genuine Leather ..................... 10.30 Tax Included 
Extra Large Beattie Flints retailing.............. 25¢ per pkg. 


*Subject to 20% Retail Excise Tax 


SEE YOU AT THE WALDORF . . . BOOTH 213 


Beattie Jet Products Inc., Box JC-K 
17 E. 48th St.. New York 17, N. Y. 
and dealer discounts for 


Rush complete price lists Beattie Jet 


Lighter to: 


NAME 





FIRM NAPS 





ADDRESS 
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WYLER = PROFIT 


Most extensive line of water- 
resistant and self-winding 
watches ever presented... 
backed by 25 years of pioneer- 
ing and perfecting their devel- 
opment. Every model with that 
famous, nationally advertised 
Wyler feature: the flexible 
balance wheel guaranteed to 
resist shock. 


a Wyler representative will be pleased 
to call on request 


WYLER WATCH AGENCY, Inc. 
630 Fifth Avenue, New York 20, N. Y. 
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America’s Most 


Distinctive Line of 4 P| l re 


Men's Jewelry 













FLEUR-DE-LIS 


Regal Splendor in genuine hand 
carved Mother of Pearl, 






featuring... 


GENUINE HAND CARVED 
MOTHER OF PEARL 











AS ADVERTISED IN 














DOUBLE LINK 


Genuine Mother of Pear! 
in link motif. 


ROYAL CROWN 


Mother of Pearl in all its 
regal beauty. 


SOLD 
THROUGH WHOLESALERS 


CREATED BY 


Leaders In The Men's Jewelry Field 
Since 1898 





TAUNTON. MAB FEA CH VS ES S 
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Advertised in 


Englargement 


Advertisement = Sold through Wholesalers 0 
in LIFE 


All watches produced at the RODANIA factory in Switzet 





. AUTHENTIC UNLESS STAMPED ON THE BACK WITH THE NAME TRIFARI OESIGN PATENTS PENDING 
NO 


% D>] 
Furinkl Jewelled constellations to brighten your Fall fashion horizon at lucky-star prices. Mock-diamonds in gold 


er platinum-toned Trifanium. Emerald, Ruby, Sapphire or Topaz toned stones in golden Trifanium. 
Advertised in four colors in the 


AUGUST ISSUES OF MADEMOISELLE AND TOWN & COUNTRY 
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The world’s most modern 
watch “The Monodate,”’ auto- 
matic wind and day of the 
month calendar, water resis- 


The fascinating ‘‘Tri Compax”’ 
which gives moon phases, 
month, date, day and also 30 
minute and 12 hour timing 





A national favorite the 
“Town and Country,” very 
thin, water and shock resistant. 
Exceptionally handsome, gold 
filled stainless steel back. $55 


UNIVERSAL 
centy 


Another version of the “Towp 
and Country” with a Striking 
gold-on-black dial and famoys 
“Citation Bracelet.” $62.59 


tant, remarkably thin, gold records, sweep hand stop 
filled. $95 watch. Stainless steel. $150 


These world-famous watches make no other claims than: they 
are excellent in performance, individually tested to high standards, 
distinguished in appearance, exclusive in distribution, well worth 


the uniform and reasonable prices at which they are readily sold. 


UNIVERSAL) 
GENEVE 





Write for attractive dealer 
terms and information 
about these and other 
Universal best sellers. 


(All models 17 jewels. Prices 
include Federal tax.) Ad- 


vertising mats available. 
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A truly distinguished automatic 
timekeeper in 14 kt. gold, new 
square iasign of great mascu- 
line beauty, with sweep hand 
and lapped gold figure dial. $229 


A magnificent automatic time- 
piece, 36 hour reserve, sweep 
second, gold filled, night reading 
dial. Water resistant. $67.50 


Unsurpassed, world-famous ladies caliber 219 wrist watches. 
Excellent performers in exqujsitely executed white and 
yellow 14 kt. gold dress and sport models. Exceptional 
values at $71.50. 


THE HENRI STERN WATCH AGENCY, INC. 
587 Fifth Avenue, New York 17, N. Y. 


@H.S.W.A. 1952 
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SEND THIS 
COUPON 
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BEAUTIFUL 
MERCHANDISE! 


Farrington’s glittering collec- 

tion of jewel case beauties to 
tempt the most reluctant cus- 
fF tomer — see them all in our 
F handsome, full-color catalog 
f brochure just off the press. 





V4 





SURE PROFITS! 


Highly salable merchandise that 
offers you a wonderful profit margin 
read about it in our new brochure, 
“Parade of Profits.” 





Ree ye) 





SELLING AIDS THAT SELL! 


Exciting selling aids that really work for you. This 

wise little booklet—tailor-made for jewelry stores— 

is but one...“How to Make the Most of Your Jewelry” 

...a lavishly illustrated, informative booklet with tips 
on jewelry wear and care and birthstone gems. 


JEWEL CASES CAN 











FARRINGTON MFG. CO., Dept. J, 76 Atherton St., Boston 30, Mass. 
Please send me the following: 


[| New Full-Color Catalog 
(-] The Farrington “Parade of Profits” Brochure 
[_] “How to Make the Most of Your Jewelry” Booklet 
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THe 


PARENTS OF MORE THAN 2,800,000 CHILDREN THROUGHOUT AMERIC) 





““dolly-deb” is true quality jewelry, fashioned in miniatures 
of our adult line which has been so popular over the years. 


In advertising “dolly-deb” through Parents’ Magazine, we 
are reaching the choicest, most concentrated, potentially in- 
terested group of buyers in the children’s market. 


The combination of this advertising with quality, good pack- 
aging, and retail point-of-sale material, makes “dolly-deb” a 
profitable addition to your showcase. 


FOUR POPULAR LINES... 


The “dolly-deb” Bracelet and Locket Sets are available in 
Embossed, Mother-of-Pearl, Cloisonne, Hand Engraved 1] 
and 3 Tone, and Diamond-Set. They have 1/20-12K Gold 
Filled fronts and Stainless Steel backs, and are priced 
from $6.50. 


“dolly-deb” Heart-Stone-Set Bracelet and Pendant Sets of 
the same quality can be had in a choice of stone colors... 
Ruby, Rose, Aqua, and Sapphire... . at $7.50. 


“dolly-deb” Expansion Identification Bracelets for little 
girls, also of the same quality, come with Plain, Embossed, 
Hand Engraved 1 and 3 Tone, and Chaton-Set Plaques, and 
are priced from $5.25. 


“MISTER, JR.”, a very masculine ident for little boys, is 
“just like Dad’s”. It has a Rhodium front, Stainless Steel 
back, and a Sterling Silver Plaque, and is priced at $4.50. 


TO HELP YOU SELL, Parents’ 
counter display cards and free 
newspaper ad-mats are available. 
Ask your wholesaler to show you 
the extensive “dolly-deb”’ line 
now... You'll be making a 
profitable move. 


ALL PRICES KEYSTONE PLUS TAX 


é 


“Dolly-Deb’’ ts a Product of 


EASTERN OFFICE MID-WEST OFFICE 

Harry C. Yakey, Jr. Albert N. Davis 

68 Columbia Avenue 29 East Madison Street 
Cranston 5, R. I. Chicago 3, Ill. 
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PACIFIC COAST OFFICE 
Phillip Naftaly & Sons 
461 Market Street 
San Francisco 5, Cal. 


J.M. HALL COMPANY %& 85 SPRAGUE ST., PROVIDENCE 7,8.1. 
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For Ladies 
14 kt. Gold Top 


eople! 
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Now available — SANDOZ smart, thin 
waterproofs* in nickel, steel, gold- 





wii ~~ filled and with 14 Kt. gold tops — for 

17 Jewel precision movement men and women. 
Shock-resi fol) Famelalitatibelelal-aare Sandoz advertising will bring people 
into your store for SANDOZ watches 
Sweep second hand — So don’t lose a sale — Order 


IN tinele ah TUleatialeleiame Tel SANDOZ watches today! Write or 
wire for complete information. 


SHRIRO WATCH INC. 


‘ld and serviced by leading jewelers throughout the world 11 WEST FORTY -SECOND STREET 


SHRIRO WATCH INC. e NEW YORK NEW YORK,N.Y. 


lices in Switzerland e Hamburg e London e Montreal e | ; 
iNigkone Sc dieots 1 Ponte a Manila ¢ Tokyo's - Enlargement of Advertisement in LIFE 
‘aka e Kobe e Dijakarta e Ipoh e Kuala Lumpur 


“Fully WAAeh(-1a 9) cele) providing crystal 
a -Tailo ak Mm lalioleh Mop ale Molo k1- MU ale) ol-lal-tor 








- 


(ate 
DV) See 


nena 


4 
WA) 






\S 


CA) 





Most Gold Filled jewelry is plainly stamped with a quality mark. 


This means you can be sure — your customers can be sure — sure of top quality 
at reasonable prices. That mark — stamped according to government regula- 
tions — is your guarantee that the piece is really gold filled . . . produced by 
the old Sheffield method with a layer of Karat gold bonded by pressure and 


heat to a solid, supporting metal base. 


From now on, make a resolution — turn over every piece of jewelry . . . show 
the quality mark to your customers. It’s a sure way to customer satisfaction 
. a sure way to greater sales at a better profit. 


RESEARCH DIVISION OF 

GOLD FILLED ano ROLLED 
GOLD PLATE MANUFACTURERS 
PROVIDENCE 7, RHODE ISLAND 


Quality is guaranteed under the terms of Com- 
mercial Standard CS 47-34 as issued by the 
United States Department of Commerce and ap- 
proved by the American Standards Association 
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NOW— See the 
Sensational NEW 
Complete Line of © 
Nationally Advertised 


17 JEWEL 
 MEQANA 


WATCHES 
RETA The 





PLUS FED. TAX 
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Introducing 


Carvel Hall 
Cutlery! gf 
















“No. 95—IVORY HANDLES 


_TEAL GREEN 
No. 95G— A NDLES 


$19.95 









eae 


NEW! 














Unconditionally Guaranteed— SOLD INDIVIDUALLY 
° ° : PARING—No. 901 Ivory Handle. No. 901G Teal Green Handle. $1.50 
Microned Stainless Blades (with Molybdenum) UTILITY—No. 902 Ivory Handle. No. 902G Teal Green Handle. $2.95 


CHEF—No. 904 Ivory Handle. No. 904G Teal Green Handle. $3.95 
CARVER—No. 903 Ivory Handle. No. 903G Teal Green Handle. $3.95 


AT LAST, kitchen cutlery with world-famous Carvel SLICER—No. 905 Ivory Handle. No. 905G Teal Green Handle. $4.50 


Hall quality. Microned® edge blades of a new process 
stainless steel plus molybdenum for longer blade life! © 1952 Chas. D. Briddell, Ine. 
Unbelievably sharp . . . now and in the future! 








NATION’S BEST SELLING LINE OF 


Gift Cutlery 


Indestructible one-piece, lifetime Melamine handles. 
Contour designed to the human hand for a perfect grip. 
Sparkling bolster and rivet. Matched set of five most- 
wanted blade styles packaged in famous Carvel Hall 
Jewel-Box Chest. 








FINE CUTLERY 
by Briddell 





$8-50 to $134.50 


Carvel Hall Steak Knife Sets—endorsed by Emily Post, used in millions 
of American homes, heavily nationally advertised. Your best bet for IS 












more gift sales. From $8.50 to $68.50. 






Carvel Hall Carving Sets—used by Duncan Hines, Carvers, Slicers, 
CHAS. D. BRIDDELL, INC., CRISFIELD, MARYLAND Ay and aids. Two-piece set, Carver and Fork . . . From $9.00 to 
134.50. 


See Carvel Hall Cu tlery At Trade Shows te wag Rr and Cheese Sets—and other carving aids . . . From 
R to OY. 


Throughout The Year | Form 752 
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with this New LUSTERN PACKAGE 


lO KARAT SOLID GOLD EARRINGS { 
in the SENSATIONAL all-metal 


PICTURE FRAME 








x OS. 







a 
YOUR COST * ts ‘ 
$4500 \ 
65. 
Here's a sensa- Excitingly new and designed to create more earring sales, this unusual 
‘onal value — for Lustern package will make more profit for you. It has double sales 
you and your appeal. After the earrings are removed, the package becomes a lovely 
customers. picture frame. 





Here’s what you get! Eighteen pairs of 10 karat solid gold earrings 
(for pierced ears), each pair in the sensational new Picture Frame pack- ieee ls 
age. There’s an assortment of tailored and dress patterns in simulated pearls, opals, zircons, dy Fo 
rubies, etc. All 18 pairs are displayed on a sturdy, easeled back wooden display ready for ‘iiaw : 
your counter or window. 
RETAIL 


YOUR COST 
$45.00 $110.50 


Take the first step toward more profit — order TODAY. 
Assortment NUMBER 20P 





Just remove the jewelry — you'll 
have a lovely embossed all metal 


The above assortment is also available with 18 pairs of ear- picture frame. 
rings for NON-PIERCED ears. The same package, same display, (shown actual size) 
same sales appeal. 


YOUR COST $58.50 RETAIL $137.50 


Assortment NUMBER 21NP 
THRU WHOLESALERS 





= 


5 3 TH / hy CO UP ON ee ee LOUIS STERN CO., 70 Elm St., Providence 2, R. I. 


one ° We want the following assortments of Lustern earrings in the new 
Mail it today and start getting the Pien- Creme Peden, 


profits from this new Lustern ear- | [i Assortments No. 20P (pierced ears) 
ting linein the sensational Picture § [ieee Assortments No. 21NP (non-pierced ears) 
Fr 

ame Package. STORE NAME 


IS STERN COMPANY 


PROVIDENCE «© Rs 1 
YEW YORK ® PHILADELPHIA @© CHICAGO  . (FeCl dig fale) (=o le] = aie by seepnrrrrrrrrrrrrrrrrrrrrrrrrreetrerrtrrrttrrerre tree 
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— fashion forecast for the future. vi 


LL 
















LA MARQUISE—Set in this magnificent 14 kt. gold 
: Over watch are 5 genuine amethysts and 6 
cultured pearls. Fine.17 jewel Lucien Piccard . 
movement. Suede leather strap. Keystone $150.00. 


GRANDE BAROQUE—An exquisite original design! 
4 genuine amethysts and 6 cultured pearis set in 14 kt. 
gold case with mother of pear! dial. Suede leather strap 
Fine 17 jewel Lucien Piccard movement. Keystone $130.00 





Every Lucien Piccard watch is a masterpiece of design. 
The incomparable original styling, ultra-smart beauty, 
quality and value will create great demand for 
these masterpieces. Watch for your Lucien Piccard 

salesman . . . or write direct for complete information. 


precision made since 1837 





fashion firsts of today 
precious heirlooms of tmorrow 






A. BLUMSTEIN wc. 
Mun ufacturving pf bwelers 


37 WEST 47 STREET « NEW YORK 19, N. Y.- 









EMPRESS EUGENIE — Fine filigree 14 kt. gold L'ELEGANTE —— 19 diamonds and 56 cultured 
case. 17 jewel Lucien Piccard movement. Suede pearls in 14 kt. white gold case and bracelet. 17 jewel 


leather strap. Keystone $110.00. Lucien Piccard movement. Keystone $280.00. 





See Our New Line at the New York Convention 
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Vlow! a COPY OF A RARE 
HAND-CRAFTED IMPORTED BOX 


ie 
xt 4 gh Ra re $ 
: ? ¥ 
£ 3 1 . 
; Pigewe Ry 


Here's THE BOX you ‘ve been waiting for tor years. The size and thickness of 


is construction has been patterned alter an expensive old Italian hand-crafted ON DISPLAY 


leather box . . . now duplicated by machine methods at a price within the range BOOTH No. 112 


tall. The style illustrated was chosen by Hickok to introduce their new line AMERICAN NATIONAL 
RETAIL JEWELERS’ 

| ASSOCIATION 
appearance. (Comes in red, oreen, blue and brown. Let our engineers design CONVENTION 


ot men’s accessories because of its rich masculine characteristics and quality 


something new and exclusive tor your packaging needs. e August 10-14 ° 


BABCOCK BOX COMPANY, INC. ATTLEBORO, MASS. 


27 FIFTH AVE., NEW YORK 17, N. Y. a 209 SO. STATE ST., CHICAGO 4, ILLINOIS 


YOU CAN DEPEND ON BABCOCK For THE NEW IN BOXES 





MADE WITH FAMOUS 


« Slaheaw 


THE JEWEL CASE THAT GIVES YOU 
ALL THE VALUABLE EXTRAS 1h | 










Mt caves a puce of only 





er 


Cs? e O05 


YOUR COST $14.40 DOZ. 


3s them strength and true alignment, 
ring easy closing action, in addition to 














and equipped with lock and key. For quick 
turnover and a fast profit... order today. 






Every case a beautiful accessory for the 






traveler. 





AUGUST 10th-14th 
Waldorf Astoria Hotel ¢ Booth 112 


BABCOG "XK BOX COMPANY, INC. 


43 SOUT MAIN STREET * ATTLEBORO? MASS. 
ORK: 527 Fifth Avenue, New York CHICAGO: 209 So. State Street, Chicage 














An advertisement 
written by 


JEWELERS WHO SELL 
——® 


\ : 
W ATCHES -47 Nearly every advertiser 
d will say “best”, “‘fast turn- 


over”, “profitable”, and 
all the other words to 
impress the jeweler. 


Here are comments typical of many received 
from jewelers who bought CALVERT 
Watches with confidence and sold them with 


PROFIT. 


— 





“CALVERTS seem to sell themselves—fine styling—excellent 
price.” R. G. Thornhill, Halifax, Va. 


“We'll continue to handle CALVERT as long as they give us 
this very fine service.’ Colvin Jewelry. Salmon, Idaho. 


“CALVERT Watches are very good timekeepers and stand up 
well.” Schlicks’ Jewelry. Madison, Wisconsin. 


“Well satisfied with CALVERT results. Appreciate and use 
promotional material.” Wm. H. Roeth & Sons. Baltimore, Md. 


“Have had less trouble with CALVERT than any watch I sell.” 
Wathen Bottom, Bardstown, Kentucky. 
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“Value for value and for maximum service, a CALVERT 
Watch is hard to beat.” Leon Summers. Attica, Indiana. 


We’d necd a lot more 

space to tell you all (" Al VER] 
the points jewelers like 

about CALVERT Watches. 

Get in touch with your WATC H ES 


closest distributor today. 681 FIFTH AVENUE * NEW YORK 22,N. Y. 





EXCLUSIVELY DISTRIBUTED BY 


l. ALBERTS’ SONS, INC. 5S. H. CLAUSIN & CO., INC. J. ENGEL & CO., INC. A. C. POSSIN CO. 
Boston - Syracuse Minneapolis - Spokane Baltimore Milwaukee 


BALDWIN-MILLER CO. Salt Lake City THE GERWE BROWN CO. E. W. REYNOLDS CO. 
Indianapolis EDWARDS & CO. Cincinnati - Dallas Los Angeles - Phoenix 
Kansas City, Missouri San Francisco 
Honolulu 
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LUS Exclusive Super-Features Not 
_ Obtainable in Any Other Ladies’ 
_ Or Men’s Expansion Watch Bracelets 








* Patented Snapomatic Ends for Ladies 
_ * Bracelets Snap on in a Jiffy and Stay Securely Locked 
__ * Patented Universalok Ends for Men’s Bracelets _ 
Automatically Fit Most Watches 


Sides of links completely covered. You'see the 1/10-12 K 
Gold-Filled Tops from any angle. 









e 
MAKERS OF FAMOUS APEX WATCH CASES . SOLD ONLY THRU 
GREENWICH, CONN. THE NATION'S 
* 
CCESSORIES|ICO., INC. , REPUTABLE 
_ — =a, pete , WHOLESALE 


DISTRIBUTORS 
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YOU MAKE MORE PROFIT! 






V-CONIC ESCAPEMENT. Specially-developed 
cone-shaped balance staff is amazingly stronger 
than spindly pivot shaft of conventional watch. 
Timex cannot be over-wound! 












WALL TEST. Timex is amazingly anti-shock. 
Smashed against a wall—Timex ticks on. Ask 
our salesman about this test! 





Sensational Watch Movement Challenges 


~ 


Expensive Watches for Accuracy, Wear. E= | 


SPLIT-SECOND ACCURACY. Checked by U. S. 
Time Timeograph, calibrated to .001 of a 
second. Timex challenges watches costing five 
times more. 
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Amazing Timex out-performs more expensive watches and does it with fewer yy 
Pies. | Tl 
——— 


parts! A marvel of American science, its unique V-Conic Escapement contains 
only 98 parts, between 2 plates. Ordinary watches have 120 parts and many 
bridges. Fewer parts mean less friction, less wear, greater accuracy. And 
Timex alone uses Armalloy bearings—of a special alloy that is harder, more 
enduring, more precise. The Timex story is unique, powerful and promotable. 
lt means more sales—more profit for you. 


TIMEX is today's high-quality watch that sells at a low price, 
not a cut price—that gives you a full mark-up—not a mark- 
down! It's All-American—American-made and American-sold! 
TIMEX is the only low-priced watch you can time on a 
W atchmaster. 
in time with tomorrow fo sell today 
UNITED STATES TIME CORPORATION 


World's Largest Manufacturer of Wrist Watches + 500 Fifth Avenue, New York 36, N.Y. 
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AUSE TIMEX HAS FEWER PARTS © 






































iS the time 
to promote 





SANTA COMES just once a year — only HOME MOVIES 
REMEMBER JUST AS IT HAPPENED! 


EVERY FAMILY is a willing and logical prospect . .. and the 
family home-movie market all over the country is literally 
an untapped gold mine! 





HIGH -TICKET PACKAGE — best guarantee in the world for 


bigger sales figures. 


FULL KEYSTONE MARKUP — dollars higher than most brands 


— means full profit on every sale. 


EXTRA SALES are easy once you’ve sold a basic home-movie 
outfit ... film and special lenses, lights, tripods, splicers, 
editor-viewers. 


MORE FINE PRECISION FEATURES per dollar than any other 


brand make every Keystone outfit a real bargain! 


Xmas Promotion Plans are ready 
now — Write, phone Boston 
GE 6-3000 or wire R. C. Berner, 


Sales Manager, for details 





KEYSTONE MFG. CO., 151 HALLET ST., BOSTON 24, MASS. 


FOR OVER 30 YEARS MAKERS OF FINE CAMERAS AND PROJECTORS 
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‘‘Show-Stopper"’ 
Assortment of 


AWide Wed. Bands 


IN 14K GOLD 


Cost *178 7° 


Your Propet *408 70 


ee =e 


This ‘“‘SHOW-STOPPER”’ assortment is ONLY ONE of WE HELP YOU SELL. these fast-moving rings. 


10 differently merchandised trays of wide wedding —— 
bands. All in all, we have over 100 RING DEALS! We FREE DISPLAY CASE. (pictured here; shows off 


manufacture EVERYTHING IN RINGS... ask us to the beauty of each ring) 
show you our “inventory control” set-ups — reduc- FREE AD MATS , (power-packed ads that 
ing inventory and increasing profits in everything, really sell) 
from baby rings to diamond engagement and dia- FREE RESALE TAGS (make your prices 
mond wedding bands, by LLOYDS OF NEW YORK. —— ee 


See this ‘‘Show-Stopper’’ 
and 100 other fast-selling 


waipore-asiona Ai \@ ok O) BY 5 (070) YO) es 


BOOTH S-16 Cert Room 
SUITE 778-780-782 MANUFACTURERS OF ‘‘EVERYTHING IN RINGS’’ SINCE 1898 


31 West 47th Street, New York 19, N. Y. Plaza 7-2227 
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Reprinted from the 
NEW YORK DAILY NEWS 


Buy Diamonds With Complete Confidence at 


BUS 


New York's Largest Kr 2d: Mers Serving You 


‘Happiness DIAMOND RINGS 


FEATURING GENUIN 
welers Guild 0 [merica 
absolute 


For QUALITY, STYLE AND VALUE... This is your guarantee of 
satisfaction—one of the highest endorse- 
Iry business! We 


PERFECT ments known to the jewe , 
are proud to present such a brilliant collection 


E # Ri 
namamaiuael of these truly fine renowned diamond rings... 








America’s] 
Biggest 















At 14 Convenient Stores! 








PERFECT Matched 
Bridal Sets 


all sensationally value priced. 





















GENUINE 
“HAPPINESS” 


Bia SX 
Se5v)} DIAMONDS 


A j 
— 
a 1% +e 
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‘Lapbiness 
DIAMOND 
RINGS 





9.75 Dews—3.75 Weekly 6.00 Pews—2.00 Weetly 








Open Every Evening — G E rT Oo | TH E 
A BRUSCHS Ege 
12.25 Dews—S.00 Weetly 8.75 Dewa—3.50 Weekly — went DEE Re genset MLS FOR BI GGER 


here ore only 0 few of the many pee bree Heopicen a in 2c 
Souk. © 1 ete in' ne wmpousens meme, ANS: MAAS eae DIAMOND 
erecoe 13 eam oe. PROFITS 


bridal pairs and enge 
Genuine diamonds in the match- ne A 
ae ve awe 68. @eorts a 


Bustrated 
eenter diamonds end fiery side diamonds. 
’ ‘co of 18-4 white oF 14b yellow gold. 


Ing wedding ring? Choe 
d te show detod. 
















Bustretions enlerge 


Special 
° It’s © | | ; 1 . 
Promotional ia andslide for “Happiness” Diamond Rings. M 
ore jewelers have | gs. More and 
and a a earned that ‘‘Happines ” Di 
, \aueres + ssure a sound profit s" Diamonds 
Merchandisi _. . : : Set b operation. The “Happi a: 
ising WR ae / ” acked by a complete merchandisi ppiness’ line is 
Material a: Ne I # 1 Letters of Endorsements oa oe plan with Plaques, 
Available VCS XX ~- /\e ie Bm, Paper ads to help you sell at te a 
to Help Y : > for detail ne Sanne. Wrie Gney 
elp You ails about a franchise in 
Mak . your town, 
ake this a 
Banner 


Diamond Year 
WRITE | 


TODAY \ 
IRVING KLAMPERT CO. eaccoe 22, 28.8 88 


@ FA : 
CTORY: 31-49 12th ST., LONG ISLAND 4,N.Y 


86 


Tz 
HE JEWELERS’ CIRCULAR-KEYSTONE 

















Unmistakably the leader in distinctive cigarette lighter 
design. Brilliant example: Ascot’s new, dramatically differ- 
ent Florentine Dagger lighter, featured month after month 
in gorgeous full-color, full-page ads to LIFE’s 23,950,000 
readers. Ascot—the line to stock and feature now, right 
now, for high-profit, volume Christmas business! A.S.R. 
Corp., Brooklyn 1, N.Y. 

P.S. Ascot’s new, larger spark wheel and new, improved 
controlled switch action makes Ascot nad unchallenged 
leader in lighter performance, too! 
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See you at two Ascot booths 


(Nos. 45-46) at the Waldorf. 
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1. CONTOUR, Model 2H-34. An ultra- 
new look in kitchen clocks. New colors. 
Exclusive new setting-device. In red, 
white, and green. Height 7° inches. 
Retail price $6.95. 














BRAND-NEW 


Styled and priced for 
quick selling! 








Here are three completely new General Electric 
Clocks that will catch your customers’ eyes and 
dollars! 


Notice the smart, distinctive styling, the popu- 
lar price-brackets. They’re made-to-order for you 
to sell—and for your customers to buy! 


Advertising? No other line 
gives you such strong support! 


A consistent campaign in Life magazine. And of 
course, ever-popular Garry Moore on TV who 
sells G-E Clocks for you right in your customers’ 
living rooms! 






3. BECKONER, Model 7H-218. New, 
low-priced alarm clock. Unique design 
with wrap-around shatterproof crystal. 
Green dial, ivory case. Height 334 inches. 
Retail price $6.95. 


_ ORDER YOUR NEW G-E CLOCKS 
AND DISPLAYS TODAY! 
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2. HELPER, Model 2H-38. New, easy- 
* to-read kitchen clock. Clean lines, large 
dial, shatterproof crystal. In red, white, 
and yellow. Height 5% inches. Retail 
price $4.95. 














ERAL ELECTRIC CLOCKS 


And to help you sell ’em fast... a display 





that’s just right for your store! 














plays kitchen clocks in natu- . 
ral hanging position. Only 
20 inches wide. $10.95, in- 
cluding delivery. 


GUARANTEED to sell or your money back! General lowing installation over the same six-month period 
Electric will refund the full cost of the Rotary Clock of the previous year. Provided Government regula- 
Center illustrated below if this fixture does not in- tions or other causes beyond our control do not curtail 
crease yourclock business for the six months fol- production or deliveries. 

Rotary Clock Center. Revolv- <> a 

ing fixture that holds up to f sore gine 6 3 a ee \ 

14 clocks. All-wood stand dis- ia 90K QnD2e\ a, oS | 

CW eC rence KITCHEN 


pooch 













4 BALIN E PROOF 
OM ALCODEALH ¢ 






3-second Display. A sure 


> Ghat Bow 


shopper-stopper for window | semataen 8 eek fat 


or selling floor. A striking 
demonstration of G-E accu- 
racy. Find over 3-second dif- 


ference in the time... get a 
clock free. Display costs only — 
$3.95. : 











Yuu Cts ful your conf ficlence ‘m— 


GENERAL @@) ELECTRIC 
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VISIT US AT THE 
a.N.R.J.A. CONVENTION, 
THE WALDORF-ASTORIA, 

NEW YORK, N. Y. 

AUGUST 10 TO 14 


FRADE MARK REG. 
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in these two great magazines 


LIFE ..1 LOOK 


Read by more people than any others! 





ARTCARVED DIAMOND RING ADVERTISING 
CONSISTENTLY REACHES YOUR CUSTOMERS 





IN THESE FAVORITE MAGAZINES! 


Month after month Artcarved* offers its franchised dealers greater 
national advertising support in these top magazines than any other ring- 
maker! LIFE and LOOK bring customers into your store . . . for in these 
two great magazines millions see Artcarved rings, learn to trust the 
Artcarved name and come to you for the Artcarved rings they want. 


The tremendous “‘sell”” in LIFE and LOOK works hard for you... . 


tie in with Artcarved's big new fall advertising for the easier sales that 


come to franchised Artcarved jewelers. 


ONLY ARTCARVED’S SEPARATE 
WEDDING RING ADVERTISEMENTS GIVE YOU 
A CAMPAIGN UNIQUE IN RING HISTORY! 


Separate from Artcarved's diamond rings . . . yet sharing the pages of 


LIFE and LOOK .. . this distinctive wedding ring campaign is an im- 


portant aid to greater wedding ring sales for you. 


ANOTHER GREAT ARTCARVED PLUS! 
WEDDING RINGS LIFETIME GUARANTEED! 


Easier to sell than ever before . . 


wedding ring sales! 


Greater diamond profits, greater diamond 
sales come to jewelers who have an Art- 


carved franchise. Write for information on 


available franchises to: 


J. R. WOOD & SONS, INC. 


216 EAST 45th STREET, NEW YORK, NEW YORK 


FOR AUGUST, 1952 





. Artcarved wedding rings are now 


guaranteed for a lifetime! Here’s the assurance your customers want . . . 
the trusted guarantee that makes Artcarved the outstanding name in 
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DIAMOND DIGEST 


A NEW PROMOTION 


From time to time, we at Arnstein 
Bros. & Co. take inventory of our- 
selves as well as our merchandise. 

This self-examination has repeatedly 
proved to us that we can best serve 
our customers by offering them loose 
diamonds at close and competitive 
prices. We can do this by cutting our 
quarter carats and larger in this 
country, importing smaller sizes from 
foreign markets. 

However, as we have previously indi- 
cated, there are additional ways to 
serve the jeweler. Beset as he is 
with increased overhead, price-—cutting 
competition, and shrinking mark—-ups, 
he needs new ways to stimulate his 
diamond business. 

As an effort in this direction, we 
recently designed a direct—by-mail 
promotion featuring sales—tested 
ladies' and men's rings. The jeweler 
and consumer acceptance of this promo- 
tion has proved most gratifying. It 
has demonstrated to us the continuing 
need for such sales stimulants. 

We believe that our newest promotion 
will be equally successful. It aims 
to bring the customer to the diamond 
counter again and again, instead of on 
a once—in-a-lifetime basis. In this 
way, the customer begins to feel at 
home in the diamond department of a 
jewelry store, and does not shy away 
from it as he has in the past, wrong- 
fully feeling that most jewelry dis- 
played there is far beyond his finan- 
cial reach. If we can break down 
customer resistance to buying diamond 
jewelry for occasions other than 
engagements and weddings, much will be 
accomplished. 

The customer must be subtly re- 
educated —— somehow he should be 
brought into the jewelry store and 
shown the many diamond articles within 
reach of his pocketbook. This is pre- 
cisely what the latest Arnstein promo- 
tion attempts to accomplish — to bring 
buyers into the store, not once — but 
many times. 

Arnstein salesmen will be glad to 
tell you about the new promotion and 
Suggest methods for handling it. This 
new "sales—builder" deserves your 
careful consideration. It is an extra 
business getter —— a means of 
strengthening your diamond business on 
a year round basis. 


Nineties. CBun, b Cm, 


DIAMOND CUTTERS AND IMPORTERS 
608 FIFTH AVENUE NEW YORK 20, N. Y. 
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THE JEWELERS'* 


E have always maintained that 

jewelers have a fine sense for 
dramatic situations. This belief is 
borne out by the many jewelers who 
recognized the comedy situation in 
the recent potato shortage. 

While housewives and government 
oficials bemoaned the shortage of 
spuds, several alert jewelers injected 
a welcomed humorous touch to the 
situation. Norman Medinger, a Ballti- 
more jeweler, displayed a diamond 
studded potato surrounded by a group 
of diamond jewelry. Henry Stohlton, 
an alert San Francisco jeweler, used 
the potato shortage to attract cus- 
tomers. With every purchase of 
jewelry, Henry gave a free gift: a 
beribboned Idaho “gem.” 

Then, Haserodt Jewelry Co., Ely- 
ria, Ohio, helped elevate the lowly 
potato to a prima donna status. 
Owner E. L. Brandau combined the 
potato and the diamond in a window 
display. The diamond and the potato 
shared the gem scales over which 
appeared this question, “Which do 
you enjoy the most?” with subheads 
“The high cost of living?” over the 
potato and “The cost of loving?” 
over the diamond. 


© © 
MBS. IONE COUNTER, a grocery 


store employee in Minneapolis, 
was packing tomatoes in plastic tubes 
recently when her diamond ring 
slipped off her finger. Some 20,000 
tubes of tomatoes had been packed 
and shipped out for distribution be- 
fore she realized that her ring had 
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fallen into a tomato package. Well, 
some one is going to get a tomato 
with a few carats in it. 


© © 


_ COLTON of Mayor’s Jewel- 
ers, Los Angeles, recently added 
a “sem” to his collection. The cir- 
cumstances involved gained a nice 
publicity story for Fred and the store 
in a local newspaper. 

When Mrs. Fred Colton gave birth 
to a baby girl on Friday, the 13th of 
June, a newspaper reporter visited 
Mayor’s to get Fred’s reaction to 
superstition. 

When asked if he attached any sig- 
nificance to the Friday the 13th arri- 
val, Fred firmly said “No,” as he 
tossed salt over his left shoulder. The 
reporter could not help but admire 
the carefree spirit with which Fred 
expertly handled the salt cellar dur- 
ing the interview. 

However, the newspaper man was 
most impressed by the ease with 
which Fred reached into his coat 
pocket, the five crossed fingers not- 
withstanding, and handed him a 
cigar. 


© © 
a | LOVE YOU” were the senti- 


mental words spelled out with 

150 diamonds on a wedding ring lost 
by Mrs. I. Goldman, Macon, Georgia. 
The unfortunate woman told police 
she lost the ring on a shopping trip. 
She explained that her weight had 
been going down and the ring prob- 
ably slipped unnoticed off her finger. 
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Moral: She who watches calories 
must also keep eye on carats! 


© © 
DRAMATIC _behind-the-scenes 


story came to our attention re- 
cently. It seems that the Omega 
Watch Co. was confronted with the 
task of transporting to Helsinki the 
delicate timing equipment for the 
Olympic games. 

A major airline offered Omega free 
use of a special plane to transport 
equipment to Helsinki from labora- 
tories in Switzerland. The Swiss firm, 
however, feared that putting all its 
eggs in one basket might disrupt the 
summer games, and result in the use 
of unqualified timepieces. Many of 
the timers are so rare that it would 
have been impossible to replace them 
in time for the events. 

Omega officials tactfully arranged 
to spread out the air shipment of 
equipment to Helsinki so that if any 
were lost or destroyed the “show 
could still go on.” 


© © 


YF. flattery will get you some- 
where! Due to the number 
of requests for additional copies of 
the “ABC’s of Diamond Selling” 
which appeared in the April issue, 
THE JEWELERS’ CIRCULAR-KEYSTONE 
has published a complete booklet on 
this all-important subject. 

We sincerely recommend the study 
of this booklet by every sales person 
in your store who has occasion to 
work in the diamond department. 
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| The Longines Chronoscope 
| is now in its second year 
on CBS Television. Heard 

three times weekly in 
| major markets, it is the 
| most listened-to of all news 
| and interview programs 
on television. 














The 
Jeweler’s Watch 
Line 
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“BUY A FINE WATCH ONLY FROM YOUR JEWELER 


— says Frank Knight on the Longines Chronoscope Television Programs 


“Only a jeweler is qualified by experience to sell and service a fine watch 
...only an authorized Longines-Wittnauer jeweler-agency can offer these 
fine watches in all the many styles and models...only when a watch is 
purchased from our authorized jewelers do you get the benefit of our manv- 


facturer’s guarantee.” 


Thus, week after week, on television and radio, Longines- Wittnauer is strongly 
helping to maintain the position of the retail jeweler as the only qualified 


distributor for fine watches, such as Longines and Wittnauer. 


Thus, Longines-Wittnauer reaffirms its partnership with the retail jewelers 
of America. Since the inception of this company in 1886, Longines- Wittnauer 
has always restricted the distribution of its watches to a limited number of 
qualified jeweler-agencies. Longines-Wittnauer is first, last, and all the time 


—the Jeweler’s Watch Line. 


Since 1866, maker 


of watches of the highest charactet 
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In fact, it is must reading for every 
rson in the jewelry business. 


The booklet sells for $.35 each. 
four for $1. 


> © 


Awe" observing chap recently 


brought our attention to the fol- 
lowing bit of un-amazing informa- 
tion. Says he, when you see some- 
one look at his wrist watch, wait a 
few seconds and then ask him for the 
time. What happens? Well, our ob- 
serving friend states that nine times 
out of ten he'll look at the watch 
again to tell you. 


© © 


fo® many years Communist prop- 
agandists have been boasting to a 
startled world that the Russians are 
responsible for the creation of the 
universe’s most outstanding inven- 
tions. Of late we have noticed that 
something new has been added to the 
Russian propaganda line. Now they 
are taking credit for having built the 
biggest things in creation. And 
they’ve started off with clocks. 

Says Joe Stalin, the world’s “big- 
gest” clock is now being installed in 
the “biggest university in the world” 
in Moscow. The dials, it is reported, 
are 28 feet in diameter, the minute 
hand is more than 12 feet long and 





the hour hand is supposed to be about 
11 feet long. | 

Since Comrade Stalin is now pre- 
occupied with the “biggest” things 
in the world, we wonder if he will 
take credit for being the biggest liar 
in. creation. We are certain no one 
will dispute this claim. 

If you are interested in fact, not 
fancy, turn to page 104 and read 
about the watchmakers’ contributions 
to civilization. You may be surprised 
to learn how many famous inventors 
—non - Russians —started out as 
watchmakers. 
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TALE of woe involves Mrs. Lydia 
M. Holley, a Jacksonville, Flor- 
ida, housewife. It cost her $1,000 to 
buy a bunch of bananas—and even 
considering today’s high cost of liv- 
ing, that’s a lot of rubles to pay for 
bananas. In any event, that’s the cost 
of the diamond brooch she lost when 
she leaned over to select bananas 
from a produce truck. She discovered 
her loss after the driver had pulled 
away. 


© © 
OM MICHAELS, a clock re- 


pairman in Greenfield Village, 
Dearborn, Michigan, gave an un- 
timely salute to Queen Juliana dur- 

















“How about a nice cat's eye — guaranteed to keep the 
mice out of your apartment?" 
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ing her recent visit to the United 
States. 

In preparation for the Queen’s visit 
to the local museum, Michaels gave 
the big grandfather’s clock in the 
lobby a thorough going over—and 
for a special reason. It is Dutch made 
and was built around 1760. 

Imagine Michael’s embarrassment 
when, as the Queen entered the 
museum, the clock struck—and kept 
on striking for a total of 45 times 
before the embarrassed Michaels 
could stop it. 


© © 


C. CHILD, Child’s Jewelry 
® Store, Nevada, Iowa, tells the 
story about the woman who entered 
his store in quest of a man’s ruby 
ring. She gave a precise description 
of the ring she had in mind. In fact, 
so precise was her description that 
Child remarked that he sold one ex- 
actly like it during the Christmas 
season. 

“Yes,” she said, “I have seen the 
one you sold.” 

From her statement, Child natu- 
rally assumed she was interested in 
making a purchase. Since he didn’t 
have that particular ring model in 
stock he offered to put through a 
special order on it. He then quoted 
a price. 

“No,” she said, “don’t bother about 
the order. I was just interested in 
the price. You see, a girl gave it to 
my son for Christmas and I just 
wanted to find out how much she 
paid for it!” 


© © 


y= drama, comedy, farce—ail 

are met in a jeweler’s daily rou- 
tine of meeting the public. The above 
story sent to us by L. C. Child is just 
one of the many business stories we 
have received in recent months. 

Drop us a letter (literary style is 
unimportant) telling us about your 
most unusual business experience. 
THE JEWELERS’ CIRCULAR-KEYSTONE, 
100 East 42nd St., New York 17, 
N. Y., will pay $5 for each story 
published. All contributions become 
the property of JC-K and will not 
be returned unless requested. Jewel- 
ers’ names and towns will be used in 
connection with the stories unless re- 
quest is made to omif them. 

(Other business experience stories 
appear on the next page.) 
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Unusual 
Business 


Experiences 











Art for Art’s Sake! 


Youth is a wonderful thing, Bernard Shaw once 
remarked, what a pity it is wasted on youths! 

Joseph Sideweber, Santa Barbara, California, is 
one chap who sees the wisdom in Shaw’s words. It 
seems that two young ladies visited his jewelry 


ABI a 








store to examine his dress stud selections. Just 
bubbling with enthusiasm, the girls explained that 
they needed four sets to use in an amateur drama. 

“At the time,” Sideweber said, “I only had three 
sets of the type they wanted. I asked the girls if 
they would wait while I went out to locate an- 
other set.” 

After a good deal of effort and time, Sideweber 
returned triumphantly with the set. The budding 
actresses were over-joyed at the sight of the fourth 
set. They asked a good number of questions about 
the quality, how secure the stones were set, etc. 

The jeweler was all set to write up the sales slip 
when one of the girls said, much to the blinding 
amazement of the man, “You know, we are not 
going to buy these—we want to borrow them just 
for the show.” 

Bewitched, bothered, and bewildered, the jeweler 
remained speechless for several seconds. He then. 
with utter restraint, explained to the girls that it 
could not be arranged. 


> © 
Can You Top This? 


During the depression years many businessmen 
were scraping the proverbial bottom of the barrel. 
This was also true of jewelers who certainly found 
no easy pickings. 
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As a possible stimulant to diamond ring sales, 
an Illinois jeweler offered a free marriage license 
(but no bride) to every purchaser of a wedding 
ring. A few days after the ad appeared in local 
papers, the jeweler noticed a young man lookine 
hesitantly at a window display of rings. y 

Finally the reluctant window shopper entered the 
store and the jeweler recognized him as a former 
customer who had made some small purchases on 4 
charge account. In response to questioning, he 
assured the young man he would actually present 
a marriage license to every wedding ring pw. 
chaser—no strings attached either. 

That satisfied the young man and he set out to 
examine the wedding ring stock. After making his 
selection he asked the jeweler to arrange for the 
license. The jeweler phoned the county clerk and 
instructed him to issue a license to the fellow, pay- 
ment for which would be made by the jeweler. 
After hanging up, he started to wrap the ring, men- 
tioning the price as he did so. 

“Oh, just charge it to me,” the customer said 
casually. “That'll be all right, won't it?” 

Things were pretty dismal and the jeweler had 
counted upon a cash sale. But since the young 
fellow had settled his previous account satisfac- 
torily, he decided to take another chance on him. 
The customer was quite pleased by this, but his 
very next words caused a sinking sensation in the 
jeweler’s midsection. 

“Listen,” the fellow whispered real confidentially, 
leaning halfway across the counter, “will you do 
me a favor?” 

“Well, that all depends,” replied the jeweler who 
was now prepared for almost anything. 

“Okay,” the customer continued without the least 
hesitation or embarrassment, “how about lending 
me fifty cents to get a shoe shine and haircut?” 





















































HAIRSPRINGS 
AND HAIRCUTS 
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| St.. New York 17, N. Y. No manuscripts returned; all be- 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 





come property of JC-K. Jeweler’s name and town will be 
used in story unless request is made to omit it. 
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M/ with every set of 


‘ 1847 Rogers Bros, 


AMERICA’S FINEST SILVERPLATE 


You get a lovely 


™.  49-PiECE DINNER SET 
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| 8 Soup Bowls 
8 Dinner Plates , “aa 

Butter Plates | 
— 1 Sugar Bowl and Cover 


8 Forks 16 Teaspoons 
1 Creamer (Open stock available) 
‘ 


8 Soup Spoons 
1 Butter Knite 
1 Pierced Tablespoon 


8 Knives 
8 Salad Forks 
1 Tablespoon 
1 Sugar Spoon 


22 KT. GOLD DECORATED 


EXTRA 


Just Add it to 
Your Account 


ALL 94-PIECES FOR ONLY $75.50 


Our Special Combination Offer gives you a 52-piece service 
for eight in 1847 Rogers Bros., America’s Finest Silverplate 
PLUS a 42-piece service for eight in fine dinnerware decorated 
in 22 Kt. gold. You pay only the nationally advertised price 
for the finest, loveliest silverplate made, and for only $1 
extra you get the whole beautiful 42-piece set of dinnerware! 
Order at once! 
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“Industry in Action 


AN. A. 


Convention and Trade Show 
‘ Waldorf-Astoria, N. Y. 
August 10 to 14 
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The A. N. R. J. A. Convention program, presented on the 
following pages, gives evidence that this great annual event 
will bring to jewelers a true picture of our “industry in 


action.” 


The well balanced program, with industry leaders giving 


counsel on the subjects they know best and the Trade Show 





presenting the products of the greatest number of manufac- 
turers ever to exhibit, will combine to make attendance a 


profitable investment for every retailer in a position to attend. 


FOR AUGUST, 1952 

















Leo Henebry 








Program 
























SUNDAY, AUGUST 10 
2:00 p.m. to 6:00 p.m. Second Floor Registration 


MONDAY, AUGUST 11 
2:30 p.m. Empire Room—Lobby Floor—First General 


Session 


UNETHICAL MERCHANDISING PRACTICES 


—Panel Discussion 


The ANRJA Position 


OSCAR KIND, Jr., Vice-President ANRJA; President 
S. Kind & Sons, Inc., Philadelphia, Pa. 


The Wholesaler's Position 
L. F. PERCIVAL, Jr., D. C. Percival Co., Inc., Boston. 


Mass. 


The Retail Jeweler's Position 
HOWARD MICHAELS, Michaels, Inc., New Haven, 


Conn. 


The Manufacturer's Position 


LOWELL F. HALLIGAN, Vice-President and Sales 
Manager, Hamilton Watch Co., Lancaster, Pa. 


WILLIAM B. OGUSH, Senior Vice-President, Gruen 
Watch Co., New York. 


Questions From the Floor 


L. F. Percival, Jr. 








Oscar Kind, Jr. Howard Michaels 



















8:30 p.m. Empire Room—Lobby Floor—Official Open- 

ing Session 

PRESENTATION OF THE EXECUTIVE VICE- 
PRESIDENT 


THE PRESIDENT'S ADDRESS: LEO F. HENEBRY 


THE IMPORTANCE OF THE RETAIL JEWELER 
IN OUR ECONOMY 


DAVID R. PERRY, Former Assistant Attorney Gen- 
eral of Pennsylvania and Cabinet Secretary to 
Governor James H, Duff of Pennsylvania. : 


TUESDAY, AUGUST 12 


10:00 a.m. Empire Room—Lobby Floor—Second Gen- 
eral Session 


onvention and Trade Show 


WHAT CAN WE DO ABOUT TAXES? 
—Panel Discussion 


The Consumer's Position 
ROBERT ASH, Attorney-at-Law, Washington, D. C. 


The Retail Jeweler's Position 
H. VICTOR PAUL, Wiss Sons, Inc., Newark, N. J. 


The Jewelers’ Tax Committee Position 


JAMES B. DICKEY, Chairman ANRJA Tax Com- 
mittee, Vice-President Tiffany & Co., Newark, N. J. 


The Jewelry Manuacturer's Position 
STANLEY SIMON, Vice-President, Bulova Watch Co., 
New York. 


Questions From the Floor 


WEDNESDAY, AUGUST 13 


10:00 a.m. Empire Room Lebby Floor Third General 
Session 


PRESENTATION AT THE POINT OF SALE 


WILLIAM E. LONG, Long’s, Tully, N. Y.; past presi- 
dent Wholesale Dry Goods Institute. 


FAIR TRADE—Pane! Discussion 


The Retail Jewelers Position 
CARLETON G. BROER, Chairman ANRJA Fair 


Trade Committee; Broer-Freeman Co.,Toledo, Ohio. 


The Manufacturer's Position 
JOHN W. ANDERSON, President, The Anderson Co., 
Gary, Ind.; American Fair Trade Council. 
Questions From the Floor 
2:30 p.m. Empire Room—Lobby Floor—Secretaries’ 
Conference 
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W. B. Ogush Robert Ash H. Victor Paul 





THURSDAY, AUGUST 14 
10:00 a.m. Empire Room—Lobby Floor—Fourth Gen- 
eral Session 


CURRENT AUCTION PROBLEMS 


SIDNEY L. STEVENS, Stevens & Son, Salem, Ore.: 
Vice-President ANRJA. 


REPORTS OF COMMITTEES 
OTHER ASSOCIATION BUSINESS 


ELECTION AND INSTALLATION OF 
OFFICERS 


7:30 p.m. East Foyer Third Floor Reception 
8:00 p.m. Grand Ballroom Third Floor Annual Banquet 





Exhibitors 
A 


Accro Bond Watches......................Spaee S-21 
Ace Auto Luggage Co...................... Space 107 
Adams, William, Inc. ...... dd... Spaces 8 and 57 
Adler, Albert ............ ho ee Astor Room Foyer 
Admark ................. _.......Astor Room Foyer 
Aisenstein, Louis, & Bros., Inc............ . Spaces 41-42 
Alleraft Novelty Co. ........................ Space 15 
IY. oon keke ce wdddadebendawaneu Cena Suite 
Ns. ne vo oe wed oo we Spaces S-19, S-20 
Althe:mer & Baer, Inc. ..................... Space 507 
Alva Pearls, Inc. ........................... Space 23 
A.S.R. Ascot Lighters ................... Spaces 45-46 
rr en Space Il 
Art Paper Company ...................... Space 117 
Axel Brothers, Inc. .................... Suite 679-681 
B 
m a @ Gite Gem ..... ee kl Spaces S-17, S-18 
Babcock Box Co. Inc. .....................Space 112 
Baden & Foss Company..................... Space 4 
ge ee Space 17 
Ballou, B. A., & Co. Inc................ Spaces S-7, S-8 
meee, ©. Bu, @ Gem... . ww cece ees Space 205 
Beattie Jet Products, Inc. .................. Space 213 
Benrus Watch Company ....................... Suite 
a rs ae Space 116 
meee a, Sw eect ccs Space 7 
Bojar Company ..................... Spaces 218-219 
Bretton Watch Bands ......................... Suite 
Bristol Seamless Ring Co. .................. Space 33 
Brown & Gravenson, Inc....................Space 122 
Bruner-Ritter, Inc. ........................... Suite 
ee Space 44 


(Please turn to following page) 


Stanley Simon . E. Long 








anne 
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Buffalo Jewelry. Gase Co. Inc....*...... _ ‘Space 306 
Bulova Watch Company Suite 951-953-955 


Cadie Chemical Products, Inc. .............. Space 129 
Carol Manufacturing Co. Inc. ............... Space 83 
Catamore Jewelry Company ................ Room 585 
Certina E-A Watches :............... Ball-Room Stage 
Chesterfield Jewelry, Inc. .................. Space 410 
China Overseas ...................... Spaces 326-327 
8 ee I re ed ee re rie.” Room 592 


Cohen, A., & Sons Corp. Space 72 and Rooms 


4-J, K, L and M 


Colonial Mfg. Co. Inc. ..................... Space 19 
Columbia Tru-Fit Diamond Rings ........ Suite 679-68 li 
Columbia Walescraft, Ltd. .............. Display Room 
Compass Instrument & Optical Co. Inc....... Space S-10 


Courtney, John J. & Co.. 


Cramer-Tobias-Meyer, Inc. 


Ree cmb w= 6 Suite 642 & 644 
er err Space 405 
Croton Watch Co. ....._ ................... Suite 668-670 
Crown Luggage Co. Inc. ............... Space 407-408 
Customized Rings ......................... Space 19 
Cyma Watch Company ................. Spaces 55-56 


Davids, Lothar ........................... Space 400 
Davidson Sons Jewelry Co. Inc. ........... Spaces 49-50 
Dennison Mfg. Company ............... Spaces 402-403 
Ns kon kee ok kee SOA eee ee ee ET Space 319 
Doxa Watch Agency ....................... Space 79 
Doxa-Delaware Watches ..................... Space 79 
Dunkirk Silversmiths ..............: - >... .Space 224 
E 
Eastern Metal Products Co. ................. Space 515 
Elgin-American ...................... Ballroom Stage 
Elgin National Watch Co. .._.... Spaces 28, 29 and 34, 35 
Empire State Glass Decorating Co. .......... Space 222 
Endura Time Corp. ....................... Space 308 
Esco Products .............................. Space 222 
FE 
Fantasy of Jewels ............................ Space 15 
Feature Ring Co. Inc. ........................... Suite 
Feinstein, E.S.& Co. ...................... Space 227 
Fidelity Diamond Rings.................... Room 587 
Firman Leather Goods Co. ................. Space 121 
Flex-Let Corporation ................ Spaces S-22, S-23 
Flyer, J. & H., Inc. ...........000........ Room 593 
Forman Family, Inc. ...................... Space S-1]1 
Forstner Chain Corporation .............. Spaces 73-74 
Frackman, Harry & Ben, Inc. ............... Room 975 
Freed, Edwin, Inc. ....................... Space 404 
Freedman, Marvin J., Inc. ................. Space 206 
G 
Gorham, The, Company ............. Suite 978-980-982 
Gotham Watch Co. .......... Spaces 39, 40 and 51, 52 


Gruen, The, Watch Company ........ LePerroquet Room 


4.Y and Foyer 


Gurwitt, Albert, & Co............ 2. wis. —- 315-316 
H 

Hadley, The, Company .................... Space 27 

Hamilton Watch Co. ....................... Space 4F 

Harris, L., Co. Ine. ............ Space 308 

Hartman Cutler Corp. .................... Space 508 


Helbros Watch Company Spaces 30, 31 
Heller, L.. & Son, Inc. ................. Spaces 9, 10 
Herschede Hall Clock Co., The ....... Spaces 4-G & 4-H 
Holzer Watch Co. Inc. Spaces 211-212 
Honora Jewelry Co. Space 323 
Hunt Silver, Inc. ....... 1. we... Spaces 313-314 
Huye Space Saving Box Syeseua’ 7 Space 75-A 


Imperial Lamp & Shade Co. ............... Space 132 
Imperial Pearl Syndicate ................. Spaces 47-48 
Ingraham, E., Company _. Space 204 
Iskin Mfg. Co. Inc. ............ Spaces’ 320 and 324-325 


se «¢ &« @£ 2 *. #6. 2 DO Bee 2 @ 
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Jabel Ring Manufacturing Co................... Suite 
Jackson Vitrified China Co. ........... Spaces 113.114 
Jaffe, Isidor¢ ) A ee ee ee -- ++. Space 229 
lor Co, Tee... .: ora Space 103 
Jewelers Cireular-Keystone Space “A” Silver Corridor 
Jewelry Industry Council Space “B” Silver Corridor 
Dey Tees wk ee beds Sd Space 293 


® = + 


Jones & Woodland Co. ........ "Suite 
K 

ee ee ee eee _. Space 1]3 

Kahn, L. & M., & Co. LeM Fs AG ee Suite 

Kalberman, J., & he hc a we ee Lae deed . . Space 215 


Kaplan, Lazare, & Sons, Inc........... ‘oak Suit 


Kaplan, Morris, & Sons.................. Room 537 

Karp, David & Co. Inc. ........... .. .Room 4 
Karpeles, Maurice J., Inc. ............. . . Space 109 
Karpeles Rosary Co. .............-.. Space 110 
Kasper & Esh, Inc. ........ eee . Suite 768-77) 
i a ee alt Mle be o SS _. Space 119 


ements he ee Space 22 


Kaufman, Jack L.. Ime. .........-.-... .. Space 19 
Kayecraft Co., Inc. . . ph aeaeratus .. Space 203 
Kessler Bros. Jewelry Co. ee ees Space 410 
Keystone Silver Co., Inc. Spaces 313-314 
Kimberly Gem Company ............. . Space 2 


Kimbler & Daniel, Ine. - - Spaces S-17, §.18 
Kingston Watch Company ........ Suite 
Kirk, Samuel & Son, Ine. Rooms AN and P 
Kocher, Walter, & Co. ... _. Spaces 201-202 
Korn, William, & Co....... _ Spaces 17, 78, 81, 82 and 88 
Kramer Jewelry Co. Succes 58-59 
Kreisler, Jacques, Mfg. Company ....... Suite 680-682 
Krementz & Co. .............. a canavune ol 


L. M. D. Jewelry Mfg. Co. .......... _. Space 514 


Lady Alice Pearls .........----2ee eeu: Space 220 
eee Oe LPP ECT Ce eee ee Tee _.. Space 3 
Lampl, Walter, Inc. ............. Spaces 85. 86 and 87 
Lasner Jewelry Corporation ................ Space 305 
Re Sw ee ee ie eee VN Spaces 309-310 
Lee Watch Corporation .............. Space 16 
Lehman Bros. Silverware Corp. Spaces 216-217 
Leichter, Emil, Watch Co. Inc. _. Space 406 
Leif Brothers ....... _. Space 401 


Levitz, Ira, Inc. ............-. ae dadacn « oQGe Room 4-U 


Levitz, M. & Co. Room 561 


Life Magazine be awuedak4ueevttgas Space 503 
Lifton, Harold Co., ‘Im. .............. Suite 667-669 
Lignum Vitae Products Corpn. _ Space 102 
Linde Air Products Co. ......... _. Space S-24 
Lipman, Bernard, Inc. ...... _ Space 130 


Tower Suite 
Suite 767-769 


Chinese Room 


Longines-Wittnauer Watch Co., Inc. So 
Lovebright Diamond Rings Ge: » Inc. .. 
Luria, L. & Son, Ine. | 


Manchester Silver Company .......... 3 Space 20 
Manhattan Novelty Corp. ...............-... Space 214 
Marathon Company .......... ++ sane naw seen _. , Suite 
Marhill Co. Inc. ...............-.2.-... Space 106 
Marks, Fred W. ........ . a Room 58 


_. Spaces 37-38 
— Room 


> «+ &£ & @ & © «© ©@ & «© & &£ & He 2 eB 


Marvella Pearls, Inc. ............. 


Masin Watch Co. 


Mautner, The, Company ............ i" : 
Maximillian Bonded Luggage Space 121 
Mele Mfg. Co., Ine. hheeenses ous Space 118 
Mercury Ring Corporation ...__........ . Space 409 
Modern Onyx Mfg. Co., Inc... . . . __. Space 317 
ee ee yee ee eee eee Space “ 
Monarch Watch Co. Inc. ................ Suite 567- 56 
Ni - 
Napier, The, Company ............ _... . Space ey 
ee ree Sr re wag 
Norma Pencil Corporation ............... Space S- " 
Normatone Hearing Aid Co. ................ Space 12 


(Please turn to page“ 182) 
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Photograph from 
The Watchmakers 
of Switzerland 


Backed by watch and watch attachment 


manufacturers and material dealers... 


To help the retail jeweler develop: 


. . . Increased repair business 





. . . Inereased watch accessory sales 








. . . Increased store-wide traffic the year ‘round 
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Nepairmen ot 


I CANNOT preach a sermon on the technicalj. 
ties of isochronism. But, I shall attempt to arouse in you 
a fear—a fear of things to come if we as a group fail to 
recognize that our progress in the future lies in our fol. 
lowing both of two roads. 

First, and extremely important, is the road which leads 
us toward better and still better workmanship. Your HIA 
has been a staunch supporter by setting up proper watch. 
making standards. Unfortunately, abuses which are often 
demoralizing creep in, particularly in those places where 
licensing is not a factor. 

What is this other fear that I speak of—the one that 
must be dispelled by following the second road? You 
who are watchmakers, I am sorry to say, too frequently 
are not businessmen. You are artists in your fields. But 
should that preclude your also being a good merchant? 
In my travels I have seen some very successful individ- 
uals in our industry; it is not to them that I direct these 
efforts to arouse fear. For, it is they, to whom I look to 
become the leaders and guides in our industry. In your 
industry organization and in ours we must have men who 
have business acumen as well as mechanical ability. 


ARE YOU READY TO MEET COMPETITION? 


How many of you can honestly say that you know how 
to merchandise watch repairing? If a dull period came 
along, how would you go about increasing your volume? 
What percentage of your gross do you set aside for ad- 
vertising watch repairs? Have you ever analyzed your 
buying habits? Do you keep an inventory control, not 
only of your purchases, but of your customers as well? 
Do you take full advantage of the power of advertising 
with your windows in your store? The list of possi- 
bilities is lengthy. And you ask me, why all this? This, 
because this is a trying period. We're slowly returning 
from the abnormal war years to normal prewar years, and 
believe it or not, these were the normal times. They were 
days of keen competition and we may be closer to being 
back to them than any of us like to recognize. 

The fear I speak of has probably not yet reached the 
watchmaker but its shadow is being cast over some allied 
lines. Statistics show that the owner of the individual 
jewelry store is today more hard-pressed than ever. In 
addition to the department store, the local chain and 
novelty shops, yes and in some cases even the drug store, 
we find “outside” retailers in various fields making a bid 
for the jewelry business. Perhaps too late the jewelry 
merchant is finding himself being pushed into the back- 
ground. Why? 

There are, of course, a few basic reasons but mainly 
it’s because he has been loathe to learn the techniques of 














merchandising. Because he has lived in a shell, waiting 
for customers to come to him instead of his going to his 
customers. In short, he lacks imagination; imagination 
on how to properly merchandise. He has failed to realize 
that in solidarity there is strength. His local, his state 
and his national organizations have begged for his sup- 
port. Too frequently, without any success. Flower deal- 
ers, liquor distributors, appliance manufacturers are but 
a few of the national organizations which have banded 
together to capture the gift market. Literally millions of 
dollars have been profitably spent by them. Yet, the 
jewelry industry organizations still beg for the support 
of those people whose businesses they are trying to save. 

Where do you, the watchmaker and we, the supplier, 
fit into this picture? We, of course, depend upon you 
for our livelihood and your welfare is naturally our wel- 
fare. Progressive merchants don’t miss a trick. One of 
the functions of our organization, the Watch Material 
Distributors of America, is to acquaint our members with 
the problems of the industry and the best way to cope 
with these problems. We, too, must learn how to mer- 
chandise. The Watchmakers of Switzerland and _ the 
American manufacturers are spending millions of dollars 
in creating public acceptance; a goodly part of which is 
channeled to the consumer. Do you ever stop to think 
that even in watch repairing and in watch parts, merchan- 
dising is necessary ? 

It is with alarm that I view the complacency and the 
iack of thought that characterizes the business end of your 
livelihood. For example, I see daily an endless procession 
of skilled mechanics lined up at the counters of our 

(Please turn to page 154) 






“Merchandising skill is just 
as important as trade skill in 
the successful operation of a 
repair business,” stated Eu- 
gene Sobel, Vice-President of Watch Material 
Dealers Association at annual convention of the 


HIA earlier this summer at Washington, D. C. 
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Merchandise (he\, 


EK EW of the public, few jewelers in fact, 
realize the tremendous contributions to present-day living 
that have been made by the watchmaker of yesterday 
and today. It is difficult to realize that only 150 years 
ago there was but one machine and one class of me. 
chanics. The machine was that intricate device for mea- 
suring time—the clock and watch; the mechanic—the 
watchmaker. 

It is only logical that with the rapid development of 
the industrial age, the watchmakers played the most im. 
portant roles. These men who built these machines to 
measure time went on to develop other machines to gain 
more time for people. They were truly builders of 
civilization. Ironically fate willed it that these now 
famous men should be remembered only as inventors; 
their watchmaking beginnings have all but been for- 
gotten. 

The stories of these men and their contributions to the 
advancement of living standards throughout the world 
provide the basis for an exceptional opportunity for 
jewelers to dramatize their repair departments. The 
prestige and heritage of the watchmaking profession is 
a proud one and a long one. The jeweler who capitalizes 
upon that prestige in the promotion of his repair opera- 
tion will share in this prestige and further his cause of 
building confidence in himself in his community. 





eA See © re. enema Illustrations are from The Bettmann Archive. 


The 


J UST as it is true that “Man cannot live by bread alone,” so is it 
true that the wisest men choose vocations to live by in which more may be gained than 
merely money to spend. One likes to feel that his profession has in itself a certain 
dignity, and that his vocation by its own character adds something to his personal and 
social standing in the community. 


Nowadays the wearing of watches is practically universal; without accurate time- 
pieces it would be impossible to carry on the mighty operations of modern industry. 
So the vocation of providing and maintaining the accuracy of timekeeping instruments 
has the dignity of its own basic importance. Then consider the nature of the watch- 
maker’s work; marvellously skillful operations based upon scientific diagnosis; masterly 
accuracy of workmanship—the skill of the watchmaker has become proverbial, and 
is admired accordingly by the people of the world. 

Looking into the past, the art and science of horology has all the glamour of a 
most colorful history, linked intimately with persons and events that have played 
intensely dramatic parts in the development of civilization. 


Man at the Bench 





Who can say which of the watchmakers of today or tomorrow may be destined to 
provide humanity with some now unimagined new blessing, following the tradition of 
the craft in its truly glorious history? 

To fully measure up to all that may be said of the watchmaker, is the measure 
of a worthy man indeed. 


From "The Vocational Importance of the Watchmaker,’ by John Bowman, Director 
of the Bowman Technical School, Lancaster, Pa., Technical Consultant for JC-K. 











| Prestige of the Watchmaker 





The Contributions of Inventive Watchmakers Are a Source of Pride and Profit 


Beginning with James Watt and his invention of the 
steam engine, the watchmaker stands at the head of the 
‘ndustrial revolution. Born in Glasgow, Scotland, Watt 
served an apprenticeship of two years with a member of 
the London Watchmakers Guild. This early indoctrination 
in the mechanisms of clocks aided “Jeweler” Watt in 
branching out from his clock business to an entirely 
new field. 

However, the practical value of the steam engine was 
of little consequence because no one had decided where 
and how to apply the machine. And that is where another 
jeweler comes to the forefront. 

In the northern coal mining districts of England there 
lived a young, hard-working laborer. Despite the long 
hours he spent in the dark and dangerous coal pits, he 
devoted the little spare time he had to repairing his 
townsmen’s clocks and watches. With the money garnered 
from this work and the mechanical experience gained in 
doing it, he built the first English locomotive, which he 
named the Locamotion. The young clockmaker’s name? 
George Stephenson. 

The intriguing concept of a “machine horse” trans- 
porting passengers at the phenomenal speed of 12 or 15 
miles an hour was not restricted to the British Isles. 
“Insane” people were at work on these “unholy” devices 
in the United States. Peter Cooper, in 1829, constructed 
the first American locomotive. The Baltimore & Ohio. 
contemplating a new line, offered a $4,000 prize to 
anyone who could provide a locomotive that could pull 
15 tons at a speed of 15 miles an hour. 

As interest in the mechanical horses grew more and 
more intense, the Philadelphia Muséum recognized the 
timeliness of having a model on permanent exhibit. Again 
a watchmaker entered the scene. On that occasion it was 
Matthias W. Baldwin who constructed the model. Im- 
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"Old Ironsides," first railway train in Pennsylvania on the Phila., 
Germantown & Norristown R.R., shown from old woodcut. 


pressed with his model, the newly formed Philadelphia. 
Germantown and Norristown Railroad commissioned 
Baldwin to build a full-sized locomotive. His mechanical 
creation was completed in 1832 and was named Old 
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lronsides. From this modest beginning in a watchmaker’s 
shop there evolved the great Baldwin Locomotive Works. 

Another jeweler who ultimately became recognized as 
a great inventor is Ottmar Mergenthaler who, after long 
and discouraging experiments, perfected the linotype ma- 
chine. As a result, mechanical fingers replaced the fin- 
gers of the compositor. This very magazine is printed 
from type cast on a linotype machine. 








An old woodcut of Ottmar Mergenthaler demonstrating first com- 
mercially successful linotype to N. Y. publisher Whitelaw Reid. 


America was rapidly becoming machine conscious. 
The great mechanical age was progressing at a rapid pace 
and watchmakers, backed by their knowledge of complex 
and intricate mechanisms, were leading the procession to 
a new and greater civilization. ‘To make a machine that 
worked was a sure-fire formula for attaining fame and 
fortune. And youth dreamed about such things! 

Young Elias Howe, like his contemporaries, dreamed 
of fame and fortune. While serving his apprenticeship 
with a Boston “jeweler,” a customer spoke about the 
possibilities of a sewing machine as an aid to busy 
housewives. 

“There’s a fortune in it for anyone who can make 
such a machine,” the man predicted. 

Imagination afire, Howe pondered with the idea for 
some time. Four years later, in 1846, he was granted a 
patent on the first sewing machine. However, Elias Howe 
still maintained the jewelry business which he subse- 
quently founded, “Elias Howe, Clock, Watch and Instru- 


ment Maker.” ; 
(Please turn to page 144) 
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J1C and Suppliers 


To help jewelers capitalize on its forthcoming "Watch 
Inspection Time" promotion, the Jewelry Industry Council 
has prepared a comprehensive sales, advertising, and 
promotional portfolio. The official emblem of the JIC's 
promotion is at top left. Below, left to right, the 
portfolio cover and two display cards created by JIC. 
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A COMPREHENSIVE sales, advertising and 
promotional portfolio for Watch Inspection Time will 
soon be released to retail jewelers by the Jewelry Indus- 
try Council. Scheduled to take effect on September 11-20, 
the aim of Watch Inspection Time is to develop increased 
watch repair and watch attachment business for retail 
jewelers, along with increased store traffic the year 
round. 

The JIC’s new portfolio offers suggestions for build- 
ing store traffic and increasing watch repair and watch 
attachment business, as well as the sale of other jewelry 
store merchandise. 

Surveys indicate that, on the average, one out of two 
people who enter a jewelry store can be converted into 
buyers of merchandise. It is a truism in the jewelry in- 
dustry that more store traffic means greater volume. The 
Watch Inspection Time promotion, properly utilized, can 
go far toward boosting store traffic and sales volume. 

Widespread use of the Council’s watch repair emblem 
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—the classic watchmaker framed in a circle—has led to 
its continuance this year. Mats of this emblem are fur- 
nished with the Council’s sales portfolio. 

The Council’s sales portfolio also contains not less than 
12 suggested newspaper advertising copy and layouts of 
two types: (1) layouts and copy which play up an offer 
of “free inspection” during this time, for jewelers who 
are equipped for and actively interested in watch repaif 
business; (2) layouts and copy which stress free inspec: 
tion of the watch as well as the desirability of improving 
its appearance by means of up-to-date attachments. 

If your desire is to maintain your prestige as a jeweler, 
as a craftsman—as something more than a shopkeeper— 
there is no better way than to sell service the year round, 
and to let people know about that service emphatically, 
beginning with Watch Inspection Time. 

Copies of the JIC portfolio may be obtained by writ- 
ing the Jewelry Industry Council, 608 Fifth Ave., New 
York, N. Y. 


THE JEWELERS’ CIRCULAR-KEYSTONE 








| Provide Merchandising Support 


For jewelers to tie-in locally with Watch In- 
spection Time, The Watchmakers of Switzerland 
are offering, right, a three-piece, full color win- 
dow display to the trade without charge. The 
three-dimensional centerpiece is a dramatic close- 
up of a watchmaker’s fingers as he works on a 
jeweled-lever watch, with typical bench tools 
providing an eye-catching background. One side- 
piece informs the public, “We specialize in skilled 
service with Genuine Packaged Swiss Watch 
Repair Parts,” while the other states, “Let your 
Quality Jeweler help you choose a fine Jeweled 
Swiss Watch.” 

The Watchmakers of Switzerland will also 
provide the retail jeweler with a complete adver- 
tising and merchandising promotion. 
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To aid jewelers in tying-in with Watch 
Inspection Time promotion, Elgin National 
Watch Co. has prepared, above, special 
mats, repair tickets, tags, etc. Part of 
Bulova's promotional aids is a group of 
newspaper mats, right. Bretton, far right, 
is offering mats and idea suggestions. A 
22" wide window streamer, below, is avail- 
able to users of American Time Products’ 
WatchMaster. These are but a few samples 
of the promotional material being provided 
by your suppliers to help you benefit from 
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Two versions of the same idea in a display 
that features each of the store's services. 
Sketch A, above, uses small suspended plat- 
forms, each featuring one type of repair in 
a miniature display. Sketch B, right, uses 
the shadowbox idea for the individual spots. 














by VIRGINIA DIXON 














Give the Repair Department a Chance 


... in Your Windows 


I, many jewelry stores, the repair depart- 
ment is considered a necessary nuisance, valuable chiefly 
for increasing store traffic and seldom thought worthy 
of any promotional effort. However, it has been found 
by stores who have tried it, that with proper promotion 
repair department volume can be increased to a very 
worthwhile point. Its value in building store traffic is 
certainly not to be ignored, but concentration on building 
a worthwhile department in its own right will achieve 
double benefits—increase in. both repair and general 
sales. 

An occasional window display devoted entirely to the 
promotion of jewelry and watch repair business will be 
found to show results for considerable periods of time. 
Such a window will be remembered and recalled when 
these services are needed. The store that considers its 
repair department worthy of such promotion builds 
greater prestige for its services than the store that ignores 
the value of this business. 

Vacation and summertime outdoor activities are hard 
on watches and jewelry so that early September is an 
excellent time to start a campaign in behalf of your 
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repair department. The Jewelry Industry Council’s Watch 

Inspection Time promotion runs from September 11-20. 

The sketches shown indicate two versions of one win- 

dow which spotlights specific types of repair work and 

explains and emphasizes their need. In Sketch A, boxes 
(Please turn to page 148) 





MATERIALS NEEDED TO ASSEMBLE THIS DISPLAY 


Material 


Sketch A 
Hanging box units 


Display pads on window floor 
Arrow copy panels 


Sketch B 
“Black-out” panel for window 
plate glass 


Shadow boxes for placing be- 
hind “black-out” panel 


Copy panels 


Source 


Make in store by covering 
cartons with paper and sus- 
pending with cord or wire. 


Cover plaques in store 


Show card writer 


Make in store by cutting and 
covering beaverboard to fit. 


Make in store 


Show card writer 
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Signposts 
to Service 


in the Store 


iF space is limited, it may be difficult to fea- 
ture your repair department in the windows except very 
occasionally. A small spot display tucked in a corner of 
a large window can sometimes be very effective, espe- 
cially if it is maintained as a constant reminder and 
changed frequently. 

In the effort of building up repair department volume. 
display inside the store can a!so be of great value, sup- 
plementing your window premotion. It can be done with 
small spots scattered in other departments and by making 
a feature of the repair counter itself. If you can possibly 
spare the space, a counter or booth of some kind should, 
be set aside as the repair department. Jn larger stores 
this is done as a matter of course, but is often neglected 
in smaller stores. Even when space could be found, re- 
pairs are often taken over the regular jewelry or watch 
counter. 

Since the integrity and reliability of the jeweler are 
vital selling points in the promotion of his repair work. 
the department itself should look business-like and 














Accenting the repair department with panel of 
photos of watch repair work. Revolving unit for 
displaying watchband styles is shown on counter. 


This corner repair counter has posters at either 
side designating jewelry and watch repair sections. 
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Suggestions for small spot or counter displays placed 
around store as reminders of store's repair services. 


efficient. Interest and attention can be stimulated with 
smart displays, but posters and decorations must never 
appear cheap or blatant. 

If you have your own watchmaker or watchmakers on 
the premises, your repair department will probably be 
built around or near their workbench. However it is 
planned, the repair department should be at or near the 
rear of the store in order to expose repair customers to as 
much of the rest of the store’s merchandise as possible. 
For a special repair promotion, it might be smart to put 
your watchmaker in the window to work ... he will 
attract much interest . . . but ordinarily, customers should 
have to walk the full length of the store to reach him. 

The small sketches shown are suggestions for small 
units which can be placed on counters or tables in other 
parts of the store as reminders of your repair service. 
They might also be used in the windows. The first one 
is a simple hinged folder with the left hand page used 
for a copy card and the right hand page for merchandise. 
The folder can be made from two pieces of masonite (not 
so apt to warp) hinged together with heavy cloth strips 


(Please turn to page 150) 
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For the Small Store 


ee 
| is not only my trade, but 
also my insurance,” says Lyle Kuyper, 31-year-old owner 
of Lyle’s Jewelry in Albert Lea, Minn. 

Watchmaking know-how has been the key to a success- 
ful first two years for this former farm boy as the owner 
and operator of one of six jewelry stores in this southern 
Minnesota city of 13,000. 

“The competition has been rough,” Kuyper says, “but 
we ve managed to increase our overall business 17 per 
cent over the corresponding period of last year, and at 
the same time spend about $2,000 in remodeling.” 

Kuyper and his assistant, Kendall Meuser, handled be- 
tween 1500 and 2000 repair jobs last year, accounting 
for a little more than 20 per cent of his overall business. 
But the two work benches take up only about one- 
twentieth of his total 800-square-foot floor space. 

“So,” he says, “I figure that’s a pretty good insur- 
ance policy. As long as we have the repair business we 
can always eat and manage to pay the rent, even if the 
other business falls off.” 

In the two years since he bought the store his repair 
business has already provided a sinking fund to foot the 
bill for remodeling the store and installing a large neon 
sign over the door. 

When he acquired the business from his boss, Ralph 
Wangen, the store’s entrance was at one side of the front 
window and there was only one row of display cases 
along one side of the floor. Kuyper moved the door to 
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Repair Work is Insurance 


by DAVID PICKARD 







Lyle Kuyper, left, did close to 2000 
repair jobs last year. He and his as- 
sistant, Kendall Meuser, above, capably 
handle all of the store's repair work. 





the cenier, making two display windows, and had the 
entire front brightened up with marble tile facing. He 
also added another row of display cases along the other 
side of the main floor. Thrifty Kuyper saved himself some 
money here by putting his woodworking hobby to work 
for him. He made his own cases out of white birch, 
hought the glass and lining and assembled and finished 
them. 

“I’m just a small operator,” he explains, “and have to 
economize where I can. But at the same time I have to 
watch my competition and try to keep one jump ahead of 
them. With five other stores in the same business in the 

(Please turn to page 158) 





Kuyper devised his own card system which, he says, 
incorporates all the best features of other systems. 
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Greater-than-ever 


sales with these New 
Illuminated Cabinets! 













New Ronson Floor Showcase F-1. 40” high, 22” 
deep, 30” across. Genuine honey-toned grained 
birch veneer, plate glass with polished edges, slid- 
ONSON. ing rear doors, removable luxuriously lined display 
BRE . Tee ae trays, fluorescent lighting. Plus many other ex- 

or Ga = . citing features! 
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New Ronson Counter Cabinet C-9. Occupies only 
17” x 10” counter space, stands 18” high. Modern 
blond mahogany, with front, sides and top shelf in 
polished-edge plate glass. Lined display trays are 
eon j removable for easy access. Fluorescent lighting and 
Ce ee many more big features! 



























How “SPOTLIGHT SELLING” 
can UP your RONSON volume and profits! 
6 WAYS IT WILL WORK FOR YOU: 





@ Spotlight your Ronson merchandise through illumi- 
nated (fluorescent) display 


@ Capture the eye... increase impulse buying 

, F ‘ See these handsome new cabinets 
@ Cut your selling time in half at Ronson Booths S-4, $-5, ANRJA 
@ Display a wide assortment of merchandise at one glance Convention, Waldorf-Astoria Hotel, 


New York, August 10-14. 
@ Make “‘trading up’”’ easy 
@ Help you sell customers more than one Ronson 
community. “Spotlight Selling” increases YOUR share. O N S O 
DON’T DELAY! Ask your Ronson distributor what you 
do to own one of these cabinets! WORLD’S GREATEST LIGHTER 
Ronson Art Metal Works, Inc., Newark 2, N. J. 











POWERFUL Ronson advertising creates demand in your 
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Mrs. Wheeler, left, head of the 
repair department, uses the no- 
receipt method. Special envelopes 
and cards, below, help keep tab 
on all of the firm's repair work. 
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No Receipt? 


Repair record system at Jacobs Jewelers, Inc., Jacksonville, Fla., 





has operated successfully for over 30 years without a single loss. 





TL. give cr not to give receipts for jewelry 
and watch repairs is a question that many jewelers may 
have debated pro and con. Jacobs Jewelers, Inc., Jack- 
sonville, Fla., has operated on a no-receipt basis for the 
past 30 of its 61 years of business life and has never had 
occasion to regret the change. 

Mrs. George V. Wheeler, who has been in charge of 
the repair department for 31 years, inaugurated the no- 
receipt system a year after she joined the organization. 
There were several reasons for making the change, based 
on experiences which almost every jeweler has had. 

First, there was the problem of lost or misplaced 
tickets. If the rightful claimants insisted on delivery of 
the article without a ticket, there was always the em- 
barrassing matter of identification if the customer was 
not well known to the store. On the other hand. if a 
lost ticket came into the possession of a dishonest person. 
the detection of such a fraud threw a burden on the store. 

Sometimes husband and wife had a falling out after 
articles had been left for repair and one or the other 
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by C. E. WRIGHT 


would try to pick up an article to which he or she may 
not have had legal right. 

The death of the owner of an expensive piece of jewelry 
or gems while the article was in the store’s possession 
also created a problem, especially if an unauthorized 
member of the family presented the ticket for redemption. 
Sometimes in the case of a misplaced ticket, the ticket 
would show up in a hidden recess or a drawer after the 
death of the owner and after it had previously been 
delivered to the owner without a ticket. These complica- 
tions could usually be straightened out amicably, but 
they presented difficulties and embarrassment. 

The system which Jacobs has employed for 30 years 
has worked without the loss of a single item, which may 
be some kind of a record for such transactions. The 
method followed actually consists of three different sys- 
tems, one for diamonds and other expensive gems and 

(Please turn to page 160) 
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For the man who appreciates extra quality | 


4 Ce luge bine of 


Frilomal Emblems 


Sculptured in Palladium by Irons & Russell 








A complete line of more than 175 new items including 


50 oll--llotium omblomt 


The new |&R De Luxe palladium fraternal emblems 
were especially designed as quality items. 


They are the answer to the discriminating buyer who demands 
something different in a gift for “someone who has everything.” 


A representative selection is shown on the following pages. 
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This specially designed display tray 
will show your palladium emblems 
Yom ialoh@me] |Mdal-M olallitelild: Mel Mial-Miil-tie) 
and the beauty of the detail work 
can be quickly seen. 
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Here’s the perfect answer to the customer wi 
wants a special gift for the one who is hardt 
please. There’s no finer gift for “the man whi 
has everything” than his fraternal emblem ! 
precious palladium. This new line will be a yat 


‘round gift special for birthdays, anniversarié 
Christmas—a line that will increase your sala 
as more and more pleased customers tell the! 
friends about it. And it’s a perfect traffic build 
to open the way for sales of other items. 
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all new deluxe line of emblems 


s geulplinedl in. Beuilfel Pollaluum, 


For nearly a century, Irons and Russell have 
been the leaders in manufacturing fraternal 


and craftsmanship have been brought to bear 


y eer < 


over 50) distinctive jewelry emblems. Now all that acquired skill 


palladium 
pieces 


Each emblem in this 
new |&R De Luxe Line is 
beautifully packaged in this 
specially designed gift box 
of hinged steel. 





on this beautiful new line in palladium. 


This all-precious, brilliant white sister metal 
to platinum complements the fine workmanship 
and intricate detail of this high quality jewelry. 


New dies and heavy stock in the hands of 
skilled craftsmen are used to produce these dur- 
able and exquisite creations. You'll find excep- 
tional detail in every piece, and the weight and 
thickness of the metal give each emblem a three- 
dimensional feeling which is entirely different 
from the traditional flat construction of pins 
and buttons. 


Here’s what I & R Pres- 
ident William E. Smith 
writesabout hiscompany’s 
new line: 


“At this writing, trade 
reaction has completely 
justified our faith that 
palladium was the proper medium for the success- 
ful launching of our new De Luxe Emblem Line. 


“One of the principal features of this line is 
its third dimensional quality, accomplished by 
using stock of extreme thickness in its manu- 
facture. Palladium’s fine working qualities 
and its relatively light weight enable us to 
make outstanding emblems at reasonable cost. 
Our beautifully finished De Luxe line has met 
with gratifying reception from the trade. 


“There is no question in my mind that this 
union of the oldest emblem house and the newest 
precious metal will prove to be one of the trade’s 
outstanding combinations.” 
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Irons & Russell Company 
95 Chestnut Street 
Providence 8, R. I. 


Please send me your free catalog and price 
list on the new I & R De Luxe line. 


Name 





Address 








City 
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Here’s what’s being done to 


Help Dutrease Your Fillodtium les 


Retailers who stock palladium 
jewelry benefit from a strong and 
continuing campaign. Striking two- 
color consumer advertisements con- 
stantly inform customers about the 
newest jewelry in beautiful and dur- 
able palladium. These advertise- 
ments are appearing in such maga- 
zines as: 


VOGUE - HARPER’S BAZAAR - GLAMOUR 
CHARM - SEVENTEEN - NEW YORKER - TRUE 


An extensive publicity campaign, 
including items by leading fashion 
authorities in magazines and news- 
papers and timely announcements 
on both radio and television, is mak- 
ing the jewelry-buying public more 
palladium-conscious than ever be- 
fore! 


MANY DEALER HELPS, TOO! 


Many helpful ‘‘Point of Sale” aids 
are available to make your selling 
job easier, including the following 


Platinum Metals Division 


The International Nickel Company, Inc. 


67 Wall Street, New York 5, N.Y. 
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a precious metal for Sine Jewelry 





booklets and displays: 


The Eight Precious Metals—a pocket- 
size booklet for sales people describ- 
ing all the precious jewelry metals 
—their properties, applications and 
advantages. 


Palladium, A Precious Metal For Fine 
Jewelry —a booklet for your cus- 
tomers telling the interesting story 
of palladium. 


Newspaper Mats— Radio Spot Record- 
ings — Local Releases — hard selling 
and newsworthy material ready for 
use with the addition of your name 
and address. 


Window And Counter Cards — hand- 
some, plasticized, easel-mounted 
displays and metal-faced silhouette 
type signs are available on request. 


Tie in your store with palladium’s 
national advertising. Write us today. 
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(lock Repair Specialty 


Gives Lead to “Carriage Trade’ Sales Ne 
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Specially designed jewelry, another store service, is regularly advertised in window displays. 





To attract the wealthy set of retired individuals residing in 





their town, this jewelry firm has geared its advertising and 
services to accommodate that group’s needs. Particularly success- 


ful has been the store’s specialty of repairing antique clocks. 


by MARY JENEMANN 


= is an old proverb that says “Cut my 
cote, after my cloth,” that is, cut your coat according to 
the cloth you have. The modern jeweler will build a 
bigger and more successful business if he conforms his 
stock, his advertising and services to the dimensions of 
the pocket-books of his customers. 
If, like The House That Jack Built, you are aiming at 
a clientele of well-to-do people, then you would do well to 
choose your stocks with their needs in mind and also gear 
your advertising and services to their particular needs. 
The House That Jack Built is located in the well-known 
coastal town of Carmel-by-the-Sea, in California. While 
this is a resort town, and is crowded with tourists in 
season, it has a fair-sized population of wealthy, retired 
individuals. It is to this group that the House That Jack 
Built aims its business, leaving the numerous gift stores 
in this small town to take care of the tourists who wish 
to purchase knick-knacks and souvenirs. 
To build up a clientele from these permanent residents. 
Don Sands, one of the owners of the firm, makes a spe- 
clalty of repairing antique clocks. He even goes to the 
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Jeweler Don Sands often visits the 
homes of customers where he repairs 
antique clocks in their presence. 


customer’s home and there repairs large clocks of the 
grandfather type, which are, of course, too large and 
clumsy to bring into the shop for repair. Since no other 
shop in town will do this, the store has cornered this 
type of repair. At the time of our visit, Sands had just 
finished repairing a 75-year-old French clock. The week 
before he had completed repairs on a 170-year-old 
German Verge Escapement Clock. “That,” he laughingly 
admitted, “is probably why the town people call me ‘Doc’ 
Sands, and is the reason we have more repair work of 
this type than we can handle.” 

To prepare himself for this work, Don Sands served 
a six-year apprenticeship to an old German in Colorado 
and later spent another year taking a course in “com- 
plicated timers.” His fifteen years’ experience has re- 
sulted in his being able to repair expertly ancient clocks 
and watches and, if necessary, to make the needed parts. 

Bill Judson, the other owner of The House That Jack 
Built, says that they do about 40 per cent of their busi- 

(Please turn to page 186) 
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Top-Billed Repair Operation 


Is Engineered for Service Efficiency wy 





by ROGER LATHAM 


Dcttemens an “efficiency engineered” watch 
repair department with a consistent newspaper advertis- 
ing program, has brought an increase in watch repair 
volume of almost 100 per cent at F. D. Fogg & Com- 
pany, jewelers of Albuquerque, New Mexico. 

The Fogg store at Central Avenue and Second Street, 

















has specialized in watch repair in Albuquerque for the Why Be So Run-down, Joe! 
past 27 years. During late 1947, when F. D. Fogg and i ianaiaiaieaaiaiiaaiiaat ica 
KE. A. Gabriel, owners, got an opportunity to build a FOSC'S, th the Stiitine Cir!” 
° FOGG'S are qpectilists ih Ane watches and ex- 
completely new store, the watch repair department was pert watch repuit! Have your timepiece overha 
ba +4 “11° 99 regularly so you'll know what time it Is! # 
given top billing. your watch vepatred gt FOGG'S,.where you wif ° 
Given the opportunity to design a repair department ————ee ee An Amazing Record 
“from the ground up,” Fogg has step by step, eliminated | 
all of the “bottlenecks” which have slowed up watch 7 FOGG’S “rant _ waren Ate 
repair service or efficiency in the past. At the same ns Con sr vpaerinmcbrvaeryper say 2 
time, he put into practice many pet theories of his own, sah or ty-aenien o> Os a0 
which have resulted in swift accurate repair service grown - ee 
° e ° e t Albuquerque approves of the qua 
to such volume that it now requires six full-time watch by of ene carvan fa shows by the ems. 
° ing record and growth im the past 27 
makers to handle the job. years 
The watch repair department is actually located on Out of town work sven prompt ane 
. =. your Droken wete es o 
both the first floor, and a walk-up mezzanine at the rear. a joa to. We wil examine snd Gre 
Ninety per cent of the work is turned out in a 16 x 12 foot and prestige to attract ceeding with any work 
room at the rear of the mezzanine, which is such a fine watch repair customers. 
example of “good housekeeping” that customers are con- Fast economical service made posible by— 
stantly invited off the sales floor to visit it. weawess wean sa 
The upstairs mezzanine room is air conditioned, spe- _ ee 
cially equipped with the most modern apparatus for ~— , — 
watch testing, and completely soundproofed. As shown, A FOGG S one sae 
(Please turn to page 184) i 
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diamond 
display 


wa: cards 
| A DIAMOND IS FOREVER for your windows and counters 














“A diamond is forever” is the selling phrase 
working for you in the diamond advertising 
in national magazines. You're invited to 
use it, too, on these handsome cards, to tie 
in your own promotions with the national 
effort . . . and to draw attention to your 
diamond windows, and your diamond 
department. 


@ A striking card, in handsome colors, may be used in : 
your window or on your counter, at any time of year. Bs 


Size 7” x 10”, easel backed. oe 


b A chaste and simple card, for window and counter, 
right in any setting, at any season. 514” x 342”, 
tent card. 


€ Arich photographic card, in full color, for use in your 
window or on your counter during the Christmas 
selling season. Size 9’ x 122”, easel backed. 


Limit, 2 free sets to a store. Enclose 
25c to cover postage and handling. Order ; — 
from Diamond Promotion Department, The : ee 
Reuben H. Donnelley Corp., 305 E. 45th . 
Street, New York 17, N. Y. Additional sets 
available at 50c each, plus 25c for postage 
on entire order. 


Tie in with the all-out diamond promotion—keep diamond sales coming your way 


De Beers Consolidated Mines, Ltd. 
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Clocks Are Traditional 


...and Profitable tor Community Jeweler 
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Wall and mantle clocks, above, lend a note of dignity to the 
area near the watch repair bench. Left, wall display of clocks. 




























A row of mantle clocks tops off each of his two large 
watch cases to emphasize the relationship between the 
1 | _ two types of time pieces. Then electric wall clocks are 
ie Ta kept together on an opposite wall and table models atop 
: tocar! the regular glass counter. 

As a result, there is a selection of at least a half dozen 
clocks in full view of a customer no matter where he 
happens to be in the store. An especially effective spot is 

(Please turn to page 153) 








« 

‘I. you are an established community 
jeweler, you actually have an obligation to carry a repre- 
sentative line of clocks.” 

That’s the observation of William Hamlin of Hamlin’s 
Jewelry, Beloit, Wisconsin. At first glance, his advice 
might seem weighted with more sentimentality than busi- 
ness sense. But this active retailer has proven that a 
store can effectively profit by developing a clock trade. 

That clocks have always been a traditional part of a 
jeweler’s stock is only a minor consideration. The fact 
that they are good sellers and help build store traffic are 
much more important. 

To quickly establish the fact that he carries several 
lines of clocks, Hamlin keeps two dignified floor models 
at the head of the store’s main display aisle. Then wall 
and other showcases are used for the many other 
varieties. Watches and clocks are prominently displayed in the store. 


pee << eee 


cat A Mea 





116 THE JEWELERS’ CIRCULAR-KEYSTONE 











Selling diamonds is not only a pleasant occupation, but also 
highly profitable. It’s one of the few safe ways that 


a jeweler can mix his pleasure with his business. 


The basic rules are certainly simple enough. And they're 
both time-tried and time-proved. We'd welcome 


a chance to review them with you, at your convenience. 


Our understanding and application of the principles 


of successful diamond merchandising have helped us become 





known as ‘America’s fastest-growing diamond house.”’ 


HOOSE DIAMONDS EXCLUSIVELY SUIRSKY & EHRLICH 


DIAMOND IMPORTERS 






LOS ANGELES 13, CALIFORNIA CHICAGO 2, ILLINOIS DALLAS 1, TEXAS 
220 West Fifth Street 55 East Washington Street 1802 Main Street 
MUtual 3173 FRanklin 2-7791 PRospect 1041 


ANTWERP, BELGIUM CAPE TOWN, SOUTH AFRICA 


A Short Course in Gemology 


The information about jewelry stones which a jeweler should have in order 


to give satisfactory service to his customers is neither complex nor difficult 


to understand. This series of articles is written for that average jeweler. 


Part XIV — PERIDOT 


Rough and cut specimens of peridot from the island of St. John in the Red Sea. 


r ERIDOT is a beautiful green stone of impor- 
tance to the trade in its own right and as a birthstone for 
August. This mineral is simple in composition—it is a 
magnesium iron silicate—and is rather constant in color. 
Peridot has been known for years as the “evening 
emerald” because its yellow-green daylight color becomes 
more pleasing and more green by incandescent light. It 
is a rather soft stone, only about 6 on the mineralogical 
scale, and it is somewhat fragile in use. It is strongly 
doubly refracting; so strongly that on looking into it one 
may see an internal softness or fuzziness which results 
from a doubling of the back facets by this optical effect. 
The refractive index is high, 1.68, which means that, with 
its light green color, a brilliant stone can be cut from 
peridot. It is an easy stone to identify with a refractom- 
eter, and with only a loupe you can make a pretty good 
guess. Despite its strong double refraction, the dichroism 
is not distinctive. 

The mineral name of peridot is olivine or chrysolite. 
It is because of this mineral name that the jewelers’ use 
of “olivine” as a name for demantoid garnets is mislead- 
ing and confusing. Both are green and soft, but that is 
about all they have in common. Peridot of the trade 
comes almost exclusively from a barren island in the 
Red Sea known as St. John’s Island. At that locality it 
seems to occur in comparative abundance, but its exploita- 
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by DR. FREDERICK H. POUGH 


tion is periodic and supplies vary with the frequency of 
attempts to work the deposit. The crystals are flat and) 
clear and attain several inches in size; the largest cut” 
stones are around 300 carats, the average is far smaller.” 
Each crystal is usually cut for size, the retail price may, 
be $16.00 to $40.00 a carat, but without a great per 
carat price increase with larger size stones; it is about 
the same as red tourmalines. We usually will not find 
peridots in a manufacturer’s calibrated ring line, since” 
they come in a higher price class and are of varying” 
sizes and require individual mountings. j 

Peridots have come from other sources. Best known 
and most startling are the ant-hill mounds of Arizona, 
associated with garnets. Occasionally in this locality we 
find yellow to brown stones, another and a rarer colof 
of peridot. Large, typical green stones have come from 
Burma, but this source does not appear to have been) 
developed to any great extent. Small stones have beet 
cut from Hawaiian pebbles—a product of purely local’ 
interest. A brown “peridot” from Ceylon—a geologically’ 
unlikely locality—has recently been really tested and: 
has proved to be a new mineral which has been givell 


the name sinhalite. 
(Please turn to page 153) 
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Color: 


Characteristically sapphires are blue, its name bein 
derived from the Hebrew “saffir” or the Greek “ga. 
pheiros,” both meaning blue and once applied to al] 
stones of this color. Sapphires also occur in all prin. 
cipal colors (except red which is ruby) and colorless 
and these are termed “fancy sapphires.” 

The most desired blue stones are called Kashmi; 
or Cashmere. These are of a soft “cornflower blue” 
without the slightest trace of black or green and 
today are very rare. The names given to the various 
shades of blue by the trade refer to the types, not 
actual sources of the stones, and there are no actual 
authentic standards. Siam sapphires are intense blue. 
often tending to the “blackish”; Oriental or Burma 
stones are rich, royal blue, darker in artificial light; 
Ceylons are usually lighter blue with a tendency 
toward reddish blue; Montana sapphires are usually 
light, steel blue although the finest stones called 
“Yogo” approach the cornflower blue; Australians 
are very dark blue with a greenish tinge becoming 


black in artificial light. 


How to 
Capitalize 
on the 
Stone of 


the Month 


The SAPPHIRE 


Birthstone for September 
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Visual Characteristics: 


Clear, transparent stones with a high refractive 
index which places them among the most brilliant 
vems. The star stones are translucent. 





Wearability: 


Sapphire like its sister gem in the corundum family, 
ruby, is next below the diamond on the gem hard. 


Co ere a 








; hire 
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sauine star sapphire 
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NEWSPAPER AD 


This suggested newspaper ad is a reproduction of an 
ad mat prepared especially by Metro Jewelry and 
Optical Service, 80 Madison Ave., New York, producers 
of a syndicated service providing ads for jewelers. 
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ness scale and as such is a very durable gem which 
resists scratching better than any other gem except 


the diamond. 


Usual Shapes: 


The clear transparent variety is faceted in cushion, 
round and emerald cuttings; the star stones are cab- 


ochon cut. 


Astrological Significance: 


Sapphires in the clear blue color were believed to 
be stones of wisdom in ancient times and as such were 
supposed to impart the ability of clear thinking to 
the wearer. Today, as the birthstone for those born 
in September under the Zodiacal sign of Libra, it 
signifies “clear thinking” to its wearer. The star 
sapphire was believed to be the “Stone of Destiny,” 
its three cross bars representing faith, hope and 
destiny. As a gem warding off ill omen, its influence 
was believed so strong that it continued to exert its 
power to the first wearer even when it had passed 
‘nto other hands. 


Romantic Background: 


The history of sapphire as a gem traces far back 
into antiquity but, as in some of the other gems, its 
story is confused. The ancients called all blue stones 
sapphires which gives credence to the belief that the 
stone tablets upon which Moses received the Ten 
Commandments on the Mount were of lapis lazuli 
instead of sapphire as was recorded. The ancient 
Persians believed that the. earth rested on a huge 


sapphire whose blue color was reflected in the sky; 
the celestial seat of judgment was believed to be set 
on sapphire. 

The gem soon became cherished as the stone of 
kings who wore it about their necks as a powerful 
defense against harm, to preserve its wearer against 
envy and to attract divine favor. Yet it was believed 
that if a king was to see a sapphire in his crown while 
dreaming it foreshadowed the loss of his kingdom. 
For the man in the street to dream of sapphires meant 
to escape from danger. 

In the 12th Century sapphire began to be regarded 
as the stone most appropriate for ecclesiastical rings, 
a custom which has carried to this day. The sacred 
character and mystic powers attributed to these stones 
was ascribed to by Charlemagne whose famous talis- 
man was once among the cathedral treasures of 
Aachen. During Napoleon’s reign of France he com- 
manded that the talisman be given to Josephine who 
in turn passed it on to her daughter and the daughter 
to her son, Napoleon Third. 

The talisman was composed of two large sapphires 
cut cabochon, one oval and the other square. A small 
cross composed of the wood of the Holy Cross is en- 
closed between the sapphires and is visible only 
through the oval stone. 

Like most of the other stones known and cherished 
by man, the sapphire too was believed endowed with 
certain medicinal qualities. Its special virtues were 
as an antidote against poison and its cool soft color 
was believed to be especially suited to curing diseases 
of the eyes. One authority asserted that if anyone 

(Please turn to page 155) 
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RADIO COPY 


For Women 


ANNOUNCER: City Jewelers guaran- 
tee there'll be stars in her eyes if you put 
a star-sapphire ring on her finger, and 
they offer a very special value, for this 
month of September only. It's a special 
birthstone offer from their magnificent 
collection of birthstone jewelry. It's a 
genuine star-sapphire ring, clustered with 
twenty-two diamonds, in a setting of finest 
10% iridium platinum. The price is $450. 
Federal tax included. Sapphires are 
among the most precious of all jewels, 
and because of their loveliness are 
claimed by Venus, the goddess of beauty. 
Certainly their wonderful blue radiance 
enhance the beauty of all women who 
wear them. City Jewelers are proud of 
their collection of sapphire jewelry which 
includes necklaces, earrings, bracelets, 
brooches, rings, and sapphire studded 
watches. The designs are new and excit- 
ingly different, and they are smartly co- 
ordinated to the newest fashion trend in 
clothes. City Jewelers are at... Main 
St., in your City! 


WINDOW DISPLAY 


Both the star stones and the faceted sapphires may appro- 
priately be shown with this display for the September birth- 
stone. A six pointed star cut from heavy cardboard is 
covered in deep blue fabric and placed .on a circular plaque 
covered in white. A circular copy panel forms the back- 
ground and may have appropriate star and cloud decora- 
tion. Rings are arranged on the star and circle plaques. 
Several gardenias are used to soften the outlines of card 


and plaque. 
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For Men 
ANNOUNCER: City Jewelers bring you 


an important piece of fashion news .. . 


but hold on .. . this is fashion news with 
a difference ... it's for men! And it 
deals with the fine regard men have for 
blue sapphires, the birthstone for Septem- 
ber. Sapphires are a top jewelry choice 
for men of all ages because the rich blue 
beauty of these stones gives quiet distinc- 
tion to the most conservative of business 
suits and is equally distinguished for formal 
wear. Sapphires satisy a man's desire for 
good jewelry on every count, and City 
Jewelers have a selection to suit every 
pocket book. They have tie bars, cuff 
links, lapel ornaments, rings, and organ- 
ization pieces set with genuine sapphires 
from the Island of Ceylon and with superb 
man-made star sapphires that need labora- 
tory tests to distinguish them from the 
real. If you are selecting a gift for a man, 
be sure to consider a fine piece of jewelry 
from City Jewelers! City Jewelers are at 
. . « Main St., in your City! 
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Fall Fashion Story ... 
Lavish Jewelry to Accessorize Simple Lin 3 


Women are going to wear lots of jewelry this fall because of the 
basic simplicity of new fashions in clothes. Here is information 


that should help you in your buying and selling for the season ahead. 


F ASHION is changing again, the petticoat 
revival is over, and the stiff, crinolined silhouettes of the 
past few seasons are folding like billowy umbrellas into 
fluidly slim lines for fall. Fashion is changing, and big, 
balloon sleeves are tapering to sheaths of slenderness. 
Fashion is changing figure-lines, necklines, waistlines, 
fabrics and color preferences, and all of this change is 
brushed with commercial magic, for it’s the kind of 
change that can be turned into profit by promotion- 
minded Jewelers! 

Costume jewelry manufacturers have done a_ perfect 
job of co-ordinating their fall lines with the in-coming 
(Please turn to following page) 
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by WINIFRED PARKER 


Side-d | bib with 
(Illustrations by Dorothy Burke) ide-drape pearl bib with a 


rhinestone clasp by Trifari. 


Above: Antique look in a massive 
chain and medallion made by Coro. 


Right: Marvella's antique brooch 
combines turquoise, rhinestones. 

_ 4 

> 

= i" Left: Necklaces of pearls and ba- 
Qe, o roques are combined fo illustrate 
asc : mixing of “separates” by L. Heller. 
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fashions, and also have designed their new jewelry with 
so much beauty and style interest it is establishing im- 
portant trends in its own right. There’s the trend for 
black jewelry, for lavish bibs, for three-dimensional 
designs, for antique, ancestral looking pieces, and the 
smart merchandising idea of, “jewelry separates.” 
There’s a strong selling season ahead for jewelers pre- 
saged in every line of the in-coming fashion story. 


FALL CLOTHES ‘ACCESSORIZED' BY JEWELRY 


The new silhouette in dresses, coats and suits, as 
shown by the New York Couture, is taperingly slim, 
although it still maintains a softly feminine curve of line. 
One featured dress is called, “The String Bean” which 
gives you a clear idea of the narrowing-point-of-view. 
This simple silhouette needs rich jewelry accessories to 
give it the glamour-look which is also an integral part 
of fall fashions. 

Necklines are focal points of interest and ‘are treated 
in a great variety of ways, and all of them provide 
excellent backgrounds for jewelry. Necklines are high, 
low, wide, or plunge to low narrow-V’s, and, of course, 
they have been given various style names. 

Portrait necklines include wide, scoop-necklines or 
yawning deep V’s, and these should be decorated with 
chokers, necklaces, lavish bibs or accented with pins. 

Narrow V necklines that plunge low in front make per- 
fect foils for fill-in jewelry. 

Round Cardigan necklines should be topped with 
chokers or outlined with necklaces. 

High Turtlenecks should be decorated with pins or 
clasped with a necklace around the outside of the turtle- 
neck, making a frame for the face. 

Waistlines also have been selected as a special area of 
style importance, and the natural waistline is almost 
always defined. This is true even in high waistline 
Empire styles and cummerbunds, or in low middy sil- 
houettes which also curve at the natural line. Dramatic 
pins are the favorite style way to spotlight attention on 
the middle of the silhouette. 

The new sleeves taper to close fitting sheaths and most 
of them are bracelet length which keeps alive our fashion 
fling for wearing multitudes of bracelets, and multitudes 
will certainly be worn! 

Short hairdos are seen in many versions, but Paris 
reports the strongest trend is to wear the hair long 
enough at the sides to fluff it around the face while back 
hair is short. The hair is waved naturally. The ears 
continue to be exposed and fashion stresses the impor- 
tance of earrings for both daytime and evening wear. 

The sweater look is coming in as a top volume style 
both in high fashion circles and mass ready-to-wear. This 
includes not only sweaters, but dresses in sweater ver- 
sions and sweater-like jackets, and much of our jewelry 
this year will be sold to decorate sweaters from daytime 
classics to evening formals. 


FALL JEWELRY WHICH WILL ACCESSORIZE FALL CLOTHES 


The coming coronation in Great Britain is determining 
the fashion mood of much of our jewelry this season, and 
almost every leading house includes a “Coronation 
series.” There is a regal, old-world flavor to a great 
many of the designs and quiet elegance is a predominant 
(Please turn to page 166) 


Right: Single dominant jeweled 
note is given by a grouping of 


bracelets. 


set bracelets are made by Coro. 


Right: Fashion returns the large 
decorative ring. These from Mar- 
vella have new adjustable shank. 


Right: Trifari's ‘Monte Cristo" 
. has large center stone available 
in various colors surrounded by 
baguette "rays" of varied lengths. 
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Left: Necklace and earrings fron 
Victorian-era designs by Michgel 
Paul for Marvella. In gold, sq 
with rhinestones and pearl drops, 








Left: “Place Vendome” is one o 
Trifari's new three - dimensiond 
pieces. It is paved top and bot. 
tom with rhinestone baguette. 












Left: To accent either a low 
high neckline is this gold cha 
bib with flexible collar by Co" 
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Los Angeles Office: 


220 WEST 5th STREET 
LOS ANGELES, CAL. 
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the world’s 
most fabulous 
collection 

of rare 

and historic 
gems 

at the 
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exhibited 
by the 


House of Winston, 


the one 
organization 

in the world 
which deals 

in diamonds 

of every size 
and description 
and also carries 
forward, 

under one roof, 
every step 

of production 
from 

rough stone to 
mounted jewel. 


CALIFORNIA RETAIL JEWELERS’ ASSOCIATION—HOTEL BILTMORE, LOS ANGELES, CAL., AUGUST 17-20, 1952 














Techniques and tools used in hand crafting fine jewelry are displayed and explained in this window display. 





Educational Windows Sell Rings 


I. one word could sum the means to success 
with a jewelry store it would be “confidence.” “The man 
who generates confidence makes the sales,” says Marvin 
Spiegleman, owner of Coronet Jewelers in Philadelphia’s 
City Line Shopping Center. 

For three and a half years this modern store has been 
catering to dwellers on the boundary line between city 
and suburban communities. But already the second gen- 
eration has arrived. One of Spiegleman’s earliest cus- 
tomers was a young girl who purchased a gift for her 
boy friend. Later they came together for the engagement 
ring and the wedding band. Then it was presents for the 
bride from relatives. And now, just recently, they have 
bought presents for the baby. 

This is the kind of repeat business Marvin Spiegleman 
is building on the confidence his customers feel in his 
establishment. One of the important tools in building 
this confidence is instructional windows. “They are strictly 
confidence builders,” says Spiegleman. “If I can con- 
vince one prospective customer that that’s the way to do 
things, I have a customer eventually.” This alone would 
make his instructional displays worth the time and effort 
spent in creating them. But he also reports, “Educa- 
tional windows are, without question, best for pulling 
power.” 

Spiegleman has used one identifying the various 
colored stones, two or three showing identification and 
grading instruments, and several featuring rough min- 
erals found in the locality surrounding the store. 

“Most customers think of gemstones as strange, exotic, 
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Every jeweler knows that customer confidence 
is the key to a successful business. Coronet 
Jewelers in Philadelphia has found an important 
tool for building confidence in the store by 


the clever use of educational window displays. 


by ANNA ROBBINS 


out-of-reach pieces coming from steaming jungles 0 
remote mountain ranges. We try to impress Mrs. Jones, 
who comes to the store after hanging out the morning 
wash, that there are beautiful stones that are available 
for little money, that have all ‘the romance of precious 
gems.” As he does change their thinking, Marvin Spiegle 
man realizes he also builds their interest in the gemstones 
they can afford to buy. 

A closely related feeling that is equally common is that 
having a ring specially designed and made is something 
for the wealthy. A window was created for the purpos 
of promoting custom-made rings. 

It was conceived in a flash and executed in a couple 
of hours. “I find that sometimes I can plan for weeks 
and work for days on a window—and then it’s wrong: 
But, other times, I think of the idea in a flash, put it up 

(Please turn to page 163) 
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Where only the best 


isa bargain _ 


In the really tough day-to-day competi- 
tion you either get diamond service or 
you don’t. 


You have what the customer wants or 
you lose sales. Only the finest service is 
a bargain for the jeweler. . 


That’s why so many jewelers prefer 
Kimberley. Why don’t you discover for 
yourself what Kimberley’s carefully bal- 
anced selections mean? See what de- 
pendable interested service can do for 
your sales. Send for a memo selection 


GOODS SENT 
ON 
MEMORANDUM 
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Sea horse and marine plants set the mood for this dis- 
play of water-resistant watches by Carl Greve, Portland. 





"Back to school in time" was the theme of this watch, 
pen and pencil display by H. C. Capwell, Oakland, Calif, 


School Time is Gift Time for Jewelers 


by W. B. STODDARD 


I. September hundreds of students will be 
going back to school, many of them away to college for 
the first time. Many of them are going to need pen and 
pencil sets, stationery, typewriters and, not to be over- 
looked, a good watch. These, with luggage and jewelry, 
are important going-away gifts from parents and should 
be given important notice in the jeweler’s displays and 
advertising. 

Following are some examples of what jewelers did 
last year to capitalize upon this student market which 
may serve as the springboard of ideas for others to carry 
out in their own stores. 

Carl Greve, Portland, Ore., featured water resisting 
watches for school. He showed on the wall a 15-in. 
gilded figure of a sea horse, while a number of watches 
were attached to submarine plants. Many watches in 
satin-lined cases were shown, three-fourths of them being 
for men, and the rest for women. Gold, silver and leather 
watch bands were also displayed. 

On the wall of an interesting display made by H. C. 
Capwell, Oakland, Calif., was a card headed—“Back to 
school in time, with a fine watch.” A large stand showed 
a dictionary, across whose open pages were four watches 
with leather straps. Watches were hung across open note 
books, small dictionaries. and readers. Pencils and foun- 
tain pens were also shown. A globe of the world, illumi- 
nated within and set in a black frame attracted much 
attention. 

A catchy ad run by Larry Schade, Medford, Ore., was 
headed “Ten O’Clock Scholar? Give an Elgin watch.” 
Watches for young men and young women, and also for 
boys, were illustrated, priced and briefly described. 

Anderson’s Jewelry Co., Salt Lake City, Utah. unveiled 
a window that at once suggested school. On the wall 
was a big blackboard, on which there were several equa- 
tions in algebra. On the floor were two large cutouts 
of a boy and a girl, sitting at a desk, each holding a pen. 
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Sterns, San Jose, Calif., devoted this window to a dis- 
play of leather goods for students returning to school. 


with an open book on the desk before them. Fountain 
pens, pen and pencil sets, watches for boys and girk, 
four standard brands of typewriters, desk clocks, smal 
leather goods, cameras and costume jewelry were shown. 
A card in the corner asked “Are you going away to col 
lege? We have smart luggage and leather goods.” A 
card at the other side said “Back to School. You Need « 
Typewriter, and can get one on easy terms.” | 

This store begins holiday advertising in August, with 


‘a window display showing a wide variety of birthstone 


rings, with the card “Any ring here, $20.00. Lay away 
now, pay weekly, and have a beautiful Christmas gift to 
offer.” It proved very effective for at this time every: 
body is shopping for back-to-school gifts, and when they 
see this collection it starts many to think of buying such 
a ring. Incidentally. it resulted in the sale of a numbet 
of birthstone rings for school gifts. 

Sterns, San Jose, Calif., devoted both their windows 
for a week to a showing of leather goods. The first had 
card “Be ready. Campus bags for back to school.” They 

(Please turn to page 157) 
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Action Through Cooperation... 


‘In unity there is strength” may well serve as the motto for the Washington 


Retail Jewelers Association. Through the concerted efforts of its members, 


this energetic association of jewelers has made itself heard and respected. 





Jack Friedlander, right, and Horace Raphael, are two prominent figures in the Washington association. 


A STATE legislature, desperate for means 
of raising revenue to help make up an impending deficit, 
listened attentively and favorably to the suggestions of 
one of its members that part of that deficit could be 
made up by a 10 per cent tax on retail jewelry sales. 
Sentiment was apparently overwhelmingly in favor of 
the suggestion. By the time the revenue bill came up for 
final decision, however, the jewelry tax was just as over- 
whelmingly defeated and jewelers of that state were 
spared the severe sales losses which would inevitably 
have resulted. . 

This abrupt reversal did not come about merely be- 
cause the legislators in their wisdom saw that the effects 
of such a tax would be discriminatory and unfair to 
retailers of an already over-taxed commodity. It hap- 
pened precisely because members of the alert and ener- 
getic Washington Retail Jewelers Association got busy 
by telephone. letters, and telegrams, and effectively pre- 


FOR AuGustT, 1952 


by EDWARD LUCAS 


sented their side of the tax story to the State of Wash- 
ington’s legislative body. 

Protection of the political interest of its own members 
in particular and the retail jewelry industry in general, is 
only one of the ways in which this particular state asso- 
ciation has been demonstrating the benefits to be gained 
from participation in an alert and aggressive trade asso- 
ciation. It is a demonstration that has grown steadily 
more convincing during the past five years. In that time, 
the Washington State association has grown from a small 
and ineffective group of only 30 members, into one of 
the most energetic and effective jewelry associations in 
the country. With a present membership of about 140, 
its leaders anticipate a still further increase to about 
250 in the not too distant future. That is the approximate 

(Please turn to page 178) 
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Jewelers’ Circular-Keystone’s Report on 


THE DIAMOND INDUSTRY IN 1951 


WORLD PRODUCTION 
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Accurate figures regarding diamond production are not avail- 
able for all countries. Exact figures received from official sources by W. F. FOSHAG and GEORGE SWITZER 
are given in most instances. Where estimates are given they a a a, 
9 


are believed to be reliable. ee : 
Total world production of diamonds during 1951 was the Division of Mineralogy and Petrology, 

highest in history, and approximately 1,500,000 carats higher Smithsonian Institution, Washington 25, D. C. 

than in 1950. Details are given in the following table. 


(Published by permission of the Secretary, 
Smithsonian Institution) 





WORLD PRODUCTION OF DIAMONDS, 1948-1951 SOUTH AFRICA — GENERAL 


BY 
camaanaan mw oh In 1951 total production in the Union of South Africa and 
senunnian citnieninncannemminnt South West Africa was 2,634,410 carats valued at £20,416,056. 





























e . . e © in 
1948 1949 1950 1051 This does not include production from the State diggings }1 
Namaqualand, which figures are not published by the Depart: 
Africa: ment of Mines. 
Peereerer er 795,509 769,981 538,867 751,447 ' . 
Belgian Congo..... 5,824,567 | 9,649,896 | 10,147,471 | 10,564,667 Union of South Africa Carats 
French Equatorial . : 1,967,272 
Mg tare eee be 4122928 111,607 bony — —- pias mama ee eeee 153 041 
rench West Africa. ‘9 94, 34 1, ncontrolled alluvial production ..............: — ; 
Gold Coast........ 2850,000 | 14972,976 2950,000 | 271,600,000 : , : , 
Sierra Leone....... 465,518 494.119 655,474 475.759 Consolidated Diamond Mines of South West Africa... 478,075 
Southwest Africa...) 200,691 280,134 488,422 478,075 022 
Tanganyika........ 148'169 191:787 195-274 108°625 Production by independent sources ......... rere <a 
— <= South 10 
rica: 
Ki 222222:] A990000 | 285988 | gabe | gen Ses mae 
ea , ' ; ,674 , 
Brazil. 5... 0.00.00. 250,000 | 250,000 | 200,000 | 200,000 DE BEERS GROUP OF MINES . 
ritis ee ' 4, 4 43, ; ‘ i i rom 
Venezuela........... 75,513 56,362 60,389 63,226 De Beers Consolidated Mines continued to produce chiefly " 
Other countries’... ... 3,500 3,000 3,000 3,000 the Dutoitspan and Wesselton Mines in Kimberley, and ne 
Grand Total Jaegersfontein Mine in the Orange Free State. The premier 
(Round Figures)..} 10,047,000 | 414,175,000 | 415,260,000 | 16,780,000 Mine, operated by a De Beers subsidiary, the Premier (Trans 
vaal) Diamond Mining Company, Ltd., is also a major producer. 
fo ated a Smaller production was reported from numerous other areas. 
2 Includes an estimated 109,000 carats for State Mines of Nama- Production from the Wesselton Mine is about 50 per cent ID 
qualand. dustrial grade, while 80 per cent of the Premier Mine produc: 


rs : 
Revised. tion is industrial. 
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BAUMGOLD BROTHERS 





invites your inspection 


of the fabulous 








The world’s most complete collection of 
diamonds from the fabulous Jagersfontein 
Mines offering the dealer a wide selection of 
sizes and cuts for prestige, display and 


profitable sales. 








BAUMGOLD BROTHERS, INC., 62 WEST 47% rn STREET, N. Y. 
Diamond Tool Research Co., 304 East 45th Street, N.Y. 
Dallas, 311 South Akard St. * Los Angeles, 220 West 5th St. * Melee Plant, 305 East 45th St., N.Y. 
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Of the total 1951 production from the Union of South Africa, 
production from the De Beers group of mines was as follows: 











| Average 
| Loads |! Carats | Carats | Cost per 
| Washed | Recovered | per Load| Carat 
| | | 
Wesselton Mine............ | 1,985,947 | 348,727 | 176 | 38/3.9 
Bulfontein Mine (Sampling) .|.......... |  § te di ensie dada te hd 
Dutoitspan Mine........... | 2,386,275 246,033 103° | =(67/0.9 
De Beers Mine (Sampling)...!.......... | nD Dees cane os poeeeeree 
De Beers Floors............! 33,514 | 12,144 362 = =|~= 12/8.1 
De Beers Cylinder Lumps. . . | 58,097 | 12,971 223 |) = —25/2.6 
Kimberley Floors........... 40,878 | 13,835 098 | 43/1.8 
Wesselton/Dutoitspan | | 
Cylinder Lumps.......... | 168,251 | 17,030 104 | 30/10.2 
Bulfontein Cylinder Lumps. | 19,778 | 2,299 116 |) 35/8.1 
Miscellaneous sampling..... | 13,928 | 4,568 328 | 81/2.2 
EST | 391,520 | 30,728 078 | 96/8.6 
Jaegersfontein............. 1,922,566 | 126,190 .066 | 103/5.7 
Premier Mine.............. | 4,354,675 | 1,134,942 - a re 
cs rrr leckivaea eas | Oe. Gi gewsecsbscaceea es 
s aeanaiielenieaetasenlentae RARER siirwsenvanarasieesinsmpnaetic nae 
Totals. . ..! 1,952,000 |. 





OTHER PIPE MINES 


As in 1950, only two mines outside the De Beers group showed 
results of any importance during 1951. Their production was 
as follows: 

Mine Carats £ Average Price 
Leicester Mine ...... 1,876 16,305 173/10 
Star Diamond Mine.. 13,396 172,000 256/9 


SOUTH AFRICAN CAMPS 

The alluvial diggings of South Africa have shown little change. 
There is little available new ground to replace old ground as 
it is exhausted. However, increased prices for rough have stimu- 
lated increased production in 1951. Total uncontrolled alluvial 
production in 1951 from the Union of South Africa was 153,041 
carats, valued at £1,323,012, for an average price of 172/11. This 
is a considerable increase over the 91.666 carats, valued at £893,- 


643, produced in 1950. 
SOUTH WEST AFRICA 


The alluvial diamondiferous deposits of South Africa extend 
from the mouth of the Orange River north for 300 miles to Con- 
ception Bay. They are a northward extension of the Nama- 
qualand occurrence of Cape Province. The Consolidated Dia- 
mond Mines of South West Africa, Ltd., holds the diamond 
rights to much of this area under a concession extending to 
1991. The chief producing areas are Area G, Bogenfels, Elizabeth 
Bay, Area U and Chameis. It is expected that Area M will be 
brought into full production during 1952. 

Production by Consolidated Diamond Mines of South West 
Africa, Ltd., shows a steady increase. Ten years ago produc- 





tion was 46,600 carats.. In 1951 it totalled 478,075 carats an 
increase of approximately 100,000 carats over 1950, or oa 
than ten times the output of 1941. 


BELGIAN CONGO 


The Belgian Congo continues to be the world’s largest pro. 
ducer of diamonds in quantity, but is second to South Arica in 
terms of value. Belgian Congo production is approximately 95 
per cent industrial grade and this country supplies about three. 
fourths of the world’s supply of crushing bort. 


The breakdown of producton for 1951 into companies and 
values is given below: 


Carats Value 

Forminiére ..............6. 389,318 £517,000 
Consortium E. K. Ll. ...... 148,334 197,000 
Beceka ......ccccc ccc ecees 10,027,015 3,044,000 
10,564,667 £3,758,000 


SIERRA LEONE 


Total production for the year ending December 31, 195], wa; 
475,759 carats, of which 34 per cent were gem quality and 66 per 
cent were industrials. 

Production figures for the past five years are as follows: 


Year Carats 
BE tn nteacvenusvacenunnceens 605,554. 
ME? vucecknedenaceeedenaass 465,518 
Be ccanutedccuadaeees exons 494.119 
SE 644 engsce cues ienawsent 655,474 
BE 6.<eendavesedeabhantoes $75,759 


FRENCH EQUATORIAL AFRICA 


During 1951 the Economic Cooperative Administration made 
contracts with the Societé Miniére Intercoloniale (SMI), an 
entirely French-owned company with headquarters at Berberati, 
in Oubangui-Chari. SMI is one of the three leading diamond 
producers of the region. Under the terms of the contract ECA 
is to advance up to 85 million francs for exploration for diamonds 
in SMI properties north of Bria. If the exploration is successful 
a new agreement may be reached involving an advance up to 
166,250,000 francs for production purpose. A _ second contract 
with SMI provides an advance of up to 205 million counterpart 
francs for the expansion of diamond producing areas east and 
north of Berberati. In addition to the ECA advance, SMI will 
invest substantial funds on its own account to adequately equip 
the operation with specialized equipment. Repayment to ECA 
will be made in industrial diamonds or other materials. 

It is expected that this ECA aid will result in an increase in 


(Please turn to page 168) 







The Consolidated 

Diamond Mines of 

South-West Africa, 
Limited. 





Administrator 
Union for South-West 
Government Africa 


Premier (Transvaal) 
Diamond Mining 
Limited 











(For contracts with 
Producers outside 
South Africa, i.e.:- 
Sierra Leone, 
Angola, 

Congo 

Gold Coast, etc.) 


Flow chart of the organi- 
zations involved in the 
production and distribu- 


tion of the bulk of the 








The Diamond Producers Association 








world’s gem and indus- 
trial diamonds. 





Gem Diamonds 





The Diamond Purchasing 
and Trading Company, 
Limited. 


The Diamond Trading Company, 
Limited. 
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Indugtrial Diamonds} 


Industrial Distributors 


Industrial Distributors 
(Sales), Limited 
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Showmanship 


Makes Headlines 





by A. S KESHEN 


A STORE OPENING or announcement of mod- 
ernization is always an important occasion in the life of a 
business establishment. It provides a timely opportunity 
to demonstrate to the community the importance and 
value of the enterprise. At that time shoppers are always 
in the mood to look around and satisfy their curiosity 
over the brand new surroundings and merchandise. 

That is when dramatic showmanship, effectively em- 
ployed to attract the widest public interest and inspection 
of the premises, means volume-building promotion which 
cant be duplicated later. 

Fully aware of these possibilities, Siderides Jewelry of 
Union City, N. J., in announcing their modernized quar- 
ters staged an extended affair packed with human interest 
appeal which kept the store thronged with well-wishers 
for days. The varied program included the personal ap- 
pearance in the store of a nationally prominent master 
of ceremonies, the awarding of a diamond ring as a 
major door prize together with a large number of smaller 
gifts, distribution of free tickets to a popular television 
show, hostesses, music, and the traditional cutting of the 
tape at the entrance by the mayor with attendance of 
city officials and other local big-wigs. 

When the tired management tallied the results they 
estimated that about 10,000 persons had come into the 
store over a 10-day period, reams of publicity had ap- 
peared in the local newspapers, and a host of new friends 
and potential customers were made. 
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A varied, highly dramatic pro- 
gram attracted about 10,000 cur- 
ious Jerseyites to the new store 
during the 10-day grand opening. 


The modernized store, located 
at the corner of a principal 
shopping district, has an gli. 
glass front which permits yp. 
obstructed view of interior 





The store’s physical appearance is fully in keeping with 
the alert merchandising techniques of the management. 
Of average size, 36 by about 18 feet, the departmentalized 
merchandise is set up against eye-appealing fixtures which 
serve to dramatize the stock. 

Leading feature in this set-up is a curved row of vall 


showcases which draws the eye and leads a spectator to 
(Please turn to page 187) 





The crowded store was given a running commentary on the draw: 
ing for a $250 diamond ring prize by Ted Brown, TV celebrity. 
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LAZARE KAPLAN & SONS 


say 
“WELCOME” 


to jewelers attending the 


ANRJA CONVENTION 


Our office is 

five minutes from 

The Waldorf-Astoria. 
Our suite (12 G and H) 
im the hotel 

will be a cool place 
with a warm greeting. 
Here or there... 


WE HOPE TO SEE YOU 


LAZARE KAPLAN & SONS, INC. 


Cutters of the Jonker Diamond 


ROCKEFELLER CENTER ° 630 FIFTH AVENUE * NEW YORK 20, N. Y. 
TEL. COLUMBUS 5-0870 


Diamond Cutters and Importers 


Members: American Gem Society and Gemological Institute of America 
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Personality 


Bob, left, and Gerry Mohiman 
have made numerous ring sales 
to people who had become fa- 
miliar with them as a direct 
result of their radio shows. 


ia the Airwaves 


The personal, friendly touch of jeweler Bob Mohlman’s radio shows has succeeded 


in bringing him a good deal closer to the public. His campaign of friendliness 


in advertising has fulfilled his aim of 


. 

—_— jewelry becomes easier after you 
have sold yourself to your customers, Bob Mohlman of 
Gerry Mohlman & Son, Lafayette, Indiana, has learned. 

For several years, the Mohiman advertising campaign 
has relied mostly on radio because this medium gives 
Bob a chance to get into the homes of potential customers 
and make himself known personally. He himself super- 
vises the planning of all shows, writes all copy for the 
commercials and reads all the commercials on the broad- 
casts. 

This friendly approach fits in well with Mohlman’s 
reputation as one of central Indiana’s oldest. best-estab- 
lished jewelers. The store is something of a landmark 
in Lafayette. having been founded by Gerry Mohlman. 
who is still active in its management. 46 vears ago. 
Gerry Mohlman is a past president of the Indiana 
Jewelers’ Association. while his son heads that group for 
the 1951-52 term. 

Bob Mohlman grew up in Lafayette, staying on after 
high school to attend Purdue University. By the time he 
took an active interest in the management of the store. 
he had acquired a large following of friends from whom 
he learned that confidence in the salesman eliminates a 
lot of the uncertainty which plagues almost every person 
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selling jewelry after first selling himeelf. 


by BEN KRUSE 


shopping for jewelry. What he needed, Bob decided, 
was still more friends. He had to sell himself before he 
could sell his jewelry. So Bob took to the airwaves. 

His first major effort was a wartime show titled “Kiss 
the Boys Goodbye.” It featured recorded interviews with 
men about to enter the armed forces. The records were 
cut at the railroad station as the boys left for camp. 
Interviews included talks with both the boys and the 
families and sweethearts who came to the station to see 
them off. 

This series taught Bob an important lesson in adver- 
tising: 

In afhliating or identifying yourself with a specife 
eroup or class you earn the respect and friendship ol 
almost everyone connected with it. 

With the “Kiss the Boys Goodbye” series. Bob was 
identified as a friend of young men called to military 
service. This established a bond not only with the boys 
in or about to enter the service, but also with their 
families and close friends. This took in the vast majority 
of the population of Lafayette. 

(Please turn to page 188) 


THE JEWELERS’ CIRCULAR-KEYSTONE 


















ES TABLIS H ED | 8 & 6 





IMPORTERS AND CUTTERS OF 


DIAMONDS 


608 FIFTH AVENUE 
NEW YORK 20, N. Y. 








Cutting Works: London 
64 West 48th Street 32/34 Holborn Viaduct 











We have a large stock of Precious Stones, mounted and unmoun 
.. which to make your selection. Let us cooperate with you on your | 


JEROME RICHHEIMER 


New York 20, N. ; 


* Reg. U.S. Pat. Of. 
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- . 608 Fifth Avenue 


GEmsS OF 












TME MOOE’* 


FOR AuGusT, 1952 137 

















a 
ee 


Tso ene araye™® 


Las, 


* Pes 
28 


1. Model #5094, top, is a 17-jewel ladies watch with 
21 cultured pearls, 8 genuine sapphires. $180, Key- 
stone. Model #5093, below, has 13 cultured pearls, 8 
diamonds and is $250, Keystone. Honora Jewelry Co. 


2. Shown are two models from the new group of East- 
ern Star rings created and manufactured by Goodman 
& Co. of Indianapolis. Eastern Star dinner ring, top, 
retails at $39.50; other star ring retails for $24.95. 


3. "Queen of the Nile" scarab pendants by Admark of 
Philadelphia, feature scarab cut pendant stones set 
in a gold or gold-filled mounting and suspended from 
a rope chain. Stones are available in eight colors. 


4. Inspired by the Victorian age, this imported mesh 
purse features a gate top, gold and silver finishes. 
The top is available ornamented or plain. About $2 
retail. From Rudson Wood, Inc., 15 W. 44 St., N.Y. C. 


5. A Marcé design watch, William B. Ogush, Inc., has 
12 fancy cut diamonds weighing |.11 carats and 10! 
round diamonds weighing 2.5! carats. $2900, Keystone. 


6. This diamond and platinum bowknot brooch contains 
10! round diamonds, 17 baguette diamonds with an all 
platinum brooch mounting. From Raymond Abrahams, 
551 5th Ave., New York. Priced at $5000, Keystone. 


7. This new bracelet watch by Schulz, 304 E. 45 St., 
New York, has 14K yellow gold rope bracelet, 10 full 
cut diamonds set in ten per cent iridium platinum. 
The gold rope bracelet is completely hand woven. 
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Available on consignment for your special 


requirements. Platinum and gold Jewelry— 


precious colored stones, loose diamonds 


Specify price range desired. 


RAYMOND ABRAHAMS 


551 Fifth Avenue e New York 17, N.Y. 


VAnderbilt 6-0457-8 
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1. One of three new companion sets of Lord and Lady 
Elgin timepieces, the "Ascot" model has a I4K gold- 
filled case. Companion set comes in a special gift 
box. Retail price for each watch is $71.50, F.T.I. 


2. Model #15269B by Seth Thomas is automatic, shock 
resistant, anti-magnetic and comes with expansion 
bracelet. It has 17-jewels, a I!0K gold-filled bezel 
and stainless steel back. Retails at $71.50, F.T.I. 


3. The new Bulova ‘'Empress Margaret" features a 21- 
jewel movement with a 14K gold case which provides 
a beautiful setting for the two diamonds. “Empress 
Margaret," style #5152, is priced to retail at $150. 


4. Designed for sportsmen are these watch models 
by Timex. Each has chrome bezels, stainless steel 
backs, and genuine leather straps. Retail prices, 
left to right, are $11.95, $9.95, $10.95, plus tax. 


5. Sweetheart "Enchantment" by Benrus has 1|7-jewels, 
yellow rolled gold plate top, stainless steel back, 
beautiful heart on dial, and a matching expansion 
bracelet. Retail price for this Benrus is $59.50. 


6. The new Wittnauer Rand offers an expansion brace- 
let that is an integral part of its case. In strong, 
masculine style with gold-filled case and expansion 
bracelet, the Rand is priced to retail for $69.50. 


7. The Le Coultre Futurematic is 100 per cent self- 
winding automatic watch, no winding stem. Comes 
with reserve power indicator. The gold-filled case 
model retails for $99.50; 14K gold model retails at $165. 
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As Chicago Goes... 


80 goes New York... and the nation! 


at the shows 

at our showrooms 

vou will find out 

that IMPERIAL 

Cultured Pearls 

are the finest 

the most. famous 

the most publicized 

and the best merchandised 


Cultured Pearls 


in the world! 








Imperial’s latest, original 
SELL-MORE-CULTURED-PEARLS 
Merchandising Plan, introduced 

at the NACJ Show in Chicago, 

July 27-31, is winning acceptance 
from retail jewelers 

all over the United States. 

That is the success story 


of all Imperial Cultured Pearl 


merchandising plans and promotions. 


They start in Chicago — 
repeat in New York... then 


take hold all over the country! 


World's Largest Importer of Cultured Pearls 





IMPERIAL PEARL SYNDICATE 


CHICAGO: 5 North Wabash Avenue, DEarborn 2-2844 O NEW YORK: 607 Fifth Avenue, Plaza 8-1076 
DETROIT: 914 Michigan Theatre Bldg., VW Oodward 2-1300 © LOS ANGELES: 607 So. Hill St., TUcker 6159 
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|. "Airtex" is one of Marvel Jewelry Mfg. Co.'s new 
collection of men's expansion watch bands. It is 54" 
wide, 1/20 I2K gold-filled with stainless steel back. 
"Airtex," attractively boxed, retails at $9.50, T.I. 


2. "Flair" is one of 10 watch bands from Flex-Let's 
fall line of “Fashions for Watches." It is available 
in yellow, pink and white gold-filled: expansion cen- 
ter has stainless steel backs. $9.95, retail, F.T.I. 


3. "Neet,"' a watch strap made of Neolite by the Lasko 
Strap Co. of New York City, is a test tube develop- 
ment of the Goodyear Tire & Rubber Co. It is not a 
plastic and, according to tests, is harmless to skin. 


4. Kestenman Bros. Mfg. Co., Providence, has intro- 
duced a ladies’ band with tropical hardwood links as 
companion to its successful "Woodland" for men. The 


“Miss Woodland" retails for $12.75 and $12.95, F.T.I. 
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CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS ° 





LEONARD ROSENTHAL, 


CULTURED PEARL 


eFine quality pearl necklaces at all prices. 
eUndrilled cultured pearls. 


e Graduated assortments. 


610 FIFTH AVENUE 
NEW YORK 20, N. Y. 


CABLE ADDRESS: LEOROSTHAL 


CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS °* 
eSTYVdid GIYNLING « SITYVAd GIYNLING « STIYVAd GAYNLINGI »« STYUVAd GIYNLINGI 


*CULTURED PEARLS * CULTURED PEARLS * CULTURED PEARLS 
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Watchmaker Prestige result, the Brooklyn Watch Case Co. was founded in 1873. 


In coming closer to our own age and times, we find 


(From page 105) that the mass production of automobiles owes its intro. 








It was only a few decades ago that “talkies” were intro- Wiedew Display Highlights Store’s 
duced by Hollywood. Yet the method of recording pic- : 
tures with sound was known and described in full detail Service Department 
65 years ago by Charles E. Fritts. Born in 1838, Fritts The store’s service department merits a good build-up 
became a watchmaker and his book on watchmaking is occasionally, is the belief of Smith Patterson's, Boston, 


sull regarded highly. 


Probably more significant was Fritts’ invention o! 
what is claimed to be the first device for photographing 
sound. Unfortunately, he was not permitted to patent 
his discovery though his description was complete. 

As a young man Fritts served as technical editor for 
THE JEWELERS’ CircuLAR. Apart from this work, he 
‘virtually lived in his laboratory at 303 West 50th Street 
in New York City. It was here that he made the dis- 
coveries with the selenium cell ‘our “electric eye”) 
which gave him a membership in the American Associa- 
tion for Advancement of Science. 

Another name on the roster of famous jeweler-inven- 
tors is William Hayden Wheeler, a jewelry salesman who 
traveled out of New York City for the old firm of 
Charles E. Hale. As a result of his continuing contacts 








with the trade he became obsessed with the idea of mak- 

ing watch cases by machinery. What with watch move- Recently the firm prepared the above display to publicize 

ments already manufactured in that way, why, he asked, its service department. 

should not cases be made by machines, too? Appropriate display and mention was given to silver 
After several years of experimenting and perfecting plating and repair, engraving, watch repairs, silver polish- 

his machine. Wheeler came out with his invention. As a ing and the purchase of old silver. 


ee 





“> > > Special: LOOSE YELLOW PEARLS for EXPORT < << 


meral 
Cultured Pear 


LOOSE PEARLS 
MABES (half pearls) 
NECKLACES 


ZA. 0. LEVKOV | 


565 FIFTH AVENUE at 46th 
NEW YORK 17, N. Y. od 
TELEPHONE: PLaza 3-9727 





ALL SIZES 
ALL QUALITIES 
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Square Brass Case 
finish. Jewelled Move 
Numerals. Operates for 10 
on 1, Volt Dry Battery and Ma 
Pendulum. Size 87/, x 6% x4} 


No. 7767 
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duction. in no small part, to the early skill and technical 
knowledge Henry Ford obtained as an amateur watch- 
maker. 

For Henry Ford was so intrigued with his first watch 
that he promptly proceeded to take it apart and examine 
‘+. However, he did put it back together successfully. 
So successfully, in fact, that by the time he reached the 
sixth grade he had fixed some 200 watches for friends 
and neighbors. At a later date Ford seriously enter- 
tained the idea of entering the watch manufacturing busi- 
ness. 

Todav the mechanical achievements of watchmakers 
continue. New and finely designed chronometers, calen- 
dar watches. automatic wrist watches, electronic-powered 
timepieces—all are being turned out by contemporary 
craftsmen. Who is to say that from this group of me- 
chanical genuises there will not emerge new James Watts 
and George Stephensons? 





Practical Tips on Diamond Buying 


A warning against bargain shopping for diamonds 
was made recently by Schoonovers Jewelers. 120 E. 
Water St.. Elmira, N. Y., through the medium of an 
institutional newspaper ad offering the public practical 
tips on diamond buying. 

Caption on the ad read: “Looking For A ‘Bargain’ In 
A Diamond Ring? 

“You’re bound to hear it somewhere. The promise 
to give you a real buy in your engagement ring. But 
consider this—do you know enough about diamonds 








yourself to be able to tell a ‘bargain’ from an over- 
priced ring? 

“The odds are against you. Only an expert in the 
diamond field has the knowledge required to compare 
one diamond with another—and to recognize the ‘bar- 
gains’ that become available very, very infrequently. 
As a layman, you must depend on the advice of others 
to give you the best value for your money. But you 
can do so with confidence if you insist on these time 
tested safeguards. 

“Take the time to find out these three facts, to be 
sure of good diamond value: 

1. The quality of the diamond itself as determined 
by a reputable diamond expert. 

2. The reputation of the ringmaker, and the jeweler 
you buy from. 

3. The written guarantee which stands back of your 
purchase. 

“All of these important safeguards are yours when 
you choose a nationally-advertised Artcarved diamond 
ring. made by a firm known and trusted for 100 years, 
and endorsed by Schoonovers. 

“Four factors—not one or two—are important in 
judging the quality of a diamond. Color, clarity, cut 
and carat weight. Expert skill and knowledge is required 
to evaluate these factors, and determine a diamond’s 
true value. 

“That is why you must be certain of the reputation 
of your ringmaker and your jeweler, and certain that 
his written guarantee is complete, specific, and _ trust- 
worthy.” 
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for the 27th consecutive season the biggest 


advertising program in the ring industry is 
building Big Business for Keepsake Jewelers — 


Pre-selling customers by featuring 
what they want most in diamond rings 
... Absolute proof of PERFECT QUALITY 
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Repair Department 


(From page 1038) 


with slanting platforms are suspended from the window 
ceiling, each one featuring a miniature display about a 
particular kind of repair work. Arrow-shaped cards 
command attention and carry explanatory copy. 

In Sketch B, a pane!, cut to fit against the plate glass, 
covers the entire window with the exception of six circu- 
lar openings for shadow boxes containing similar minia- 
ture displays. A copy streamer and cards also appear 
against the plate glass in this window. 

Sturdy cardboard cartons can be neatly covered with 
colored paper and suspended from the four corners for 
the boxes in Sketch A. Plain cardboard covered in fabric 
or paper is fitted in each box to form the slanting plat- 
form. One large arrow carries general copy . . . smaller 
arrows are pinned to each box. 

Square boxes can also be used for the circular open- 
ings of large panel in Sketch B, or flat plaques with mer- 
chandise pinned to them can be hung directly back of 
each opening. This window gives somewhat more of a 
spotlight effect than Sketch A. 

The particular repair features that you will want to 
show will depend on the services vour store is best fitted 
to give. but the following general suggestions should be 
usable in almost any store. 

For one display, the pericdic cleaning and checking 
of watches to assure their accuracy and dependability 
should certainly be featured. A selection of tiny watch 


parts can be shown with such copy as—“These are Some 
of the tiny parts of a watch wuich must be jn perfect 
adjustment for your watch to give accurate time. Le us 
check your watch today without charge or obligation,” 

A selection of men’s and ladies’ watch bands should be 
shown in another box with the suggestion that your 
watch can be made much handsomer as well as more 
efhicient. 

A separate nook can be devoted to a display of varioys 
sizes and shapes of watch crystals with such copy as— 
“Even a tiny crack in the crystal of your watch permit 
the entrance of sufficient dust, grease and moisture to he 
extremely harmful to the delicate mechanism inside 
Replace cracked or broken crystals immediately.” 

Remind the ladies that pearl necklaces need cleanins 
and re-stringing periodically to avoid breakage with 
consequent loss of beads and to keep the delicate pearls 
shining and lustrous. 

Show contrasting pieces of old and new jewelry with 
the suggestion that outmoded pieces can be reset jn 
smart, modern styles adding many years of pleasureable 
wearing to gems thought to be out of date. A separate 
spot can be devoted to the necessity of periodic checking 
and cleaning of all fine jewelry pieces to make sure that 
settings are not worn and catches are secure. Showing 
some worn settings under a small magnifying glass would 
be good display for this point. 

The replating of silverware can be featured, showing 
old and new pieces in contrast. This “before and after” 
technique may seem somewhat “corny.” but in this type of 
display. it is about the most effective device one can use. 
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.. That’s why your fashion conscious customers 
will love Art-Craft’s Jade creations. In the 
’ treasure rooms at Art-Craft is one of the 

- «4 largest selections of the finest Jade 
jewelry ever to win the heart of 

a customer. Place your order 









today and see why Jade 
H eee : tig can be a big seller 
& oe r Fe : of a in your store. 







14K Gold Cabachon Jade 
Drop Earrings with Cultured 
Pea rl—$159. 


Ce 14K Gold Garved Jade 


OE” A 0 deal a: Sa PMI a FD Darn Or ie "rrr 


America's Leading Manutacturer 
of Jade Jewelry 


Art-Cratt Jewelry Co.. 1 West 47th st. N.Y. 19, N.Y. 
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he jewelry illustrated here 
is indicative of two outstanding 


Church characteristics. 
1. QUALITY 9. DIVERSITY 


Enjoy the prestige and profit of showing 
_ and selling . . . jewelry by Church. 


4714 14 Kt. Scarab Bracelet 





5100 14 Kt. Synthetic Ruby Ring 


2888W 14 Kt. Amethyst & Diamond Ring 


SEE US AT THE 
WALDORF, 


ATTENDING 
THE CONVENTION? ROOM 599 


4679W 14 Kt. Genuine Sapphire & Cultured Pearl Brooch 


4708W 14 Kt. Genuine Sapphire & Cultured Pearl Earrings 


CH U RCH oh neremtme rescues I 


MANUFACTURING JEWELER 
mT 


i 
ini ! | 2 Garden Street | | OMIA, 
ed Staten and Canad Newark 5, N. J. Member American Gem Society 


Unued States and Canada 
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If you lean toward savings with safety 
then you'll like this new slant on insurance! 
We've added NON-ASSESSABILITY to 
all our policies (fire, extended coverage, 
jeweler’s block and business interruption) ! 
Now you can enjoy the 30% dividends we 
are currently paying, and make that saving 
with complete assurance. 


WHO IS ELIGIBLE? 


We insure jewelers (retail, wholesale and 
manufacturing), watchmakers and optome- 
trists—plus the employees (on their homes 
and household goods). Because these are 
selected risks, our losses are lower. We 
employ no salesmen. The savings (cur- 
rently 30%) are returned to policyholders 
as dividends. A card will bring you full 


information. No salesman will call. 





JEWELERS MUTUAL 
INSURANCE COMPANY 
Jewelers Insurance Building, Neenah, Wis. 
Offices in New York, Milwaukee, Chicago 











Formerly called 
National Jewelers 
Mutual Fire 
Insurance Company 
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Signposts to Service 


(From page 109) 


glued back and front to the inside edges. Copy panels 
can be hand lettered and attached with rubber cement 
for easy removal and replacement. Heavy cardboard, 
lightly padded and fabric covered, is glued firmly to the 
right hand page. Watchbands, jewelry settings, and ¢, 
forth, can be pinned to this panel. 

The second unit is built around a large magnifyin 
glass. A watch case and a grouping of watch parts me 
arranged on a fabric covered pad under the magnifying 
glass. A copy card above the glass suggests that the 
customer examine the parts under the glass in order to 
appreciate the delicate adjustments necessary to keep a 
watch in good running order and suggests periodic 
check-ups—without obligation, of course. 

The third unit shows an upright frame for copy with 
interchangeable pads for merchandise placed on a slant. 
ing platform. 

The other sketches with this article illustrate various 
treatments for repair department counters. Sketch A 
makes use of several photographs enlarged to uniform 
size and forming a panel to the left of the counter. This 
panel can conceal storage or working space. You can 




















C. The arrangement for this sketch is adaptable 
for a curved counter as shown or a corner. 


probably obtain suitable pictures from some of the 
watch and jewelry manufacturing companies . . . factory 
scenes, men at workbenches, hands performing delicate 
operations, close-ups of watch parts or jewelry settings 
would all make appropriate pictures. Prints can be tinted 
sepia brown and framed with narrow wood moulding. 
A revolving unit for displaying various styles of watch 
bands is shown on the counter. The wall to the right 
may be used for a poster or copy card featuring specials 
in other departments or listing repair services. 

Sketch B is a corner counter with posters at either 
side to designate jewelry and watch repair sections. 
Photographs again may be used here, or drawings cal 
be shown if preferred. Unless you can get and are will. 
ing to pay for excellent art work, photos will probably 
serve better and cost less. An enlarged print of a ring 
and a pearl necklace—or any other jewelry pieces which 
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#980 
GOLD ELECTRO PLATED—EXPOSED ROTOR TWO-WAY OSCIL- 
LATING PENDULUM—12!/," HIGH 734" DIAMETER BASE 


UNITED CLOCK CORPORATION 


379 DE KALB AVENUE BROOKLYN 5, N. Y. 





NO MORE BROKEN GLASS DOMES 


FOR YEARS THE BIGGEST HEADACHE IN THE SALE OF DOME CLOCKS HAS BEEN 
THE BREAKAGE DUE TO HANDLING AND SHIPPING AND THE NATURAL FRAGILITY 








UNITED now comes up with the 
answer in its new crystal clear and 
shatter proof styrene dome. 


NOW AVAILABLE—AT NO 
ADVANCE IN PRICE. 


“PERPETUA™ 


UNITED'S ANNIVERSARY TYPE 
ELECTRIC CLOCK 


WITH THE NEW SHATTER 
PROOF DOME WITH THE OS- 
CILLATING METAL PENDULUM. 


$7 9.95 (plus tax) 








VVVVVVVG 


Announcing: 


“ENCHANTE” 


UNITED'S NEW ANNIVERSARY 
CLOCK DESIGNED FOR SPECIAL 
PROMOTIONS. 


® Pendulum rotates one way 


© Completely concealed motor other- 


wise. 


SAME GENERAL APPEARANCE 
SAME HIGH GRADE FINISH 
SAME POWERFUL MOTOR 
SAME SHATTERPROOF DOME 


PRICE? « NEW SURPRISING LOW. 
JUST ASK YOUR JOBBER FOR THE PRICE 
SETUP ON UNITED'S #975. 


LEADING JOBBERS OF JEWELRY, HOLLOW- 
WARE AND NOVELTIES THROUGHOUT THE 
U. S. AND CANADA WILL SERVE YOU. 
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you prefer—appears to the leit. Various watch parts in enlarged photostatically. Copy on the poster shouid 


scattered arrangement make the other poster. Prints can indicate the approximate enlargement of tne watch case 
be mounted and framed against the wall and lettering over actual size. A small shadow box to the right of the 
done on the finished print. counter features merchandise from other departments. 

The arrangement for Sketch C could be used for either The counter top can be utilized for interesting copy 
a curved counter as shown or a corner. Four small panels which will give the customer something to read 
shadow boxes are recessed into the two walls and are while he is waiting for the examination of his watch o, 
used to feature repair services and special items from jewelry to be completed. Such copy panels might feature 
other departments. Space available will dictate the size merchandise attractions and sales or a list of Do’s ang 
of the shadow boxes. If they must be shallow, poster Don’ts for the care of your watch and precious jewelry, 
technique will have to be used in decorating them, but A glass top on the counter will keep posters from becom. 
as much of a three-dimensional effect as possible should ing dog-eared! 





be achieved. Paper sculpture work would be very effec- 
iV hese. 
senndhmnin: ststtecs nec ‘We Have the Unusual Watches’ 

The fact that Deister & Butler, Elmira, N. Y.. carries 
a wide selection of “unusual” watches was recently pub- 
licized in an effective newspaper ad which featured 
sketches of different watch models. 


Caption of the ad read, “We Have the Unusual 
Watches.” The copy read, “Many a watch buyer these 
days desires something different from the ordinary type 
of wrist watch or pocket watch. Thus, in keeping with 
our well-established policy, we provide an _ extensive 
variety of unusual watches, some of which are listed 








below. 
” — rege ae age — “Tt is always good to know just where you can find the 
watch you want, regardless of its unusual features.” The 
The poster at the rear of the counter in Sketch D can store listed the following models which it carries: lapel 
be an enlarged photograph or a drawing of the inside of watches, nurses’ watches, doctors’ watches, finger-ring 
a watch case. If you can find a good drawing, it can be watches, self-winding watches. diamond-set watches, etc. 








A 














= Precious Stones 





Loose or in specially designed 


Platinum Diamond Mountings 


Rubies . . . Star Rubies 
Sapphires . . . Star Sapphires 


Emeralds . . . Catseyes 


ROBINSON & SVERDLIK INC. 





y)>——~<" 
Importers @ Cutters Re of Precious Stones 
>< 4 


610 FIFTH AVE., Rockefeller Center, New York 


@ Inquiries for Special Calls invited 


@ 33 years of service to leading jewelers 
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Clocks Are Traditional 


(From page 116) 


jext to the watch repair bench since it is here that a cus- 
tomer often waits for a few moments and has an oppor- 
tunity to give careful attention to the display. 


Personal suggestion by a salesperson is generally con- | 


ceded to be the most effective way to present clocks as 
vift possibilities. Many times a customer will hesitate 
when looking over silverware or jewelry when making 
a selection. At this point, clerks are trained to mention 
a clock as an exceptionally practical yet truly valued gift. 

Since a majority of his customers own their own homes, 


Hamlin generally is able to present a clock as a gilt sug- | 
sestion with good results. The same receptive attitude is 
oes 

noted when customers are made aware of a clock as a- 


welcomed wedding, anniversary, or similar “special 
occasion” gift. 

Novelty clocks help build trafic as a recent Christmas 
experience demonstrated. Hamlin took in two dozen 
wooden cuckoo clocks imported from Germany. As part 
of a radio spot announcement he added the note: “Come 


in and see our exciting collection of hand-carved cuckoo. 


clocks—made in the famous Black Forest of Germany.” 
Results were almost amazing. Customers made special 
trips to look over the selection and before the Christmas 
buying season was over. he had reordered twice and 
moved more than 50 clocks. 

Personal contact brought another successful clock sale 
to a local manufacturer. Hamlin called on him with the 





idea of giving clocks as Christmas presents to the firm’s | 


top customers. The official was so enthusiastic with the 
plan that he bought 50 Atmos clocks! 

The Hamlin Jewelry store was founded in Beloit in 
1865 by William Hamlin, Senior, and it is a note of 
pride with the organization that they have always been 
Beloit’s clock headquarters. 

“The idea of selling clocks to regular repair and jewelry 
customers can also work the other way around,” notes the 
store owner. “A customer who comes in for a clock in 
the first place and doesn’t find that the jeweler even 
carries them is rather certain to feel that this can’t be 
much of a jewelry store. If, on the other hand, he is 
pleased with the clock selection. you are almost certain 
to have won a new and steady friend.” 





Gemology 


(From page 118) 


In summary, peridot supplies a brilliant jewelry stone 
characteristically of a color unlike any other, and easily 
identified by the strong double refraction and the refrac- 
tive index. It is fairly soft and reasonable care is neces- 
sary both by the setter in mounting it and by the wearer. 
Peridot should never be worked on in the mount, since 
even a little heat may cause it to break; even buffing up 
the table is very risky. It comes in stones of moderate 
size—40 or 50 carats are quite possible—without being 
prohibitively expensive. It is not difficult to obtain and 
has the advantage of being rather constant in color and 
appearance, so that it is not so necessary to obtain a 
large series in order to get just the thing the customer 
has in mind. 
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Our 1952 Catalog 
mailed on request to rated Jewelers only 


VISIT US IN THE SERT ROOM 
LOBBY OF THE WALDORF-ASTORIA 
BOOTHS S$ 17-S18 


KIMLER & DANIEL, Inc. 


Exclusive Manufacturers of 
Marcasite Jewelry 


83 CANAL STREET, NEW YORK 2, N. Y. 
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Repairmen or Merchants? 


(From page 103) 


material houses—men whose livelihood is time itself— 
waiting for a hand to be fitted or exchanging a balance 
staff, or a pivot from 91% to 9. 

If that is accepted procedure, we are worse than in a 
rut—we have fallen into a trap! 

Now, it is quite natural that watch repairing will move 
along with the trend of the jewelry industry. Some of our 
local department stores have repair shops that would be 
envied by most jewelry stores. It is their merchandising 
techniques that instilled the confidence people have in 
department stores. The department store, with its legiti- 
mate jewelry department, is a very normal situation. 
What could be and is depressing from your point of 
view and ours, is that every nook and corner that has 
taken in jewelry as a subterfuge will treat watch repairing 
in the same manner. That is one fear our industry 
should have. 

As a member of the Watch Material Distributors Asso- 
ciation, our interest is the welfare of the watchmaker. 
Many of the functions of the WMDA were established 
with that thought in mind. When we worked on the 
development of standardization in cabinets, materials and 
interchangeability of parts it was the watchmaker who 
was our main interest and who, therefore, was directly 
responsible for these changes. 

Now in all organizations, cooperation is the keystone 
of success. And there must be cooperation not only with- 


in an organization but also between organizations, Too 
many of us today are interested only in ourselves, Tyo, 
many today are blind to the value of groups such as yours 
and ours. 

I make a personal plea, in the interest of your owy 
self-preservation in the future, that you partake of the 
knowledge which these state groups offer. 

This because we cannot overlook the significance of 
the technical advancements being made within our field 
The mainspring that will not break can now be found iy 
a Swiss as well as in the American watch. A staff that js 
shock-absorbing is being improved upon. Cases that wil 
not only be waterproof but dustproof, and for the future 
we might even consider the much talked of Elgin elec. 
tronic watch. 

Some day the need for skilled watchmakers might be 
a thing of the past or much reduced. Who knows. It’s a 
dismal thought particularly for us in the material supply 
end. Thus, you can see why I say there is the fear— 
thus, you can see why I say to you, think of merchan. 
dising. 

How do we overcome these fears? First, I would say 
through education. Let’s clean our house. Let’s install 
confidence in the public. Let’s set up standards to live 
by. Let’s be honest with ourselves. Let us push for 
licensing of watchmakers and at the same time let us 
become merchants—watchmakers with imagination. Let 
us be watchmakers who are respected businessmen in the 
community. Not just John Jones, the little old watch. 
maker. What better way to give this education to you 
than through organizations such as yours—such as mine. 
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Created for those who demand the finest—Star’s birthstone line. Left, milady’s 
September sapphire with white spinels in pronged, cushion antique setting. 
Right, gentleman’s blue spinel ring encrusted with the Masonic symbol .. . 
. Masonic working tools... 


Order through your wholesaler NOW! 
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Primarily this means the individual’s application of 
reater effort to turning out better work—improving his 
systems—and developing imaginative merchandising 
which will enable the watchmaker to win greater respect 
and better profits from the fellow citizens of his com- 


munity. 


Eugene J. Sobel, author of this 
article, is a prominent member of 
the Watch Material Distributor 
Association. Mr. Sobel is also Sec- 
retary-Treasurer of the Eugene So- 
bel Co., Inc., material distributors, 
and President of the Blustein Co., 
Inc., wholesale jewelers, both in 


Washington, D. C. 








Stone of the Month 


(From page 121) 


looked long and intently at a sapphire his eyes would 
be protected from all injury and nothing harmful 
could befall them. The removal of foreign articles 
from the eye was said to be accomplished by passing 
a sapphire over the eye afflicted. The power of the 
sapphire was then transmitted to the eye which gave 
it strength to rid itself of the foreign matter. 

The star stones came in for their share of beliefs 
as well and just as the eye agate was used to preserve 
the owner against the evil eye, so the star sapphires 
were believed protection against witchcraft of all 
kinds. One such stone actually served as a “guiding 
star” for the Oriental traveler Sir Richard Francis 
Burton who carried one with him in his travels. The 
natives believed that to gaze upon such a stone was 
good luck and for giving them a glimpse of the stone, 
Sir Burton was able to fulfill all his needs in his 


travels. 





Pocket Watches Gain in Popularity 


“The revival of the pocket watch for men marks a 
fashion trend that will rapidly circle the globe,” predicts 
Dr. Rudolph Schild, director general of Eterna, one of 
the oldest and largest Swiss watch manufacturing firms. 

“In periods of world stress and uncertainty,” he ex- 
plains, “a watch is more than a timepiece. It becomes 
a symbol—a link between man and the era in which he 
lives. For this reason, the return of the pocket watch is 
hot surprising. 

“Tiny, decorative watches—for both men and women— 
belong to frivolous times. The larger, more precise 
pocket watch, which accents precision time and confers 
upon its wearer an appearance of greater dignity and 
stability in a rapidly changing world, belongs to the 
present insecure age in which we live.” 

Dr. Schild’s views, already verified by his company’s 
sales figures in 81 countries, were confirmed at the recent 
Swiss Industries Fair in Basle where the latest in watch- 
making styles and techniques of 120 Swiss watch firms 
were displayed. Among the 12,000 timepieces shown, 
pocket watches were rated as “the most important news 
in men’s fashions.” : 


FOR AUGUST, 1952 
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Our. newest collection é Gold Bracelets; 
Gold Necklaces and Gold Watch Bracelets 
: are designed not merely for beauty .. . 
| but to make Your customers 

“BUY BRACELETS BY SINGER" 
Priced from $12. to $200. 


Your Inspection Is Cordially Invited 


WAL Dope convention * Keystone 
Alla Us “ASTORIA 


Patt §. SINGER ws 





_ 64 WEST 48th STREET + NEW YORK 17 


155 





Famous Diamonds of the World According to one story, when Nadir Shah, the king 
of Persia, invaded India and sacked the city of Delhi jp 


KOH-I-NOOR 1739, he could not find the big diamond. One of the 
women of the harem, thinking to court favor with the 
new master, revealed that the Koh-i-noor was bound int, 
the turban of the conquered ruler, but the turban wa; 
never removed. Nadir Shah immediately invited }j; 
victim to a feast and suggested that they exchange tur. 


al 
| 











it 


dared not refuse and thus was forced to relinquish the 
ereat gem and his own good fortune at the same time. 

The Koh-i-noor went to Persia but was back again jp 
India, in the jewel chamber at Lahore, capital of the 
Punjab, when the Punjab was annexed to the British 
Empire in 1849, The stone was taken by the East India 
Company as partial indemnity after the Sikh wars and = ff 
sent to London. On July 3, 1850, it was presented to Queen 
Victoria at a great levee in St. James’ Palace to mark 
the 250th anniversary of the founding of the East India 
Company by Queen Elizabeth. 

The Koh-i-noor was displayed in London at the Crystal 
Palace Exposition (the first of the great world’s fairs) in 
1851, and people said it looked no better than a piece 
of glass! Queen Victoria decided to have it recut to gain 


me \ = —WVi bans as a pledge of friendship. The vanquished king : 
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Y, 
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The known facts about the Koh-i-noor stretch back brilliancy, and a Mr. Voorsanger, the ablest diamond 
to the fourteenth century when it was given by one Indian cutter of the great Coster plant in Amsterdam, came to 
ruler to another as a token of friendship. From those London for this perilous operation. A steam engine of 
days until 1840, men schemed, fought, endured torture four horsepower was set up in the workshop of the crown 
and faced death for possession of the gem because it was jewelers to drive the cutting wheel. Prince Albert placed 
said that “he who owns the Koh-i-noor rules the world.” the stone on the mill and the Duke of Wellington started 
The name means “Mountain of Light.” the wheel. The cutting required 38 days, which was 
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IN BRIEFS, 
Dbe Mate A Boller Case 


We rest our case on Bosca’s traditionally fine leathercraft 
... On a complete line of ring binders, brief cases, and brief 
bags ... And on a down-to-earth price range, to sell from 


$5.00 to $40.00, at full mark up. Ftuge Basca Ca., Wa 


You be the judge! You'll need Bosca’s catalog. Send for MAIN STREET, SPRINGFIELD, OHIO 
it today! 
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considered a miracle as the Regent required two years to 
cut. The operation cost $40,000, and the Koh-i-noor was 
reduced to 108 carats. before the cutting, it had been 
valued at $700,000. 

Queen Victoria, by the wish of her Indian subjects, 
wore the big diamond as a personal ornameni, and thus 
grew the superstition that only queens and not kings 
must wear it. Victoria willed it to her daughter-in-law, 
Queen Alexandra, who wore it at her coronation. A new 
crown was made for Queen Mary in 1911, with the 
Koh-inoor as the central ornament. The latest person 
to wear it was the now Queen Mother Elizabeth. And 
here the Koh-i-noor formed another link with the past 
because the basis of the latest crown, made for Queen 
Elizabeth’s coronation 1937, was a diadem which Queen 
Victoria had worn at court functions. The Koh-i-noor 
was placed in the: front of this new crown. it remains 
among the crown jewels in the Tower of London. 


—— 





School Time 


(From page 128) 


showed leather note books and zipper portfolios. On a 
4-ft. pencil were hung a number of zipper binders. The 
other window featured smaller leather goods. A card 
advised “Be ready. Luggage to take you back to school.” 
In the display were zipper bags, matched suit cases. 
photo frames, manicure cases and many small leather 
items. In the Sunday papers they ran a 6-in. triple 
column ad calling attention to zipper binders. 


? 


What smart bu 


look, tor... 


It pays to be different! To make his store stand out 
in the minds of shoppers, the keen merchant 
looks for those products which are not found in every 
competitive store. That’s why Herschede 
Chiming Floor Clocks are featured in so many 
outstanding establishments. The distinction; 
the enchanting, authentic chimes; the traditional 
weight action timekeeping of these superb clocks confer 
prestige on the stores that sell them as well 
as on the homes they grace. 
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Both cases and movements are made completely by Herschede 
— creators of fine chime clocks for over three generations. 


THE HERSCHEDE HALL CLOCK COMPANY, CINCINNATI 6, OHIO 
New York Office and Showroom: 37 West 47th Street 
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Crothers Jewelers, Yakima, Wash., stressed pens and 
lypewriters .or students, their big ad being headed 
“tmprove their Grades—Speed up School Work—Make 
better Scholars, with these ‘required subjects’ for your 
returning students—help insure their progress.” Four 
types of pens were illustrated, priced and described. Their 
window was adorned with high school and college pen- 
nants. On a stand in the center one of the typewriters 
was shown, with a card giving the information contained 
in the ad. Fountain pens, stvlo pencils, pen and pencil 
sets, as well as quality stationery were shown on satin 
mats at each side. 

Kays, San Diego, Calif., had cutouts of Uncle Remus 
characters in their entire bank of windows, and in each 
of them a card “Brer Rabbit says vacation is almost over, 
and now it’s back to school.” A window calling attention 
to birthstone rings had a card “Mr. Bluebird says a gay 
birthstone ring is an ideal ‘back to school’ gift. Be the 
talk of the school with a beautiful birthstone ring from 
Kays.” A watch display bore the card “Brer Frog says 
Kays have some splendid watches for your back-to-school 
—just the thing for a parting gift. See our large selection 
of watches for students, priced from $20 up.” A collec- 
tion of pens and pen sets had the card Brer [car and 
Brer Fox say, “Just the thing for going back to school, 
a pen and pencil set from Kays.” An entire window was 
devoted to water-resistant watches, with the clever little 
verse “We've a watch for your son, or a watch for your 
daughter, to take back to school—and they run under 
water.” Typewriters, cameras, quality stationery and 
costume jewelry were also given good display at this 
season. both in the store and in the windows. 
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Petite Model 
No. 515 
(iNustrated) 
is right at home 
in the 
small room. 
75/2” high. 
Colonial in 
design. 
Westminster 
Chimes. 

5 tubular bells. 


Write for 
catalog showing 
all the 
notable designs. 
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Cathedral Chimes 
on Tubular Bells 
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> CULTURED 

> = PEARL 

: NECKLACES 
> AND ALL SIZES OF 


LOOSE PEARLS 
FOR MOUNTINGS 


L. BORRELLI Corp. 


Direct Importers of Finest 
Quality Cultured Pearls 


Selections Sent on Approval 


665 Fifth Ave. New York 22, N. Y. 


Tel. MUrray Hill 8-0648—0649 


Pacific Coast Ofice: HUBERT A. WOOD 
649 So. Olive St., Los Angeles, Cal. Phone—Van Dike 0966 
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SINCE 1907 ... 


A half-century of skilled craftsmanship 
stands behind their e@ eye-catching design 
@ superior materials @ lasting durability 

@ prove, sales-appeal. Send for catalog. 









d.by ARCH CROWN TAGS, INC. 277 Halsey St. Newark 2, NI. 
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Repairs Are Insurance 


(From page 110) 


city and several others in the smaller towns in the area, 
I can’t afford to extend myself too far when it comes to 
frills.” 

Despite his modesty, his store, since the remodeling 
job, is rated the most attractive in town. Located just off 
the main street in the heart of the city, it is clearly marked 
by the new neon sign. 

Kuyper has managed to maintain a steady repair busi- 
ness clientele by providing fast reliable service. He keeps 
abreast of modern methods and equipment. 

He devised his own card system which lists the make, 
model and catalog number of the staff, stem and main. 
spring in addition to the repairs to be made. Thus he 
has a three-way check on identification. 

“T studied several recognized card systems but didn’t 
particularly like any one of them,” Kuyper explained, 
“so I incorporated what I thought were the best features 
of some of them and made up my own. I like it because 
once a watch is entered in our card file all the informa. 
tion is right there on the card, and when it comes in 
again we don’t have to refer to anything but the card.” 

It was just ten years ago that Kuyper decided he 
wanted to be a watchmaker. Taking what savings he 
had collected from working at odd jobs and part-time in 
a jewelry store in St. James, near his father’s farm, he 





Florida Jeweler Emphasizes Quality 
Watch Repair Service 
When Nolan L. Woodburn, director of the repair 
department in Goff Jewelry Co.’s, Fort Myers, Florida, 
store decided to set up a “watch repair” window, he 
came up with a truly eye-catching educational display. 
As a centerpiece, he used the “Exploded Watch” trans- 





lite unit distributed by The Watchmakers of Switzerland. 
In the forefront of the window a disassembled watch 
movement, together with a lathe and an assortment of 
hand tools, were neatly laid out on a gleaming white 
panel. A wide variety of quality watches and attachments 
were displayed on each side of the repair display. 
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completed the course at the Elgin National Watchmaking 
College in eight months. = ; 

“[’m not particularly bright,” he laughed, “but I had 
to concentrate my work and studies there because I only 
had enough money to last me eight months.” 

On completion of his course he went to Waukegan, 
II]., to work for the Johnson Motor Co., which was mak- 
ing aircraft instruments at the time. From there he went 
to Owatonna, Minn., as a watchmaker in a jewelry store. 
Then to Albert Lea in 1944. When his boss became ill in 
1949 Kuyper bought the store. 

As a man who has worked his way up the hard way 
Kuyper .0preciates the value of a dollar. Early in life 
he acquired the knack of making one go a long way, a 
habit that has contributed greatly to his success in these 
inflationary times. But his store reflects a simple modern- 


‘ty without appearing austere. 


SERVICE NEEDS LITTLE PROMOTION 


His advertising program is modest, too, even by Albert 
Lea standards. He usually runs a one-column by three- 
inch display of silverware, watches, or jewelry once a 
week in the local daily. Occasionally he runs a larger 
spread for some special feature, but seldom does he ad- 
vertise his watch repair department. He uses direct mail 
only once a year—during graduation time. 

“It may seem odd to some people,” he said, “that I 
don’t advertise my watch repair department more. But 
I have a reason for it. I feel that we are handling just 
about all we can without hiring more help, which I can’t 
afford right now, even if I could get it.” 

Kuyper feels that the repair business is pretty static 
and that there wouldn’t be enough extra business avail- 
able in the community to justify adding to his staff. 

“As it is,’ he said, “people know the store well and 
some of them have been bringing their watches in here 


for years. It’s the sort of thing they expect—a jewelry | 
store with a repair department—just like a car dealer | 


with a service department. That’s why I concentrate on 
promoting new merchandise. 

“But don’t get me wrong,” he added. “I fully appre- 
clate the value of my repair business, and if it ever 
starts to slip I'll go out all the way to hold it.” 

Kuyper credits the steady volume of his repair busi- 
ness to his iron-clad policy of not trying to kid a cus- 
tomer about when his watch will be ready. If he finds 
urgent work piling up on him he tells the customer 
honestly that theirs will not be ready until a certain time. 
If the customer insists on being in a hurry he will even 
recommend another watchmaker who, he knows, is not 
so busy. 

“I find that most people want their repair work done 
much sooner than we can usually complete it with any 
degree of quality,” Kuyper said. “When it is explained 
to them why they can’t get a good job done in a hurry, 
they usually leave it to us to name the date. Then, we 
make darned sure the job is done on that date, even 
sooner, if possible. Promising jobs for a certain date 
and then not delivering them, or doing hurried, shoddy 
work are two sure ways of losing business in the long 
run. We have never done it and never intend to. Even 
though we don’t promote our repair business like our 
general business, we intend to nurture and protect it. 
After all, it’s our insurance, isn’t it?” 
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Since 1890...the World's 


Largest Selections of 


aie 


have been offered by 


Wwl@h Ty: 





Write for the Latest 


RACINE CATALOG 


Featuring Timers and 
Chronographs for Every 
Sport and Technical Use 


* GUINAND TIMERS 
x GALLET TIMERS 
* GALLET CHRONOGRAPHS 


JULES RACINE & COMPANY, INC. 


Specialists in Fine Timers — Since 1890 
20 WEST 47th STREET, NEW YORK 19, N. Y. 
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JACK WESSEL 


DIAMOND CUTTER 
74 West 46th Street, New York City 
LU 2-4134 


To the Diamond Trade: 


Gentlemen: 


Are you the owner of an important diamond 
that you have not been able to sell, and 
were wondering why? In my experience as 
a diamond cutter for more than _ thirty 
years, | have found that often a modern 
cut diamond could be improved as to bril- 
liance and shape with a minimum loss of 
weight and at a nominal cost. Usually after 
some corrections in the cut of the stone. 
same can have the appearance of an al- 
together improved and different stone, and 
consequently has become more saleable. 

If you are tired looking at some of your 
brilliants and fancies that mean a large, 
profitless investment to you, do get in touch 
with me and [ will be pleased to advise you. 





Yours truly, 


Yack Wessel 
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CULTURED 
PEARLS 


Our 
é Trade Mark has 
: become a Hall Mark 
in the Cultured 
Pearl Field. 


Integrity and Dependability for 
over a Quarter of a Century. 


ima RANTE-RIVIECCIO Co. 
wemetwH AVENUE, NEWYORK 19, N.Y, 














Receipt or Not? 


(From page 112) 


jewelry, one for watches and a third for costume jewelry: 

For diamonds and other articles of high value thes 
is a special white slip, one edge of which is glued toy 
buff envelope into which the article is placed when leh 
at the repair desk. The customer is requested to place hig 
or her signature on the back of the white slip. When thy 
article is called for, the customer is asked to sign op the 
front of this slip. A person who fraudulently attempted jg 
pick up an article to which he was not entitled would 
not see the rightful owner’s signature, and thus any. 
attempt at a forged signature is frustrated. In case gy) 
expensive article is left by two persons—husband anq_ 
wife, for example—they are asked whether it may he 
delivered to either one of them. Both signatures are’ 
registered. Signatures are a help when people leave the’ 
city unexpectedly and request delivery of an article by! 
registered mail. The signature on the letter is compared ’ 
with the one on the slip to avoid any mix-up either inten. | 
tional or unintentional. 


VALUABLE ITEMS CAREFULLY NOTED 


No article of high value is accepted for repair work 9 
without being thoroughly examined for flaws or damage, | 
In the case of gems, particular care is taken to see” 
whether they are chipped, and if so, the customer’s atten- 
tion is called to thé flaw and a notation is made on the | 
slip. | 

When an article is left, the proper notations are ™ 
recorded on the white slip and a carbon copy is recorded | 
on the front of the envelope. which is an exact duplicate 7 
of the slip. The slip is retained at the repair desk and the 
envelope containing the article goes to the repair depart | 
ment on another floor. It is kept in this envelope con- © 
tinually except when work is being done, and is returned © 
to the repair desk in the same way. 

To avoid any complications in case of death of the | 
owner of an expensive article while it is in Jacobs’ pos | 
session, a daily watch is kept of obituary notices in the” 
newspapers. In such a case the Jacobs store send a letter | 
of condolence to the family and states that as soon as 
legal ownership of the article has been established by a 
reading of the will or court procedure, the article will be 7 
delivered to the rightful heir. : 

With these precautions, Jacobs has been able to keep — 
an unblemished record in the handling of expensive items | 
that its management believes is not possible when receipt | 
lickets are used. Occasionally a new customer is hesi- — 
tant about leaving an expensive item without something — 
to show for it. but the store’s long-established record of 7 
honorable dealings is usually. a sufficient guarantee that 7 
no risk is being taken by the customer. 


CARD SYSTEM FOR WATCHES 


Watch repairs are handled differently. A card system 
is used which is a continuous record. Every time a watch ] 
is brought in over a period of years it is entered on the 7 
same card, much as a physician keeps a chart on each | 
patient. The information placed on the card when a new | 
one is made out includes the case number, movement 7 
number and the store’s own repair number, which 18 7 
scratched on the inside of the back case. Each watch is | 
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EXCLUSIVELY FROM CHICAGO PRINTED STRING COMPANY 


HERE’S YOUR COMPLETE 
GIFT WRAPPING “PACKAGE” 


From Ties to Papers 
to Store Methods. 
All from Chicago Printed String, the Leader 


vm mae 6 tt 
CLMES PSP I PT eS age , 
WALZ 
1 7h, Gn, 
» Whi 


ier 


All Colors, Including Gold, 
Silver, Copper Metal Spray 


The al!-time prestige-building line. Same finish both 
sides. plain or crimped. All three pick up beautiful high- 
lights on every loop. Al! widths, dozens of combinations 
and designs, te turn every gift occasion to profit for you. 


a + .-— 
oo thimtiinw: 
oe (x Gift Ties 


all widths, colors, including flat, 


crimped and New Brocade Finish 


Made of gossamer-fine rayon, same rich sheen both sides. 
Softer, MORE pliable, MORE lustrous. They CURL, they make 
more KINDS of bows and make them easier, quicker, at less 
cost. Use our time-studied bow-making instructions and bow 
jigs, get our package styling instructions in-your-store, to insure 
economy of material, uniform resultsand lowest-cost bow-making. 


Get big new FREE folder—have the benefit 
of Chicago Printed String leadership in your 
gift wrapping. MAIL THE COUPON! 


PANY | 
score. \ 
TED STRIN 47, Winol? | 

hi co re , \ 


Wherever your store 
packagés go, PRINT-AD-STRING 
sells your establishment, tells your 
story. Your name or store messagt 
may be imprinted on tape of any colo 

eae : -—. & ; | or combination of colors. | 
address sid a “ 4 j Get this complete factual folde 
sn Sen LK | ” ) | how to design and install a gift wrapp™ 
CHhy-- a“ station from layout to techniques" ® 
aie materials ... all backed by the yeats°® 
Chicago Printed String leadershi 
* Reg. U.S. Pat. Off. MAIL THE COUPON! 





also assigned a hook number and it goes on this hook at 
the repair desk when it has come back from the shop 
and is ready for the customer to pick up. 

A double record is used for watches. Every cus- 
fomer’s name is also entered alphabetically in a book 
with the necessary additional information about the job. 
Thus if a card becomes misplaced or lost, the book entry 
will provide what the repair desk attendant needs to know 
to locate the watch. This record has also proved a valu- 
able aid to customers whose watches have been lost or 
stolen. Sometimes this happens years after the watch has 
heen in Jacobs’ possession, but the identifying marks are 
given to the customer for aid in recovering his property. 
This service has won many friends for Jacobs’ repair 
department. 

“This system requires a lot of filing,” says Mrs. 
Wheeler, “but it has saved us a lot of headaches.” 

For inexpensive items a much simpler record is kept. 
To avoid mistakes, the repair desk attendant usually asks 
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Can You Top This? 


Philip H. Benjamin is still chuckling about an 
incident which occurred some years ago. A young, 
rather naive lady entered the store where he was 
employed and said her diamond engagement ring, 
which her fiance had purchased a short time pre- 
vious, was not the right size. 


The jeweler sized the ring correctly while she 
waited. Thinking it would be a nice gesture, Ben- 
jamin gave her a box of cleaning solution. He 
explained, “In using this solution merely dilute a 
teaspoonful in warm water and allow the ring to 
soak for about five minutes. Take it out and scrub 
it under the tap with a toothbrush. The ring will 
be bright and beautiful as it is now.” 

“What will I put the water in?” she asked. 

“A jar will do nicely.” 

“What kind of jar?” 

“Any jar—a mayonnaise jar,” Benjamin sug- 
gested. 

“A mayonnaise jar?” 

“Well, yes, I would suggest that.” 

“But what about the mayonnaise?” 

“I beg your pardon, madam,” the startled jeweler 
said. 

“Won’t the mayonnaise hurt the ring?” 


Write us a note about your unusual business experience 
(Literary style is unimportant.) $5 will be paid for each 
story published. Address JC-K Editorial Dept., 100 E. 42 
St.. New York 17, N. Y. No manuscripts returned; all 
become property of JC-K. Jeweler’s name and town will 
be used in story unless request is made to omit it. 
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AUTOGRAPHIC 3028 
Self-winding plus ex- 
clusive Reserve Power 
Gauge. 17 jewels. Wa- 
ter and shock resistant. 
In stainless . . . $71.50 
Gold Filled . . . $89.50 


Zodiac 


Clebar 


CHRONOGRAPH 4537 
CALENDAR. Shows day, 
date, month, phases of 
moon. 30 min. register. 


17 jewels ... $125.00 


Prices include 
Federal Tax 


2 


ereal 
lines to 
TI ROIFTI Ne 


In the fast-selling 
Zodiac and Clebar 
lines you have no dead 
or slow moving num- 
bers. They’re priced 
right...styled right! 
Unconditionally guar- 
anteed. 

There’s a Zodiac or 
Clebar watch tor every 
customer...from the 
handsome 400 Series of 
diamond watches to 
popular priced water- 
proots. And only 
Zodiac has the famed 
Autographic. 


Nationally advertised 


LIFE 
Ea.quure. 


and Television 


ZODIAC WATCH AGENCY - CLEBAR WATCH AGENCY 


Divisions of Edward Trauner, Inc. - 521 Fifth Avenue, New York 17, N. Y. 
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one or two questions, such as what kind of an item jt j 
and the amount of the repair charge. If the answers are 
for example, “a bowknot pin with a white stone and | 
_ believe it was to be 75 cents,” this acts as a quick check 
| without the customer realizing that this double identifica. 
tion is being established. 

The repair desk is at most times the busiest spot in the 
Jacobs store. Hundreds of items are left there and picked 
up every day. This is in part a direct result of the store’, 
location on one of the busiest corners in the heart of 
downtown Jacksonville plus its 61-year-old history. Be. 
yond these advantages, Mrs. Wheeler attributes a large 
repair business to simple business rules which all good 

© Necklaces merchants subscribe to. 

“We just try to meet everybody with a smile,” says 
Mrs. Wheeler, “we never misrepresent, we give the cus. 
. _ tomer the benefit of the doubt, and we make everything 

Loose Pearls | right if there is any complaint no matter what it costs ys 

From 3 to 10 MM., all qualities. in time and patience. These are simple, everyday pre- 

* Cultured Pearl Jewelry a -_ - a — veil _ 

1/20—12K gold-filled; smartly styled to retail from + aa eae SOny a TT ee 

$4 to $25. jewelers, one engraver, one polisher and a helper. Mrs, 
. Wheeler, who is an experienced watchmaker of long 

Orders accepted from wholesalers, jobbers, ? ) ‘ sens Dos 

nuniiaese tiek-tanetens. experience and who started her jewelry work as a young 

girl in her father’s store at Fort Myers, Fla., manages 
the department, but spends most of her time behind the 
repair desk, where she is able to make simple adjustments 


NEPTUNE , ihat do not need to go to the repair shop. She has two 
Cultured Pearl Syndicate helpers and in rush periods a third—all women. The 
550 Fifth Ave.. N. Y. 11 PLaza 7-0769 repair department is situated at the right rear of the 


main floor so that customers pass the showcase displays 
— in walking to it. 





You Get Incomparable Values! 


All sizes and grades from $15 to $5,000, Keystone. 
Memorandum selections sent on request. 





Order now, for immediate delivery from one of 
the largest and most complete stocks in the country. 




















| Display Window Used to Dramatize 
Current Events 


| 

| “Because our china and crystal window floor is built 
| at payment level, it is especially adapted to the dramati- 
| zation of current events,” says R. V. Fergoda, vice presi- 
| 


NEW CHARM DISPLAY 


by 





dent of J. Herbert Hall Co., Pasadena, California. 


A our whole ler f h ¢ ted the w Fisher ° ° . ° 

sh sie sees : a. peeeeg aie ci Ns During the bridal season Hall’s used this window to 
dis we) y arms —they are seling. ° . 

play. It's 4 4 Mg : good effect. The store avoided the confusion of mass 


J. M. FISHER COMPANY, Attleboro, Mass. display by centering attention of brides upon Lenox 


“Roselyn” dinner china displayed with “Rosepoint” 
silverware by Wallace. 
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Educational Windows 
(From page 126) 


‘mmediately in a couple of hours or so—and it pulls!” 

The tools selected to aid in telling the story of cus- 
tom-made rings were those illustrating almost every func- 
tion. The equipment finally exhibited included: block 


“holders, punches, draw plates, soldering blocks, sketches, 


etc., in fact all the equipment used in making rings. 

In addition to the tools shown there were rough, uncut 
stones and finished stones, mountings and the finished 
rings. The whole story was reviewed in simple language 
on white cards in black hand writing. Tying it all in 
was a framed sign on the store’s letterhead prominent 
in the background. It read: 

“In response to many requests, we show here a small 
portion of the hand tools and some of the techniques used 
in hand crafting your fine jewelry in our own shop. We 
invite your inquiries.” 

Colored sketches illustrating the various processes were 
a cinch for the man who designs the beautiful jewelry 
for Coronet, T. Satterthwaite. 

The flat floor of the window was broken with elevations 
covered with finest quality black velvet. “We have an 
advantage with no highly stylized windows,” says Marvin 
Spiegleman. “We can build whatever form we desire 
by using any kind of equipment on hand as props, then 
concealing the props with fine quality draping material.” 
He uses the same economy and artistry in his show cases. 


ROLL-OUT WINDOW UNIT 

Another advantage is the fact that his window floor is 
a roll-out unit. “I was lazy when I built this store,” says 
this ambitious owner, “I hated to crowd into a window 
and, from an uncomfortable position, build a display 
backwards.” He mentioned to his architect that he 
wished his window floor could be on wheels. The archi- 
tect said, “Why not?” and had his present arrangement 
designed for this purpose. The result is much easier for 
sales personnel, too. Clerks can easily remove any item 
from the window to sell it. They just push a tiny lever 
to take off the brake, and pull the window unit back into 
the store. 

Within a couple months after it was first installed, the 
window had made dents in the asphalt tile of the new 
floors. So Spiegleman had steel runners set in the floor. 
The black steel matches the black asphalt tile trim at the 
base of the window bulk so that, at first glance, they 
appear to be part of the trim. 


CHECKS WINDOW 'LIFE’ 

Owner Spiegleman checked his windows’ pulling power 
and the “life” of each display’s interest to the passerby 
by greeting each customer that entered the store. He 
would ask politely, “How did you happen to come in?” 
When they said it was because of a particular window 
display, they were then asked, “When did you first see 
it?” Over two hundred customers answered this ques- 
ion; an overwhelming number, it was learned, waited 
eight days after seeing the display before they visited the 
store. Coronet Jewelers has acted upon this information. 
As a result, Spiegleman has decided on two weeks as 
the ideal length of time for each display. 

Window displays are backed with ample direct mail 
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The R-935, graceful, elegant 
and with Westminster Chimes, 
retails for $65, plus tax. 



















design ond with i 
Westminster Chimes, 
retails for $595, plus tax. 
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SHOWING AT THE ANRJA CONVENTION, AUGUST 10-14 
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MASONIC RING 
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# 1718D6 


Ring is of 14 Kt. gold with white 
gold emblem. Symbolic plumb 
and trowel decorate sides. Border 
is raised enamel with raised em- 
blem on sun ray background. 


Description: 


With diamond (as illustrated) 
$84 Keystone 
Without diamond $44 Keystone 


WEFFERLING BERRY & Go. 


8 ROSEST. NEWARK 8,N.J. ‘00, 


EXO QOS Qaosnanasaassy MEMBER 


AMERICAN 
GEM 
SOCIETY 


Price: 
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Write for Catalog 
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emphasizing the theme but not mentioning the windows 
The firm saturated a selected area with each mailing of 
post cards or folders. One, for instance, stressed the fact 
that custom-made work is not prohibitively expensive 
An offer was made, by mail, to send a representative of 
the store to the home of the reader to estimate the price 
of remaking an old piece of jewelry. Once they phone 
for an estimate, inquirers usually take the design and 
price offered and then want more and more Jewelry 
designed for them alone. 

Because of the peculiar situation here, Marvin Spiegle. 
man feels that newspaper advertising is not effectual 
enough for his store to invest in it. No other media jg 
used besides direct mail. 

Of course, the whole program is backed by work of 
which they are justifiably proud. T. Satterthwaite, de. 
signer and jeweler, maintains his busy shop on the second 
floor. 

The final personal touch is the photo service. Every 
piece made or remade at Coronet is photographed from 
two angles. One copy of each photo goes to the cus. 
tomer. One copy of each photo is kept in the files, along 
with a detailed description of the piece. If one is lost, 
customers are told, it can always be reproduced. 

How do they know that this display, backed by this 
comprehensive program, is successful? “In the month we 
started this ring display we have sold more colored stone 
rings than in the year previous,” says owner Spiegleman, 





Jeweler Cashes in on Hobbies 


Three thousand watches repaired a year. That’s the 
average in the Carras jewelry store in competition with 
ten other stores in Parkersburg, West Virginia, an indus- 
trial town of 40,000, and a shopping nucleus of 75,000. 

George Carras’ interest in watch repairing started as 
a childhood hobby. 

The whole thing started when he was about ten years 
old. His father operated a restaurant and a soap manu- 
facturer who supplied him with chips gave him as a 
premium for ordering lots of soap chips, an 18 size 
seven-jewel pocket watch. As is usually the case in a 
deal of this sort, there was one flaw—the watch wouldn't 
run. The watch was passed on from father to son. 

In his attempt to solve the problem, he bought a set 
of screw drivers from a local pawn-broker for a total of 
25 cents and borfowed a pair of old eyebrow tweezers 
from one of his sisters. These were the aggregate of his 
tools. 

As carefully as he knew how, Carras disassembled the 
movements cautiously placing the parts in a_ straight 
line in the order in which he took them out of the case. 
During the entire procedure he tried to form a mental 
picture of the functioning of each of these parts. 

Much to Carras’ delight he “found the reassembling 
process to be not quite as difficult as he had anticipated. 
But on nearing completion he noticed that something 
was missing: the part necessary to kick the little fork 
back and forth each time the big wheel would rotale. 
Although this should have been enough to discourage 
him, determination won and he ordered an illustrated 
parts catalog from one of the material houses. 

By studying the several movements in assembled and 
dissassembled positions photographed in the catalog, he 
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learned the nomenclature of the parts—and lo and behold 
he was able to ascertain the missing link in the watch— 
aroller jewel. This jewel he ordered from the catalog. 

For approximately six months following, to tear the 
watch apart and reassemble it was more or less a daily 
routine. 

As time went on he did repair work for his friends 
who had enough confidence in his skill to trust their 


‘watches to his workmanship. With money obtained in 


this way he was able to equip himself with the necessary 
tools to do almost any kind of watch repairing. 

After his discharge from the army in 1945, where he 
was connected with the Precision Instrument Ordnance 
Department, Carras opened his own repair shop. Most 
of the money derived from his repair work was used to 
build up tools, fixtures, material stock, etc. 

Now in his fifth year Carras says, “The repair depart- 
ment is the backbone of the jewelry business. Through 
this department, if the jeweler is conscientious about the 
repair work he does for his customer, I can think of 
no better means by which he can gain customer confi- 
dence. This almost always eventually leads to the sale 
of other merchandise. Most people judge a jewelry store 
by the type of service it gives.” 

Another hobby paying off for Carras is the sale of 
accordions. He began his musical hobby three years 
after he finished high school. In the few short months 
since the addition of a line of accordions to his stock, 
Carras more than doubled his jewelry sales over the 
same period the year before. 


New Yorkers View Silverware Service 


Of S.S. United States 


Crowds along New York’s Fifth Avenue were recently 
treated to this display of the silverplate services made 
by The International Silver Co. for the great new luxury 
liner, the “S.S. United States.” Featured in the display, 








which was on view in the window of Thos. Cook & Son, 
Inc., travel agency, were both formal and informal table 
settings and a variety of individual hollowware and flal- 
ware pieces in International Silver’s “extra-heavy hotel 
plate.” 

The pieces shown were from the huge silverware inven- 
tory of the new superliner; totaling 73,000 different items, 











As an inducement in the sale of accordions, he offers 
10 per cent of the price of the sale in free lessons. 


it is the largest and most elaborate supply of silverware 


If it’s action you want... 
use NIASH cuff link 
and earclip BACKS | 


used by the finest manufacturing 
jewelers in the country ... yet 
are reasonably priced. 
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send for price list 


*Patented. Design 155,535 Patented Construction 2,472,958 


Infringers will be prosecuted 








AVAILABLE 
in 
GOLD 
and 
SILVER 

and REFINING COMPANY 
other 116g NASSAU STREET - NEW YORK 7 N. ¥ 
METALS Hand 1449 

















| SUPERB ACTION—PATENTED 
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A truly revolutionary end-piece 

which once and forallendsthat = 
troublesome “point-of-sale” 
fumbling — 


OO TPES TOTES, TF ba i aa ad be i tn 


y Click it’s open 
— snap it’s shut. 


Available in our complete line 
of distinctive watch bracelets. 


Call or write for infor- - 
mation or name of near- 
est representative. 
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tL. S&S. DINHOFER © MANUFACTURING JEWELER SINCE 1908 


74 W. 46th STREET, NEW YORK 19, N.Y. * LU 2-4495 


























Our many years of ex- 
perience in purchas- 
ing, restoring and 
reproducing antique 
jewelry, has gained for us the reputation of “The 
Antique Jewelry House.” 

All work is completed in our own workshop. 


¢ Unusual “Calls” fulfilled 
¢ Estates Purchased 


¢ Special Order Work 


0. Srhurider 


manufacturing jewelers and 
traders in antique jewelry 


New York 36, N. Y. 
Est. 1918 
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74 West 46 St. 
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Fall Fashion Story 


(From page 124) 


feature everywhere. The light and airy feeling of delj. 
cate designs continues to be a major style factor, and 
this, combined with fine workmanship, is giving oy 
costume jewelry a more refined and “real” look. Some 
of our leading houses have given advance showings of 
their trend-setting pieces, and this jewelry has a freshness 
that will be certain to stimulate sales. 


THREE-DIMENSIONAL EFFECTS 


Trifari has created a three-dimensional feeling through. 
out their entire line of Fall jewelry, and has placed 
emphasis on elegance. There are magnificent rhinestone 
loop pins which are given brilliance with stones of con. 
trasting cut and which have dramatic dimensional depth; 
others are strikingly flashed with black enamel. There 
are delicately manipulated floral and spray designs car. 
ried through entire series in beautiful arrangements of 
colored stones. Tailored gold jewelry is shown in golden 
clefs, golden oblongs and golden leaves with contrasting 
patterns of gold baguettes giving the three-dimensional 
look. Flower designs are given a fascinating dimensional 
treatment with stamens fashioned of obliquely set 
baguettes, and this is used with telling effect in several 
series. Trifari is featuring semi-rigid bracelets; button 
earrings, semi-chandeliers, and hoops; exquisite neck- 
laces of all types including many elaborate bibs. (Tri- 
fari side-drape pearl bib with rhinestone clasp and cas- 
cade of tear-drop pearls is illustrated.) 


VICTORIAN-ELIZABETHAN FLAVOR 


Coro are stressing the important historical flavor of 
Victorian and Elizabethan eras in Paris-inspired designs 
of wirework and airy filigree. Black, in jet or enamel, 
appears prominently throughout their entire collection 
and in impressive combinations such as jet with gold, jet 
with pearls and crystal, and with tourmaline and agate. 
Their earrings include button, hoop, and tear-drop styles; 
and they are showing bracelets galore, gold for daytime, 
brilliants for evening. They have many dramatic bar 
pins, some of them six inches long, and their medallions 
are bigger than ever before, many of them made of 
loops of gold wire. Massive gold chains also are fea- 
tured and knee-length ropes of pearls for middy style 
silhouettes. Bibs are greatly in evidence and the most 
popular are of gold metal with a heavy antique look. 
(Coro massive chain and medallion are illustrated. ) 


OLD-WORLD ELEGANCE 


Marvella favors the fashion look of quiet elegance and 
the return of old world effects in styling. Michael Paul 
who designs for this house has used the antique theme 
throughout and has highlighted the important effect of 
“gold with” look in jewelry. Gold is combined with jet, 
pearls, rhinestones and frequently with semi-precious 
stones. The antique look also is evident in black settings 
which seem particularly lovely with blue sapphire colored 
stones and yellow topaz, and in the black diamond theme 
in combination with gray pearls. Textured silver pieces 
give an added note of wearability and newness. Marvella’s 
earrings are large static shapes, quivering showers of 
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ants, and wedding band circlet earrings in 
round or baguette rhinestone settings. Bibs are promi- 
nent, and link bracelets and bangles which are rigid 
and very thin. Their decorative rings have elaborate 
dome settings and a new “measurite” adjustable shank 
which permits correct sizing with ease. Brooches are 
n with pendants, bar-pins with chatelaine ropes of 
and detachable brooches on long handsomely pat: 
terned chains for versatile and “convertible” effects. 
(Marvella antique brooch in textured gold with tur- 
quoise and rhinestones is i!lustrated. ) 


tiny pend 


show 


‘SEPARATES’ IDEA 

L. Heller & Son, who fashion both La Tausca and 
Deltah pearls, have introduced the smart merchandising 
idea of, “jewelry separates.” This is jewelry that can be 
coordinated to form a jewelry wardrobe, and can be 
mixed or matched, but not necessarily worn all at once. 
Like necklaces that can be worn in lavish multiple strands 
or divided into smaller groupings of 5 or 9 strands. 
There are all sorts of promotional possibilities connected 
with the “separates” idea, and we should remember that 
the clothing people have made a fortune out of it! 

Madame Majeska who designs for La Tausca has 
selected regality as the important quality of this collec- 
tion, and also has concentrated on new subtle colorings. 
Necklaces, chokers, and bracelets, especially in pearls 
are color-keyed to skin tones of ivory, pale rose and 
cream. Richness is expressed in jet pieces combined 
with gold, pearls and rhinestones, in extravagant bibs, in 
ropes of pearls punctuated with bright colored beads, and 
in artistry of design. Earrings feature button styles. 
cluster combinations, chandeliers and hoops; cuff brace- 
lets, coil bracelets and flexible bracelets are matched to 
necklace sets; pins are matched to earrings and _neck- 
lace designs. (A Deltah pearl necklace and a La Tausca 
baroque bead necklace are combined in illustration to 
express “separates” idea.) 





A New Face for Boyd’s Jewelers 


NI IRAN NCOP e POO PACAP PPPPDAAPCOPES . 





Boyd's Jewelers, Wharton, Texas, recently decided to give the store 

front a face-lifting job. The attractiveness of the new front can 

be seen in the above photograph. The firm used the following 

materials: Pittco storefront metal, Rembrandt blue and gray 

Carrara structural glass, Pittsburgh plate glass and- Herculite 
all-glass door. 
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A. veritable cornucopia of profit- 
able products is at your disposal 
for day-to-day selling when you 
make full use of the A&G Catalog. 
Use this fabulous book to sell from. 
..- because A&G’s long tradition 
DISTRIBUTORS OF of dependability and experience 


50 is your guarantee of good service. 


FAMOUS LINES 










ee 


Toastmaster 
Automatic 
Pop-Up Toaster 


FINE JEWELRY ¢e DIAMONDS e TOILET WARE 


A COMPLETE LINE OF FINE STONE RINGS 
Established 1895 





















SS” rhe ee ee welelelete’e ele alece caleleleleley 


712-714 Saasom Street ° Philadelphia 6, Pa. 
Phone: WAlnut 2-3995 
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WE ARE AT OUR 
NEW HOME! 


576-5th Ave. 
New York 36, N. Y. 


and are prepared to supply you 








with a complete line of — 


Cultured Pearls 


and 


Semi Puctens Stones 


A. DIAGONALE & SONS, Inc. 


576 - 5th Ave. New York 36, N. Y. 


Tel. JUdson 2-0942 
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Here's a hard 

hitting, outstanding 

catalog that will bring 
you more business. 


@ You feature the brands 
you select. 

© Your store name and 
address appears in four 
places. 

®@ You gef your own, indi- 
vidual store policy. 

© Low syndicate prices. 


Write for 
free samples. 















SeUsatth | CREDIT FORMS 








Contracts Collection Letters 
A.N.R.J.A. Receipt Books Paid Up Letters 
BOOTH 322 Write for free samples. 





S.J. SURNAMER CO. Inc. 


S70 7h. Ave. N.Y. 1, Bt. 
Tel: LOngacre 4-6650 
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The Diamond Industry 


(From page 132) 
diamond production of about 100,000 carats per annum. 
Production figures from French Equatorial Africa for the years 
1942 to 1951 inclusive, are given below: 





Year Carats 
ee eee 46,235 
DT pccekedgucnememenmiens 56,185 
DD t:nceperteunnaueeueesnes 57,052 
DE eccacsabensmedeniensas 82,849 
DE? «ceausccsdasnnanesnes 87,230 
DT sercossanecuabudedenes 107,076 
Pt vsccunedateeneemanseous 118,800 
DY opsesvuceexesseevenede 122,928 
DET t2:.0sceanesesananecsade 111,407? 
DE sutanesteshoansecasaes 136,000 


1 Revised figure. 
4 Estimated. January through September 1951 production was 102,278 
carats, having an export value of £341,929. 


FRENCH WEST AFRICA 

The principal diamond deposits in French West Africa are jn 
Haute-Guinée, midway between Beyla and Kisidougou. The de. 
posits are worked by open pit methods and the concentrates 
sorted by hand. 

Production figures for French West Africa from 1940 to 195] 
inclusive, are as follows: 


Year Carats 

eee ee 65,709 
Ml s+esvddxeneecewenaeaes 97,736 
Dt”? «<tasenasounmiembemet 49.866 
? 0¢20deeenanamnnerewan 36,190 
Se 66+ sannecnenevioekesaas 273 
ere re 79,802 
ere 51,834 
Dn” snpcidwawseweercenss hatin 53,749 
a ere ee eee 77,970 
DE  uteewea memes partied a 94,996 
Re ee ee 126,346 
Dn Skiteindsenesiededseben 101,000 

GOLD COAST 


Total production for 1951 was approximately 1,600,000 carats, 
an increase of about 650,000 over 1950. Exports during the 
period April 1, 1950, through March 31, 1951, amounted to 
935,627 carats valued at £2,071,149. Of this, 548,731 carats valued 
at £1,155,041 were for the account of the four operating companies 
and 386,896 carats, valued at £916,108 for independent African 
miners. 

Exports for the years 1941 through 1951 are given below: 


PORTUGUESE WEST AFRICA — ANGOLA 


Production figures for the past three years follow: 


Year Carats 
St ‘itcnvasacacuennede .. 769,981 
Dy Scukvouncaguevedeusess 538,867 
ey errr 751,447 


The insured value of the 1951 production was £3,563,162. 
1950 exports amounted to 555,000 carats, valued at 183,640 contos 
(one contos = U. S. $34.965). 1951 exports were 237,519 carats, 


value not reported. 


TANGANYIKA 

The contract of Williamson Diamonds, Ltd., with the Diamond 
Trading Corporation for the marketing of their production 
expired at the end of 1951, and has not been renewed. Under 
the allocation system of the Diamond Trading Corporation 
Williamson Diamonds were allocated ten per cent of the market 
quota. No delivery of stones for sale has been made for over 
a year, although small quantities have apparently been sold 
through other channels. The mine has continued in operation 
and there has resulted an accumulation of stones. The dispute 
concerns what constitutes a market price, Dr. Williamson com 
tending that account should be taken of the higher prices pre 
vailing in unofficial markets. With the expiration of the contract, 
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the output of Williamson Diamonds may now be sold inde- 
endently of the corporation, and attempts have been made to 
aaa Williamson in other outlets. Under prevailing conditions, 
Dr. Williamson’s final decision would have little effect upon the 
present day market. | a _ | 

4s a result of withholding deliveries by Williamson, diamond 
exports from Tanganyika during 1951 fell to less than 9,000 carats. 

Exports were as follows: 

Of the total production of 108,625 carats for 1951, Williamson 
Diamonds, Ltd., have retained 99,887 carats, pending the settle- 
ment of the company’s dispute with the Diamond Corporation. 
Production for the last five years has been as follows: 


BRAZIL 

No reliable diamond production figures are available for Brazil. 
Mining operations are largely in the hands of the individual 
miner or “garimpiero” and the market is believed to be so con- 
ducted that the majority of transactions in diamonds are unre- 
corded. It is stated that Soviet agents are buying large quantities 
of industrial diamonds in Rio de Janeiro and that the stones 
are being smuggled out in diplomatic pouches to Europe. Recent 
export figures suggest some such disposition of the diamonds 
mined. 

The official figures of the exportation of diamonds and ear- 
bonadoes from 1948-1950 are given below: 





1948 1949 1950 
Carats Carats Carats 
ER errr e 1,368 sane ened 
PE casscesseens 84,779 38,577 3,162 
Carbonado ........ 15,159 8,12814 201% 
a 30,870,344 14,183,007 540,956 


BRITISH GUIANA 


All the production is by individual miners working singly or 
in small gangs. Maximum production was reached in 1923 
when 214,474 carats were reported. Since that time there has 
been a steady decline. Under the “porknocker” or individual 





miner system of working. only about 50 per cent of the diamonds 
are recovered, but many of the deposits are too small to allow 
eficient mechanical operations. Production statistics follow: 


Year Carats 

re 36,563 
ee 33,941 
ey ee ae 37,462 
Dt? ait¢ceenneedata teatedcs 43,260 


VENEZUELA 


Production figures for the four producing areas are given below: 











Uriman ) Parai- Guara | 
San Pedro | Callao Tepui | Sta. 
El Pao Cuyunfi Icabara Elena 
First | Second Third | Fourth Total 
District District | District District Carats 
1912-1941....| 123,378.21 |........ GR hv cckccces 169,227.30 
jaar 8,372.58 |........ 25,675.37 |......... 34,047.95 
1943... RO SE eee es | 22,845.76 
1944 5,128.15 217.30 | 16,691.62 |......... | 22,037.07 
1945 2,414.28 126.60 10,228.00 |......... 12,768.88 
er 5,114.36 219.63 | 10,659.23 | 4,918.41 20,911.63 
A Sa | ef. 6 sake es 51,538.65 | 614.22 | 61,634.45 
1948 1,519.56 |........| 73,525.62 467.53 | 75,512.71 
1949 ROSS eae 54,225.04 372.05 56,661.54* 
ee | 15,233.64 |........| 45,071.90 83.75 | 60,389.29 
0 PP Te Tere COeeeT ee erie eee errr ee | 63,226.47 





Totals. ..... EYEED Sete ere ers 599,313.05 





* Revised figure. 





(To be continued) 


lhis is a digest of Part II of the complete report of 
The Diamond Industry in 1951. Following the digest 
of Part III, soon to be published by JC-K, the full 
report will be published in book form and will be 
available from Jewelers’ Circular-Keystone, 100 East 
42nd Street, New York 17, N. Y. 


























THERE 1S A TRADE- 
MARK AND QUALITY 
STAMP ON EVERY 
ADMARK BRACELET. 


COPYRIGHT 1951 BY ADMARK 






Che Mark 4 Quality Jewelry 





TRACE MARK REG. YU S. PAT OFF 


THE SIGNATURE ON AMERICA’S 
FINEST SCARAB JEWELRY 






7\4 SANSOM STREET, PHILA. 6, PA. « CHICAGO: 10 SOUTH WABASH AVE., HARRY W. SHERRILL 


FOR AUGUST, 1952 
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Sure cure 
for the 


Summer 


There’s plenty of business these summer months 
for the merchant who steps out and gets it. Let 
the competition be the ones to sit back and moan 
over the dust on the cash register. Suggestion: 
Take aboard two “assistants”? who don’t wilt 
with the heat and humidity . . . who are just as 
potent at producing “‘big ticket” sales now as 
they are in December. They’re the August and 
September issues of House Beautiful, reaching 
the most active and able-to-buy families in your 
community. Put them to work now. Salary? Just 
the time it takes to fill out and mail the coupon 
on the opposite page. 











Slump 





Now on the newsstands, the August issue of 
House Beautiful is already making the best 
customers in your community say, “I want 
that.”’ You tell them, “‘Here’s where to get 
it!’ by displaying a copy of the issue in your 
window, open to pages 90 and 91 ...a 
sparkling display of table accessories set out 
for summer dining. Watch it stop traffic... 
lead it into your store. 


SKS OS 


Rox 


House Beaulifi 


nase . “ 
y . ¥ . ee 4 : 
% ye i gare” 
% BB : Ce a 
Be ge Phy o 
ni 


House beautiful 





Coming later this month, the September issue 
of House Beautiful. And again it includes a 
customer-stopping bonus for you with a 
spread featuring silverware, china, glass, 
table linens. It’s sure to ring the bell with 
your best customers ... and ring your cash 
register, too. All you have to do is display it 
in your window ... on your counter. 





OTHER HOME FURNISHINGS 


DECORATIVE ACCESSORIES 


7. WILL & BAUMER 


TWISTOLITE CANDLES 73. ALVIN STERLING SILVER 
TWISTOLITE, Will & Baumer’s classic 


twist-style dinner candle, assures deal- 74. AMSTON STERLING SILVER 


ers fast turnover and customer satisfac- 
tion with two popular lengths and 15. 75. DIRILYTE TABLEWARE 


SEPTEMBER 


SILVERWARE 


AUGUST 


CHINA & GLASS 
1. KENSINGTON HOSTESS TRAY 


2. TEXAS-WARE SAN JACINTO 
GROUP 











3. WEST VIRGINIA GLASS colors based on Frederick Rahr’s na- 76. PACIFIC SILVER CLOTH 
tional survey of consumer preferences. 
4. RUSSEL WRIGHT AMERICAN Sturdy two-pack. cello-wrap package PACIFIC SILVER CLOTH lined SIL- 
lowers selling costs, increases unit of VERFILE is a new, smart, convenient 
MODERN DINNERWARE sale, makes attractive impulse displays. way to store flat silver. Available in two 
Dealer selling aids on request. sizes to hold eight and twelve place 
settings. Outside cover in rich —_ 
brocade — washable and _ waterprool. 
a STATIONERY Pacific Silver Cloth also available . 
Hollowware bags, Flatware rolls, an 
5. FISHER STERLING SILVER 8 CRANE FINE PAPERS caine fe 
77. TOWLE STERLING 


MIRRORS 


6. PITTSBURGH PLATE GLASS 
FOR MIRRORS 
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SMALL APPLIANCES 


9. HOLLIWOOD BARBECUE- 
BROILER 


Against a regal background, Towle lik- 
ens the owning of TOWLE STERLING 
to the wearing of a royal crown, in the 
September issue. Key words: queen, 
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, regal. Pictured: Craftsman Nut 
al King Richard Serving Spoon, 
Contour Cream Ladle, French Provin- 
cial Sugar Spoon; forks in Silver 
Flutes, Old Master, Madeira. 


78, WALLACE STERLING 

“ROMANCE OF THE SEA” 

In September House Beautiful, WAL- 
LACE SILVERSMITHS unfold the 
thrilling story of the Wallace “RO- 
MANCE OF THE SEA” pattern. This 
newest “Third Dimension Beauty” de- 
sign created by famed William S. 
Warren in the mood of adventure and 
this advertisement powerfully portrays 
the inspiration for this fascinating pat- 
tern. This full-color page depicts Ro- 
mance of the Sea, displays the other 
five “Third Dimension Beauty” patterns 
and offers the consumer Wallace’s 
booklet “Treasures in Sterling” con- 
taining the design stories of all six pat- 
terns, along with table-setting ideas and 
information on the éare of precious 
Wallace Sterling. 


CHINA & GLASS 


79. R. F. BRODEGAARD — 
SWEDISH CRYSTAL VASE 


80. CAMBRIDGE SQUARE CRYSTAL 


81. FLINTRIDGE CHINA “AVALON” 
Featured again is FLINTRIDGE’S 
“AVALON” pattern, popular light 
green border with woodrose center mo- 
tif, still at the attractive price of $15.50 
per 5-piece place setting.’ Also offered 
is a free folder illustrating pattern in 
color, listing items and prices available 
together with information or where 
pattern can be found in retail stores 
across nation. 


82. FRANCONIA CHINA — 
HERMAN C. KUPPER 


83. LIBBEY GLASS HOSTESS SET 
Newest part-time modern glasses of the 
year: new “CURIO” HOSTESS SETS 
by LIBBEY GLASS. Designed by 
Freda Diamond—decorated with au- 
thentic collector’s curios in permanent 
color: black, 14K gold, white. Com- 
plete drinking services! Rims defy 
chipping! RETAIL: Stemware about 
$5.50; tumblers about $3.50 for 8 of 
one size. GIFT-BOXED! 


84, 


85. 
86. 


87. 


88. 


89. 


LIFETIME WARE DINNERWARE 


ROYAL DOULTON CHINA & 
FIGURINES 


SENECA CRYSTAL STEMWARE 


SPODE FINE ENGLISH 
DINNERWARE 


TEXAS-WARE SAN JACINTO 
GROUP 


UNIVERSAL POTTERIES 
“BALLERINA” DINNERWARE 


RUSSEL WRIGHT “AMERICAN 
MODERN” DINNERWARE 


In current “Enduring American Orig- 
inals” series Russel Wright American 
Modern dinnerware ties in with Edgar 
Allan Poe’s great poem “Annabel Lee”. 
Rhythmic contours, expressive textures, 
colors that “rhyme” with every room— 
hand-crafted American Modern is 
“poetry” for any table, “natural” traffic- 
stopper for dinnerware departments. 
Sixteen Piece Starter Set retails for 
$7.95. 


DOOR CHIMES 


95. 


NUTONE DOOR CHIMES 


DECORATIVE ACCESSORIES 


96. 


97. 
98. 


RONSON TABLE LIGHTERS 


This ad will appear in House Beautiful 
in September. It features Dorothy Kil- 
gallen who serves cigarettes in minia- 
ture Tobey Jugs, and keeps RONSON 
TABLE LIGHTERS in her home. The 
lighter shown is the Newport in heavy 
silver plate, $10 plus tax. Mounted re- 
prints on request from the Advertising 
Department, Ronson Art Metal Works, 
Inc., Newark, N. J. 


SKINNER “PEERAGE” BRASS 


WILL & BAUMER 


“TWISTOLITE’ CANDLES 
TWISTOLITE—the classic twist-style 
dinner candle, made by Will & Baumer, 
has instant appeal to shoppers, assures 
dealers of fast turnover and high profit. 
Stock the two popular lengths and 15 
colors based on Frederick Rahr’s na- 
tional survey of consumer preferences. 
Sturdy two-pack cello-wrap package 
lowers selling cost, increases unit of 
sale and makes attractive impulse dis- 
plays. 


LAMPS 


92. LIGHTOLIER MODERN LAMPS 
LIGHTOLIER presents a whole line of 


lamps designed for the new way of 
living. Casual, practical lamps with a 
new kind of elegance that blends ease 
and sophistication. Scaled to fit smaller 
rooms, they’re easy to clean, easy to 
move. Multi-purpose or pin-up space- 
savers; simple flexible lamps that twist, 
turn, raise, lower at the touch of the 
hand; decorative or focus lamps. All 
provide good lighting for good seeing. 
They answer all tastes and needs from 
purist modern to new-type Provincial 
for apartment dweller or ranch house 
owner. For details and information 
write Lightolier, 11 East 36 St., New 
York, N. Y. 


93. LAMPS BY REGLOR 
OF CALIFORNIA 


Unique lamps by REGLOR OF CALI- 
FORNIA will be featured in September 
House Beautiful. Six beautiful new 
sculptured designs ... a few of dozens 
of figures and abstracts now being of- 
fered from coast to coast . . . in sixty 
different color combinations will con- 
tinue to bring customers to Reglor 
dealers. 


94. VERPLEX LAMPS & SHADES 


Month in and month out, the story of 
VERPLEX LAMPS and LAMP. 
SHADES is told in full and forcefully 
to seventeen million readers. This Fall 
National Advertising focuses on re- 
placement shades, modern wrought iron 
table lamps and floor lamps. Use Ver- 
plex 1952 Fall catalog for selections 
from the line that sells—because it’s 
pre-sold. 


CLOCKS 
91. HERSCHEDE CLOCKS 


SMALL APPLIANCES 

66. GENERAL ELECTRIC 
AUTOMATIC TRAVEL IRON 

67. HOLLIWOOD INFRA-RED RAY 
BROILER 

68. PRESTO AUTOMATIC 
DEEP-FRYER 


SEND THIS COUPON TODAY 





FREE HOUSE BEAUTIFUL 
DISPLAYS ARE YOURS 
FOR THE ASKING 


All you have to do is encircle the number 
on the right that corresponds to the prod- 
uct above you want to feature. Complete 
the coupon and mail it today. A striking 
House Beautiful display card, featuring 
the ads of those products you indicate 
will be rushed to you. 


HOUSE BEAUTIFUL 
MAGAZINE 

072 Madison Avenue 
New York, N. Y. 


FOR AuGuUST, 1952 











a 

Please send me free counter display cards as indicated below: © 

. 

August 1 2 3 4 5 6 7 8 9 «6 

September 73 74 75 76 77 78 79 #80 81 82 ® 

® 

83 84 85 86 87 88 89 95 965 97 98 92 «6 

93 94 91 66 67 68 i 

s 

NAME a 

4 

ADDRESS e 

. 

CITY ZONE STATE e 
; JCK 

° 

®eeeeeveeeneeeeeneeeeeeeeeeeeeee ee eee eee 8 8 & Oe 
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Bromberg's extensive stock of flatware and hollowware are continuously featured in window displays. 





Display and Incentive Plan | : 


Lift Sales Ratio on Silver Hollowware 


Silver hollowware should be seen and sold—sold in large quantities, too, this 


Southern firm believes. A unique employe incentive plan plus prominent 


displays have helped make silver hollowware items a ‘popular best seller.’ 


A SHARP departure from standard sterling 
hollowware merchandising methods, plus a stimulating 
plan for employees, has worked out so successfully at 
Bromberg & Co., Inc., Birmingham, Alabama, that the 
store sells 25 per cent as much hollowware as it does flat- 
ware—an outstanding ratio from any standpoint. 

Guerry Denson, head of the Bromberg silver depart- 
ment, was formerly a representative for a leading national 
sterling manufacturer, calling upon top jewelers in Ala- 
bama and surrounding states. As a result, he had an ideal 
upportunity to profit from the merchandising mistakes of 
others when he set up Bromberg’s silver merchandising 
policy. 

One of the first steps was to give sterling and plated 
hollowware a much better display advantage than is 
common. While in the usual jewelry store flatware takes 
the lion’s share of the display space, Bromberg’s had 
adjusted this ratio to the point where 85 per cent of the 
display space in the silver department shows hollowware. 
Nine large wall cases are used exclusively for hollow- 
ware. Each case, lined with soft fabrics in pastel colors, 
features hollowware gift suggestions without any rela- 
tion to flatware. 
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by ROBERT LATIMER 


Denson noted, “Everybody knows we have a large 
selection of flatware patterns. This was brought about by 
continuously showing teaspoons of all patterns in our 
display windows, as well as sterling flatware advertising 
in our local newspapers. Then, we also have seven tea- 
spoon display panels which we have on the walls of the 
first floor of our store. Therefore, it doesn’t require a 
huge display of flatware to keep these sales rolling. More 
display for hollowware, on the other hand, gives the 
average store visitor a greater opportunity to make selec- 
tions and possibly see other items that they had not 
realized they need themselves.” 

Thus, five wall cases in the silver department feature 
sterling tea services, candelabra, serving dishes, trays, 
platters, sugar and creamers and typical gift items. Four 
additional cases show the same merchandise in plate. 
Other pieces appear on small display tables and on a 
massive central aisle table at the entrance to the depart- 
ment, where items of top interest are always shown to 
the best advantage. 

(Please turn to page 206) 
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Be sure to Visit Whanchesker in Booth 20 
-at the A.N.R.J.A. Show 


August 10-14 
Waldorf Astoria 
New York City, N. Y. 


PROVIDENCE 5, 


FOR AUGUST, 1952 








See the MANCHESTER line of souvenir 
spoons, one for every state in the union. 
Name of city or view HAND ENGRAVED in 
bowl—also coffee size souvenir spoon and 


other types available. 


Booth 20 in the Grand Ballroom is a must 
visit for the smart buyer. Our representa- 
tives, C. M. Rebok, J. Carl Gould, J. J. 
Gould, G. A. Blakeslee, Jr., will be pleased 


to show you the samples of the complete 


_ MANCHESTER line of twenty-four stunning 


sterling flatware patterns. 


Manchester Chicago office in charge of 
Daniel Ostrof, 22 Madison Street, phone 
Franklin 2-1230. 





Ask to see our wide array of beautiful Hollow- 
ware that will harmonize with any flatware pattern, 


perfect to mix or match with. 


“If it’s , a are it’s Sterling” 


Wlanchester SILVER Cc >. 


RHODE ISLAND 
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1. People interested in the unusual in sterling will 
appreciate the Beacon Hill potato or ice cream scoop 
which has a large sterling silver handle. Scoop re- 
tails at $10, plus tax. By Silvercraft Co., Boston. 


2. This unusually designed sterling silver “bulge” 
shaped milk mug holds 6 fluid ounces. 24K gold lined 
and is priced at $12 each, Keystone. Manufactured by 
V. Lollo, 327-329 Van Buren St., Brooklyn 21, N. Y. 


3. This color-styled table lighter has either chrome 
lighter and colored base or etched enamel decoration 
on lighter to match base; 5 different colors. $3.50 
retail. T. |. Regens Lighter Corp., 2 E. 36 St., N. Y. 


4. Oneida Ltd.'s handsome silver-plated corn holders 
make ideal gifts for the current "corn-on-the-cob" 
season. Each set contains four pairs of corn holders 
packed in a gift box. Retail price per set is $3.00. 


5. For the fashion-minded is this A. S. R. Ascot Jeweled 
Pearl Lighter. It comes with simulated rubies, em- 
eralds or rhinestones in both midget and standard 
sizes. Lighter retails for $15, plus federal tax. 


6. A new flatware, Stainless by International, will 
be introduced this fall by the Sterling Division of 
The International Silver Co. "Christiana," one of 2 
patterns, reflects Scandinavian influence in design. 
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Big Buyer in her own right! 
Earnings and allowances give 


these girls $3,700,000,000 a valet young "seleateia 


year to spend...as they wish, 
fancy free. And they fancy 


mead in her teens 


Pcs 
a 


Getting gifts galore! For birth- 
days, graduation, Christmas, 
hope chest. Gifts she nearly 
always selects herself. 


Coaching Mother, Prompting 
Dad! She sparks many house- 
hold purchases...flatware, 
glass, china and appliances. 
Will your product get her okay? 


There’s one best way of reaching the 7,500,000 


young women in their teens... 


Here comes the bride! More Tf Wen cpl | 
girls marry at 18 than at any / / / ‘ 


other age. They're choosing 


and buying now for ‘that day.” New York * Boston * Chicago * Hollywood « Atlanta 
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1. Strictly contemporary, Vernon model #960 is a self 
starting electric clock. It is suitable for any room 
in the home or office. List price is $24.95, plus tax. 
Tele-Vision Clock Corp. of America, Pittsburgh, Pa. 


2. A new travel alarm clock by Henry Sochard of 435 
Fifth Ave., New York. It is bound in alligator grained 
genuine leather in four colors and retails at $10.95. 


3. "Glance" is a decorator type wall clock styled to 
fit any room in the home. It come in metallic red, 
copper, green, silver, ivory and white. "Glance" re- 
tails for $6.95, plus tax. From Seth Thomas Clocks. 


4. "Enhancer" is a new note in cleck sty'ing by Te!echron. 
Basket weave texture background is gray, case is ivory 
color. Minute and hour hands are maroon and alarm 
and sweep second hands are polished gold bronze. 
Fair trade or suggested retail price: $8.95, plus tax. 


5. Entirely modern is this portable electric alarm by 
George Nelson for the Howard Miller Clock Co., Zee- 
land, Mich. Approximate retail price: $29.50. Nation- 
ally distributed by Richards Morgenthau of New York. 


6. Suitable for desk, table, or mantel, the new wooden 
Tambour electric clock by The Sessions Cock Co., 
Forestville, Conn., comes in a mahogany finished wood 
with easy-to-read metal dial. $7.50 retail, plus tax. 
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Here's a Way t0( 1e47 Rogers Bros. 
oupl P OF if iple SEPTEMBER TABLE-SETTING 


Spe! 


YOU MAKE THIS AMAZING OFFER: 


A 52-piece service for 8 in 1847 Rogers Bros. Silver- 
plate (choice of 5 patterns) at $74.50 regular price. 


Lom 


your customers get a 42-piece service for 8 in 
Knowles dinnerware decorated in 22-carat gold 


Your cost for the complete 94-piece 


combination service only 


$50.72 nef. 
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NATIONAL ADVERTISING PLUS ADVERTISING HELPS FOR YOU! s 


3 times a day 5 days a week for 3 straight weeks, local “person- 
ality” radio shows will blanket the country with this amazing offer. (> ==" eo —— 
There’s TV too in New York, Chicago, and Philadelphia. Mats, direct Jos 7 wi fhe 
mail piece, and banners, are available. Don’t miss the greatest —————— a 
sales event in 1847 Rogers Bros. history! Place your order now! | 
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Sky 


e@ Exclusive ‘‘Apple Blossom’ pattern 


e By world’s largest manufacturers 
of dinnerware! 


@ 22-carat gold decoration | 


e@ Practical, graceful modern Shape! 


BOB SCHEFFRES CO.,, inc. 


29 E. MADISON STREET ® CHICAGO 2, ILL. 
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DILVERGRAFT © 


pee SS od 
#120 A—8"" 
SIPPER STRAW 
$2.00 


KEYSTONE 


The engraved design of this heart 
shaped STERLING spoon and 
heavy STERLING tube create a 
valuable and unusual gift. Packed 
12 in a roll and gift boxed. 


This heavy cast STERLING picture 
frame has a beautiful raised de- 
sign of roses, buds and leaves. 











#279—4'/" high 
PICTURE FRAME 
$10.00 


KEYSTONE 


These are just a few samples of our outstanding 
values. We manufacture the most complete line 
of unusual STERLING SILVER serving pieces in 
the country, including SOUP LADLES, GRAPE 
SHEARS, PICTURE FRAMES .. . Everything you 
want in STERLING .. . All superbly crafted and 
inexpensively priced to aid in volume and 
repeat sales. 


Do not fail to see our complete line: 


at the WALDORF SHOW (NRJA) Rm. 573, 
Aug. 10-15 

at the PARKER HOUSE SHOW (Boston) Rm. 758, 
Sept. 3-7 


ATTN. SALESMEN! Midwest and South Territories 
available. Contact us at show or write. 


SILWVERCRAFT GOMPANY 


INCORPORATED 


5 WATSON STREET 
BOSTON 18, MASSACHUSETTS 
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Cooperative Action 


(From page 129) 


maximum obtainable in a state of the size and population 
of Washington. 

In this brief period, the association has converted itself 
from a primarily social group to an organization jp 
which the community of business interests of the mem. 
bers is paramount. This was rather strikingly demon. 
strated at the latest Pacific Northwest retail jewelers’ 
convention, with major representation from the states of 
Washington and Oregon. Over 850 jewelers attended. 
Most unusual, however, was the fact that business sessions 
at the convention consistently attracted more than 400 
delegates. Members agreed that this exceptionally high 
attendance figure was due primarily to the interest stimu. 
lated in group business problems by the Oregon and 
Washington trade associations. 

Besides local and national political issues, the Wash- 
ington association has confined itself to such problems 
as elimination of certain undesirable trade practices 
both inside and outside the industry. It has also demon. 
strated that it is entirely possible for members of a highly 
competitive industry to get along amicably with one 
another, to the mutual business advantage of everyone 
in the industry. 

Rejuvenation of the Washington association was under- 
taken through the initiative of a group of Seattle jewelers 
including many of the younger businessmen. They began 





Texas Jeweler Ties-In with Hit 
Motion Picture 
The Sam W. Becker Jewelry Co., Inc., of Houston, 


Texas, recently arranged an interesting tie-in with the hit 
motion picture, “Singing in the Rain,” starring Gene 
Kelly and Donald O’Conner. 

Taking advantage of the movie title itself, the Becker 
Company set up a colorful window display dramatizing 





the water resistant qualities of the Mido Multifort Super- 
automatic watch. A dominant element in the window 
was the Mido Mermaid display, a motion unit which 
demonstrates the Mido actually operating in water. In 
addition, stills from the picture, a full display of Mido 
watches and a hand-lettered sign captioned “You'll be 
SINGING IN THE RAIN with Mido—Thoroughly Water- 
proof” were used. 

This well-timed promotion, it was reported, meant 
extra business. 
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with a campaign to build membership of their Seattle 
Jewelers Club, affiliated with the state association. Today, 
the Seattle group's membership of 45 jewelers includes 
virtually every jewelry store of consequence in the city. 
The present president is Ben Benton. 

At the same time, efforts were made to expand the 
membership of the state association by working closely 
with the local organizations afhliated with it. In some 
‘eases this took the form of helping to organize local 
groups where none existed. Jewelers in nearby Tacoma, 
for example, with a population of nearly 200,000 people, 
had not had a trade association for over 15 years. One 
evening, a group of 15 Seattle jewelers headed by Lester 
Berg, Jack Friedlander and Ben Bridge, drove over to 
Tacoma to advise and assist a group of Tacoma jewelers 
in founding the Tacoma Jewelers Club. Today, that 
group is active and flourishing, with Homer Goldblatt 
as president. Other groups whose growth was encouraged 
include the Southwest Washington Jewelers Association, 
the Columbia Basin Retail Jewelers Association, and the 
Spokane Jewelers Association. All are affiliated with 
the Washington Retail Jewelers Association, with Jack 
Friedlander of Seattle serving his second term as state 
president. 

The association has found that it pays to employ a 
full-time executive secretary and an assistant. The secre- 
tary, Donald Stewart, was recently honored for his ser- 
vices at the Pacific Northwest convention. His assistant 
is Ed Smith. The group also retains an attorney, John 
Schermer, for advice on political and legal problems. 
M. J. Burnett, Seattle, jeweler. represents the local group 














Millions read this in Reader’s Digest... 





laboratory tests! 


Impartial laboratory tests, reported in 
Reader’s Digest, proved that no other 
form of protection tested prevented tar- 
nish as effectively as Pacific Silver 
Cloth . . . recommended by leading 
silversmiths and jewelers! 

Your customers read about Pacific 
Silver Cloth’s proved protection every 
month in these national magazines: 
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on the Better Business Bureau and on the Chamber of 
Commerce’s Retail Trade Bureau. Financial support of 
the state organization is given to the Washington State 
Taxpayers Association for their activities in resisting 
business taxes. 

A basic reason for the success of his association, Jack 
Friedlander believes, is its attention to problems which 
coniront the small and medium size retailer as well as the 
large city downtown jeweler. Dues are likewise graduated 
according to the sales volume of the jeweler. 

The group has been unusually successful in controlling, 
through voluntary persuasion, certain trade practices 
which it was felt were generally harmful to the industry. 
One such practice was that of giving a free appraisal to 
a diamond purchased from a competitor. This, Fried- 
lander explains, gives a jeweler a wonderful opportunity 
to “knock” his competitor by giving an unfavorable 
appraisal. The difficulty is that when it is generally in- 
dulged in, the net result is to undermine the confidence 
of purchasers in virtually every jeweler in the city. In- 
stead of spending their money for diamonds, potential 
customers take their dollars elsewhere to spend on other 
types of merchandise. 

The problem in Seattle and in other communities was 
solved through the local organization, through a “gentle- 
man’s agreement” not to give appraisals of a competi- 
tors diamonds. No reprisals were threatened or taken, 
reliance being placed on ability to persuade members 
that it was to their own interest to conform. In the few 
cases where jewelers did violate the agreement, a small 
group of representatives from the association paid a 
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Reed & Barton’s “‘Hampton Court” 
sterling, protected from tarnish by 
bags of Pacific Silver Cloth. 


Tiny silver particles in Pacific Silver Cloth 
trap tarnish gases . . . prevent them from 
reaching hollow ware and flatware. 

















HOUSE BEAUTIFUL peta 
HOUSE AND GARDEN | frente \ ee eee ’ 
"aa 
WOMAN S HOME COMPANION ( a at etl PACIFIC MILLS, Dept. 8R, 1407 B’way, New York 18, N. Y. : 
EEO. 2 : ’ . — 
C _ . gual y ' — Gentlemen: Please send me names of suppliers and descriptive 
OOD ROUSSE SSPING — jee Display Pacific Silver | literature on Place-setting Rolls ——, Hollow Ware 3s——, | 
BRIDE S REFERENCE BOOK SS ce eee Rito Cloth where your cus- | Lined Chests ——, Packets ——, Wraps (yard and -yard) ——. | 
BRIDE’ “<i | wali tomers can see it! Point 
DES MAGAZINE out the label and beaver- | , — 
ar nh brown color that identify Name = 
New visual Pacific Silver Cloth the genuine Pacific I 7 
Wrap display moves wraps fast! Silver Cloth. | Store Dept 7 
| Address | 
og e ; Lim | City Zone State. | 
positively prevents tarnish OT Oe. j 
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Stainless Steel Blades 


by Moctham plou 


For New Goods or Repairs 

















Cap Lifter (Hook Type } 
Cheese Scoop 


Bottle Opener (Ring Type) 
Knife Blade (Medium) 


Leading silversmiths and repair shops look to 
Northampton for finely finished forged stain- 
less steel blades. Unequalled for quality, 
beauty and eraftsmanship since 1871, North- 
ampton offers a wide variety of specialty items 
in addition to a complete line of tableware. 
Prices and illustrations gladly furnished. 











NORTHAMPTON CUTLERY COMPANY e 
ESTABLISHED 1671 


NORTHAMPTON 2, MASS: . 














4 co ‘ 
. at their 

with non-corrosive 
smooth action springs 
First with the Jewelry Industry. 
Your choice of two distinctive 
designs. The snap opening 
—snap closing is mechanically 
perfect. Immediate delivery 
out of stock. 






. é ° #2—14K, SILVER 
fo i : OR GOLD FILLED 





sydney maerman & CO., inc 


102 CANAL STREET, NEW YORK 2,N. Y. @ CAnal 6-3802 








180 


friendly visit to the offending jeweler to attempt to dis. 
suade him from the practice. In every case thus far, this 
method of persuasion has been successful. 

The association has likewise been effective in cop. 
trolling some practices outside their membership which 
are injurious to the industry. In one such case, a small 
town jeweler complained to the association about a mer. 
chant, not a jeweler, who was selling watches on a punch 
board. The association investigated, discovered that the 
merchant in question did not have a license to collect 
the Federal excise tax, and speedily put a stop to the prac- 
tice. To prevent bad feeling locally, the name of the 
complaining jeweler was not revealed. 

An association’s political effectiveness is in direct 
ratio to the numbers of its members, Friedlander believes, 
Had the state tax issue arisen several years earlier when 
there were only 30 members, it is extremely doubtful 
that it could have been blocked. Other state issues besides 
taxes can also be tackled through association action. An 
example is the law which was sponsored by the Oregon 
association under the leadership of president Harry 
Brumbier and recently passed by that state’s legislation, 
outlawing jewelry auctions. The Washington associa- 
tion is working on a similar measure for their state. 

Members of the Washington association are also keenly 
alert to the possibilities of association performance at the 
national level. They are afhliated with the American 
National Retail Jewelers Association. National issues 
such as the Federal excise tax, OPS price ceilings, and 
the fair trade laws, all offer legitimate fields for associa- 


New Aisle Cases Aid Jeweler 


In Interior Displays 
A remodeling innovation at the Olsen & Ebann Jewelry 
Co., Rockford, Ill., was the installation of two 6-foot 
full view display cases in the center aisle space, which 
replaced small tables and island displays. 
Each case is equipped with removable locks, which 
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permits free sliding of doors when merchandise is being 
placed in case or removed for customer inspection. At 
other times it is secure against the risk of theft. 

The new cases provide full visibility for merchandise 
and have stepped up sales and also create much favorable 
comment from customers. According to Roy Weaver, 
store manager, “The usual type of island displays are 
rarely inviting in appearance and they do not lend them 
selves to the showing of quality merchandise.” 
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tion action, Friedlander believes. His group favors repeal 
of the excise tax, removal of OPS ceilings, and passage 
of a fair trade law which will meet the test of constitu- 
tionality. OPS ceilings, he points out, are unrealistic 
since they are higher in most case, than current retail 
prices. And since jewelry is a luxury, there is no point 
in placing controls on it. _ 

To operate effectively, however, a trade association 
must represent a majority of the businessmen in its field, 
Friedlander points out. In Washington, D. C., a repre- 
sentative of a small group will not get a hearing before 
a congressional committee. As a representative of, say, 
15,000 retail jewelers, on the other hand, they will be 
listened to with respect. Hence the need, he believes, for 
aggressive expansion in membership of the national asso- 
ciation. 

Some trade practices can also be approached at the 
national level, Friedlander believes. A proposal which 
he and his group favor here, is formation of a national 
policy making it unethical for association members to 


give free appraisals. 





Des Moines Acts to Solve Its 
Parking Problems 


With practically all cities and towns worrying about 
the ever-increasing parking problem, Des Moines, Iowa, 
a city of approximately 290,000, has come up with a 
long range “Off Street Parking” plan. 

Jewelry and other stores in the crowded downtown area 


of the city are vitally affected, because private parking 
lots are not sufficient to meet the demand. 

Des Moines is tackling the parking problem munici- 
pally, with citizens paying part of the cost, as they would 
for any other municipal service. 

First, state legislation was secured permitting Des 
Moines and other Iowa municipalities to finance off- 
street parking facilities with a bond issue. 

Another piece of legislation provided for 75 per cent 
of the parking meter income (after meters are paid for) 
to be set aside and used by a city for off-street parking. 
The other 25 per cent is to be used for maintenance, 
repairs, collection and traffic enforcement. 

In Des Moines, the next step was called for the city 
council to build two downtown parking garages, one a 
conventional ramp type, the other a new revolutionary 
automatic type garage. 

A bond issue of $1,250,000 was offered for sale to 
finance these projects. The bonds sold readily because 
their retirement is provided for over a 19-year period, as 
follows: 

1. Revenue from the rental of the garages. 

2. Proceeds from surplus parking meter funds as ‘pro- 
vided by state law. 

3. General tax levy by the city council, if other revenue 
is not sufficient. 

The two garage units have been built and are now in 
operation, both leased to private firms. The total cost of 
the two units was $837,471 and the real estate, $288,666. 
The ramp type structure handles 350 cars and the auto- 
matic type garage can take care of 450. 
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Bg Strictly Refiners 
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21 West 46th Street 
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of Guaranteed Purity 


PLATINUM ° 
IRIDIUM - RUTHENIUM - RHODIUM - OSMIUM 


W. solicit your Sweeps bie 


Filings — Scrap Gold and 


Your Ol Gold Shipments 


Kastenhuber & Lehrfeld, Inc. 


Tel. LUxemburg 2-2320 








PALLADIUM 


Platinum — Metals 


WILL RECEIVE 
Special Auten lion 





New York 19, N. Y. | | 
*« 
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to feature for very gift occasion 


: — day in the year someone in your 


neighborhood is searching for an unusual 
gift for a wedding, birthday or anniversary. 
You can turn this search into a sale 
.. . by featuring the “Golden Hour”... 
America’s most popular gift clock. 
24 karat gold plated .. . fully guaranteed. 
Distributed by 


JOS. B. BECHTEL & CO., INC. 


729 Sansom Street 
PHILADELPHIA 6, PA. 











ANNOUNCING 


THE REMOVAL 
OF OUR OFFICES 


TO 


MODERN NEW QUARTERS 


1780 BROADWAY 


NEW YORK 19, N. Y. 


GOTHIC 


JARPROOF WATCH CORP. 
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ANRJA Exhibitors 


(From page 100) 


Olde Silver Classics ................ ......Spaee ] 
*: 20 
Ollendorff Watch Co., Inc............... a 39, 49 
Otis Company Lieeeetesseeeeieeeeer es: mmm 
P 
P. M. Jewelry Creations, Inc. ................. Space 5 
Parker Pen Company ............... Spaces S-12, §.]3 
Paul, Edward P., & Co., Inc. ............... Space S14 
PT, hn ee eh asi eek desasbcacens Room 686 
Pereline Mfg. Co. Inc. ..................... Space §.3 
Phillips-Buttrick Co. ...................... Room 585 
Phinney Walker Company .................. Space 50] 
Phyllis Originals, Inc. .................... Space 22] 
Piccard, Lucien, Watches .................... Space 7 
Pik Manufacturing ........................ Space 123 
Plainville Stock Company .............. Suite 794.795 
Polishook, K., & Son Corp. ................ Space S.16 
Polumbaum, Richard, Co., Inc. .......... Space 509.510 
Poole Silver Company ............... Space 80 and 84 
Prill Silver Co. Ime. ....................... Space 18 
R 
ee . . ne s e hae oes bow wees Suite 779.78] 
meeeee, Ms Bing Ge Gas... we ci cee. Suite 579.58] 
Remington-Rand, Inc. ...................... Space 14 
Revere Clock Co. ....................... Space 4G-4H 
Richie Premium Corp. .. . tate eee... Space 122 
Robbin Products ........ eS ll 
Robbins, J. W., Company .............. Space 326-327 
Robinson, Edward B. ...................... Space 226 
Ronson Art Metal Works................ Spaces S.-4, S.5 
Rosenthal & Kaplan ......................Room 666 
Royal Zireon Co. .................2...005. Space 227 
Rubin, Herman S., Co. ....................Room 963 
S 
Sarkin, David, Ime. .................. Spaces 311-312 
Savoy Watch Co. ........... 2... .......Room 665 
Ts ike a nome 4% Ad AS ORO Oe Space 105 
Schiffman, M. W., & Co. .................20005. Suite 
Scope Instrument Co. ...................... Space 229 
ees eee eee a enue sae ee OS Space 108 
Someones Gem Glew, BO. 25 ck cece aceen Space 501 
Semca Watch Corporation ................. Space 501 
Sentinel Clocks & Watches ................. Space 204 
Seth Thomas Clocks & Watches............ Spaces 25-26 
Gee, “We Min, WOM Gls 2... 6 ewes Space S-6 
Sheridan Silver Co. ...................... Space 126 
Shiman Bros. & Co. Inc. ................ Suite 694-695 
Shriro Watch, Inc. ........................ Space 13 
Silbermann, Kohn & Wallenstein, Inc........ Room 587 
Silver City Glass Co. .................. Spaces 127-128 
SilverCraft Co., Ime. ....................2... Room 573 
Simmons, R. F., Co. .....................Room 565 
Singer, Phillip S. ............. rue go ira a eae Space 21 
Sloan, Albert E., Inc. .......... -..........Space 304 
Sloves Bros., Inc. ........................ Room 765 
Solow, Harold, & Co....................... Space 228 
Solow Watch Co. ........................ Space 228 
Sonic Industries, Inc. .................... Space 328 
Speidel Corporation .................... Spaces 60-61 
Steiner, Ernest ........................... Space 307 
Stern, Louis, Company .................... Space 
Stieff, The, Company .......... Spaces 504, 505. 506 
Street. George O., & Sons ..................... Suite 
ee Space 75 
Surnamer, S. J., Inc ..................... Space 322 
mee enes ba Hae eee Space S-15 
Swift & Anderson, Inc. ...... oo... Space 8 
v 
Tanenbaum, B., & Co., Inc.......... _.. . Display Room 
Tanz, Phillip, Company................ Spaces 209-210 
Telechron, Inc. ........................ Spaces 67-68 
Tissot Watches ...................... Spaces 211-212 
Tory, William, Co. ...................... Space 131 
Towle Mfg. Company .............. Suite 977-979-981 
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Carpenter Dining 
Room 
aces 53-54 


U. S. Jewelry Co., Inc. 
United States Time Co. .............-.... Sp 


¥ 


& Constantin-Le Coultre 
bare Inc. Tower Suite 
Val St. Lambert, ee Space 104 
Volupte, Inc. ......---- 2s eee eee e eens Spaces 62-63 


— -— ann £2 rot Be SO SB ae LS OES. ©. 2. 29 


Wadsworth Watch Case Inc. ................. Space 36 
Wallace, R., & Sons Mfg. Co. ................... Suite 
Waltham Watch Company ........... Spaces 69, 70, 71 
Watchmakers of Switzerland ............. Spaces 11-12 


Gatien, Bory & Ce. ........ 6 cc ceeae: Space 76 
White al Jewelry Mfg. Co., Imc............. Space 321 
, oink che he aeean nee 6 Room 966 
SO ee Space 101 
de oe CA Space 318 
Wilson Specialties Co. Inc. ................ Space 125 


ESE ee ee er Space 318 
Wilton Merchandise Corpn. ..... _...Spaces 8-19, S-20 





TNE eee DET eee Space 225 
Winston, Harry, Inc. ...................... Room 575 
Winton Watch Co. Inc. .................... Space 411 
Wood, J. R., & Sons, Inc.......... Suite 1277-1279-1281 
Zz | 
Zippo Mfg. Company Space 105 





Jeweler Conducts Baseball 
Popularity Contest 


Mierows, one of the leading jewelry firms of Tacoma, 
Wash., won the good will of the players of the Tacoma 
baseball team, and hundreds of baseball fans, by their 
offer of a handsome wrist watch to the team’s most popu- 
lar player. This watch was shown in a velvet lined case 
in the window, with the card “1951 Tacoma Tigers most 
popular player award, 21-jewel Lord Elgin watch, pre- 
sented by Mierows. Attend the games. Vote for your 
favorite.” 

Each week a card in the window gave the standing of 
the different players, together with his photo. Many 


passersby stopped to read the card and in so doing natu- | 


rally saw the merchandise displayed in the window. 





A ‘Front’ of Distinction 





fer 


One of the most distinctive jewelry store fronts in Minneapolis, 

Minnesota, is that of Lacey's Credit Jewelers. The ultra-modern 

front has a sheltering overhang with inside lobby for shoppers. 

Incandescent spot lights give excellent lighting to merchandise. 
Glass doors permit a full view of store interior. 
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In place of slow, untidy 
pen and pencil work... 
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STORE NAME 














CHOOSE NEAT, 
ACCURATE, 
SPEEDY 
PRICE-MARKING 


STORE NAME 


Al2 e271 
55/C 10 
$1.00 





with the economical 


MONARCH PATHFINDER 
Price-Marking Machine 


Accurate, legible price-marking for every item in the store 
Most price-marking help at lowest equipment cost . 
Price-marks 30 sizes in 10 styles of Tickets, Tags, Labels 
Hand-operated, easy for anyone to learn operation 
quickly 

Prevents mistakes and misunderstandings 

Keeps clerical costs in line, saves hours and dollars 

Big enough to do a dependable job 


Light enough to be easily 
carried wherever needed 


@ Ideal for small stores, city 
chains, special departments 
For illustrated folders and free 


sample price-marking tickets, tags 
and labels, use the handy coupon. 





FILL OUT, CLIP AND MAIL 


The MONARCH 
Marking System Company 


216 South Torrence Street, Dayton 3, Ohio 








We are interested in accurate, speedy, economical price-marking. 
Please send sample Monarch Tickets, Tags and Labels; also folder 
about Monarch Pathfinder Price-Marking Machines. We understand 
there is no obligation. 




















STORE NAME 
ADDRESS_.__ Sie is oe 
POST OFFICE ZONE STATE 
scx—s/s2 
183 





Engineered for Service 


(From page 114) 


wails on three sides are finished in white plaster, with , 
fourth exterior wall composed of glass block to provide 
maximum illumination. The room has a rubber-tiled 
floor, and individual fluorescent lamps over each of foy 
repair benches spaced on two sides. 

Each repair bench was custom built for the store, with 
a “place for everything” in the form of hundreds of 
tiny drawers, revolving receptacles, etc. Each man ha 
the responsibility of keeping his own area “policed” with 
the result that there are never any odd parts, old cases, 
extra tools, etc., lying here and there around the depart. 
ment. Three watch-cleaning units, as an example, are set 
on a specially-constructed cabinet between the watch. 
making benches, with a 3-sided glass screen around it to 
prevent accidental splashes or marring the walls. 

The mezzanine balcony room is connected directly with [ 
the watch service counter on the first floor, which, jin 
turn, is located between the general offices and sales 










Help you gain 
quicker, easier 
profits from 
repair work. 





ae — penn: onan | floor. At this point, Fogg seized upon the opportunity 
WRC findings. Then you're set lo put into practice a simple idea which has helped to 
to do more repair jobs quickly, speed up watch production immeasurably. This has been 
easily, profitably. to set up in a series of metal files, the complete parts | 
Select the findings you need, then inventory of the store right at the service counter. : 


ORDER TODAY, SINGLE MAN OVERSEES PARTS INVENTORY : 
thru your Material Jobber. : 


“Instead of asking the watchmakers to maintain the 


omnes Pants — Company parts inventory upstairs and to get up and search through 
; drawers whenever they need a particular part, we now 
place this entire responsibility in the hands of one man 


~*~ specifically trained for the job,” he indicated. “In this 














case, our head watchmaker. A veteran of many years of | 
repair service, he is familiar with all parts utilized in all 
| leading watch brands, and we feel that it is far more 


E R - ° simple for the watchmaker upstairs to lift the telephone, 
W EL and order a specific part brought up by dumbwaiter, 
j E than to look for it himself.” 

Thus, a huge inventory of parts, kept up on a per 
petual reorder basis, is neatly racked in the downstairs 


/ JEWELERS 

















ACTIVE — INACTIVE AND OBSOLETE service department. Each of the four horologists has his 
own intercommunication telephone, connecting with the 
STERLING FLATWARE PATTERNS CAN downstairs service department. Whenever a balance staf, 
BE TURNED INTO CASH NOW! set of screws, spring, etc., is required, the watchmaker 
. pushes a buzzer, and simply gives the parts number to 
Many of your customers are interested in changing the head watchmaker below. This is quickly located, 
their incomplete or obsolete patterns of flatware for slipped into an envelope, and sent upstairs via a tiny 
new patterns, providing they can receive a fair price ' , ’ ; , h 
for their old silver. We are prospective customers for dumbwaiter, which rings a bell when it arrives on the 
this silver and will be pleased to make a tentative mezzanine floor. It requires only a few seconds to locate 
offer on receipt of information as to quantity, con- any needed part in this way, and thus the watchmaker f 


dition, etc.; or, a definite offer on receipt of the ; ‘ 
silver. This will enable you to obtain a much higher wastes no more time than the few steps from his bench 


price for the old silver. We are also interested in to the dumbwaiter. 


purchasing any sterling silver your customers wish ; , —— 
to dispose of or any sterling flat or hollowware stock. The head watchmaker likewise handles all estimating 


either new or used. work, accepts repair instructions, returns watches to thei! 
owners, etc. With his long experience, he can service 
the customer at the counter with maximum accuracy and 


We are also interested in your traded-in : . . . 
e . Ne 10ns 
or cumins icdey end Gausede. efficiency, while there are no distractions or interrupt 
in the upstairs mezzanine. 


Installation of a 20-ton air conditioning system in the 


Julius Goodman & Son store keeps the watchmaking department at a comfortable 


+ es MADISON AVE. MEMPHIS |, TENN. J a working temperature the year around, all of which makes 
| for additional production efficiency. 


Correspondence Solicited 
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Concurrently with completion of the new watchmaking 
department, the Fogg Jewelry store started on a consistent 
newspaper display ad program, which takes advantage of 
humor, prestige, etc., to attract watch repair volume. 
Ads average anywhere from once to three times per 
month, and whenever possible, are headed with an eye- 
catching cartoon. A specific example is a 2 column by 


“9 inch ad which shows “humanized” cartoons of watches, 


one run down, suffering a severe headache. One watch 
asks the other “Why be so run-down, Joe?” and sug- 
gests “Get those wheels in your head fixed in a jiffy at 
Fogg’s on the Sunshine corner.” This type of ad gets a 
lot of attention. 

Even more effective are “prestige ads” which give the 
Albuquerque public some short history on the Fogg 
store. A typical ad is headed “An amazing record— 
Fogg’s has been repairing watches in Albuquerque for 
the past 27 years ... and from long experience, designed 
q specially-equipped, soundproofed, dustproof repair de- 
partment .. . and it is staffed by six specialists in the 
repair of fine watches. That Albuquerque approves o} 
the quality of our service ts shown by the amazing record 
and growth in the past 27 years.” At the bottom, a sub- 
head points out “Fast, economical service made possible 
by— 1. The city’s largest supply of ready-to-install parts ; 
9. Facilities for making new parts on the premises if 
necessary.” 

Through constantly taking store visitors “on tour” of 
the watchmaking department, Fogg’s has built up a repu- 
tation for neat, swift efficiency which has had a lot to 
do with the steady increase the store has enjoyed. 


Retailers Form Credit Plate Association 


Estberg & Son, Waukesha, Wis., has joined 13 other 
merchants in that city of 22,000 in sponsoring a Credit 
Plate Association. It is said that this is the first attempt 
by a group of small-sized retail stores to use such a 
credit plate plan. It required a year of planning by the 
merchants and the Waukesha Chamber of Commerce, 
which is backing the program. | 


Ken Cooper, manager of Estberg & Son, states that 
his store has about 700 charge account customers, many 
of whom are using the new credit plates. He states that 
he likes the plan because it enables people to buy more 
on an approved purchase plan, aids credit investiga- 
tions, simplifies the buying transaction, saves invoice 
making time, and also furnishes an extra incentive for 
county residents to buy in Waukesha, the county seat. 


Most of the retailers who are in on the plan say that 
the plates are very useful in securing new customers. 
If a person has a credit plate notched for one store, he 
will seriously consider—at one time or another—visit- 
ing the other stores in on the plan, and having his plate 
notched for purchases there. This stimulates buying in 
many stores. 


Newspaper advertising of considerable size is being 
used by the Chamber of Commerce in publicizing the 
plan. Waukesha County is one of the richest dairy 
counties in Wisconsin, and the newspaper advertising 
is fully acquainting farmers with the advantages of the 
credit plate program. 
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No. 100 
CHROME—Mirror 
or Satin Finish 


$2.50 Retail 
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EGENS AMERICA’S POPULAR 


Nationally Advertised 


the perfect all-purpose all-weather lighter 
Unconditionally Guaranteed 





Removable tank makes filling easier and No. 300 Order through your wholesaler. 
prevents overflow on spark wheel and ENAMEL— All| Regens lighters are price 
— One filling lasts longer. Ideal light Assorted Celore eo mae excise tax in- 
or pipes. - . 

iin $2.50 Retail 


REGENS LIGHTER CORPORATION e 2 East 46th St., New York 17, N. Y. 


Just Press—It Lights 


Release — It Closes 


ighter 





No. 600 
CHROME-PLATED 
Engine-turned 
$3.00 Retail 
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WALDORF ASTORIA HOTEL, N. Y. 
JEWELRY SHOW, AUG. 10th-14th 
VISIT JADE ROOM 


BOOTH 305 


See The 


Most OuTsTANDING DISPLAY 


OF THE FOLLOWING 


STANDARD BRAND FACTORIES 


NEW FALL LINES 


AUTOMATIC CHAIN CO. 
FINBERG MFG. CO. 
HARWOOD MFG. CO. 
W. E. HAYWARD CO. 
KESTENMAN BROS. 
MARVEL MFG. CO. 


OPALITE, INC. (Floating MANY OTHER FAC- 
Opals) TORIES 


LASNER JEWELRY CORP. 


SERVING THE JEWELER A QUARTER CENTURY 
65 NASSAU ST. NEW YORK 38, N. Y. 


RICHELIEU PEARLS 
SHIMAN OF NEWARK 
LOUIS STERN CO. 


VAN DELL CORP. 




















JADE 


One of the largest importers of 
JADE of every type 


Complete Stocks of Tigereye Cameos, Hematite Intaglios, 
Scarabs, and all other semi-precious CHINESE STONES 


Write for full porticulars 


CHINESE JADE CORP. 








Law? West 47th St. © New York 19, N. Y. © JUdson 6-1666...... 





DIAMONDS or EXPORT 


BARBER «xo SLUIS 


ST. ANDREW'S HOUSE 
32/34 HOLBORN VIADUCT 


LONDON, ape Cais 


CABLES: 


ALL QUALITIES AND SIZES POLISHED AND ROUGH 


FROM: 
LONDON, ANTWERP. ano 


SLUBAR - LONDON 





AMSTERDAM 











Clock Repair 


(From page 113) 


ness in silverware, both flat and hollowware, with the 
balance divided between the selling and repairing of 
watches and clocks and the sale of fine and some costume 
jewelry. Since silverware is such an important item, they 
carry a considerable stock in hollowware as well ag jp 
sterling flatware. With the financial bracket of their cys. 
tomers in mind, they stock no plate flatware. 

Advertising of such a store must, of necessity, be digni. 
fied. This store, while carrying token advertising in the 
local paper and telephone directory, rarely draws much 
business from these sources. It depends largely on its 
two windows which are dressed every ten days or two 
weeks and the word-of-mouth approval of its customers, 
It also depends upon its clock repair reputation. 

Sands and Judson believe that the display of a reasop. 
able amount of price tags in the window invites the 
public to step inside and examine the articles seen in the 
window. All of their price tags, both here and in the 
store, show the price with the tax included. “We've lost 
more than one sale,” Judson commented, “when a cus. 
tomer was given the actual price as he was shown the 
article and then when the additional tax was mentioned, 
the customer shook his head and walked out of the store.” 

With the exception of displaying men’s and women’s 
rings with the birthstones of that particular month, there 
is not too much attention given to a definite plan of 
window arrangement. To be sure, travel clocks are fea. 
tured in December and January when the bulk of the 
tourist trade is in town and seasonal arrangements are 
made for Christmas, Easter and similar occasions, 
but on the whole, the show windows include a tasteful 
arrangement of watches, some diamonds, considerable 
silver and a little costume jewelry. 

One month they devoted a section of a window to 
articles suitable as gifts for a new baby, such as a silver 
spoon, a partly silver teething ring and silver banks. 

To further attract the plumper pocketbook trade, The 
House That Jack Built designs pieces of jewelry, either 
on the request of the customer or for a possible sale. 
To draw attention to this service, they frequently place a 
newly designed piece in the window or in a specially 
conspicuous show case in the store with a sign before 


it reading, “Made By Us For You.” 





China and Glassware Featured 
As Gift Suggestions 






Bai sa 


Smith Patterson's, Boston, attracted the notice of both gift seekers 

and homemakers with this well-balanced window display of chine 

and glassware gift suggestions. Chinaware was accentuated by 

background of pink fabric flows. A few blossoms sprays suggest 
approach of summer. 
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Showmanship 


(From page 134) 


follow it around the side of the store and look around to 
see where it ends. Furthermore, it relieves the monotony 
of straight fixtures all aligned in a row. 

A person entering the store is invariably drawn to the 
.ilverware display which makes up part of the rear wall 
directly facing the front. Shown are flatware, hollowware 
and some of the finer items. Directly in front of it is a 
sit-down showcase with silverware utensils and smaller 
‘tems of this category. This choice location is in keeping 
with the store’s plan of emphasizing its silverware stock. 
and it has worked out successfully in drawing attention 
to it by mere physical location alone. 

The curved side wall which is on the left as one enters 
also displays costume and inexpensive lines of jewelry, 
accessories, small appliances, clocks, etc. 

The other side of the store contains the conventional 
straight-line display fixtures with three built-in large pic- 
ture windows and a smaller one. This is used for the 
fine jewelry, watches and watch attachments. The lower 
cases and counters on both sides have storage room in cup- 
boards for some of the fast-moving stock. An added ele- 
ment, however, is a recessed compartment below the pic- 
ture windows designed to store merchandise temporarily 
while a clerk is waiting on a customer, to get it off the 
case while the transaction is under way. 

A well-rounded program was planned to publicize the 
newly modernized store. The initial part of the prograra 


was the free distribution of tickets to the “Speidel TV 
Show” featuring the popular ventriloquist, Paul Winchell, 
and his stooge, Jerry Mahoney. There was no obliga- 
tion to buy, and it was first come, first served. 

In addition, anyone making a purchase, regardless ul 
amount, was entitled to a giit from a wide assortment 
displayed in the window. A further inducement was the 
handing out of door prize tickets by a hostess at the en- 
trance during the first three days. These were given out 
to all visitors. This entitled them to participate in an 
hourly drawing with the lucky numbers being picked out 
of a box by a little girl. The winners received gifts which 
were worth over $10 each retail. 

Anyone coming into the store during the 10 days of the 
celebration, purchaser or not, was entitled to a coupon 
for registration in the main event, a drawing for a $250 
diamond ring to be given out by a “Mystery Celebrity,” 
on the last day. This personage turned out to be Ted 
Brown, master of ceremonies on the televised NBC 
Speidel Show. 

A skillful advertising campaign to publicize the affair 
was directed by a professional. Leading types of media 
were employed and the element of suspense was finely 
drawn out to keep the public guessing and wondering. 
For two weeks preceding the opening, “teaser” ads were 
inserted in the local newspapers three times a week. The 
copy was featured with a sketch of the old store and the 
new and the slogan, “Ring Out the Old, Ring in the New.” 
There was some reference to the store, but readers were 
left in the dark as to its identity. 

On the day before and morning of the opening, large 
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No. 930—Imported Square Travel Alarm 
Clock. 7 Jewels—40 Hour Movement. 
Assorted Dials. Size: 23/"* x 3"" 


Retail price—$9,95 pies tax. 


*% Fully guaranteed precision type 
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OMPARE! roan prices ond stvies 


SMALLEST and LOWEST-PRICED AMERICAN and IMPORTED TRAVEL ALARM CLOCKS! 


30 HOUR 8 _ a 7 JEWEL 





No. 216—Round "‘Junior’’ Travel Alarm Clock. 
30 hour precision movement, American made. 
Size: 2%"' x 3''. Retail price—$6.95 plus tax. 


% Luminous hands, numbers 


Consult your Wholesaler or Write Direct for Colorful Illustrated Catalog of our Complete Line 





No. 555—8 Day—7 Jewel SWISS Travel 
Alarm Clock. Size: 3°* x 3°". 
Retail price—$15.95 plus tax. 


% Clear bell 


and legible dials. tone alarm. 


THE F LORN CO. «+ DEPT. JK-1, 1261 BROADWAY, N. Y. 1, N. Y. 


MANUFACTURERS & IMPORTERS OF LEATHER TRAVEL CLOCKS 
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SALESMEN 
WANTED 


Excellent opportunity with a na- 
tional organization for experienced 
salesmen having a solid following. 


Liberal drawing account against 
commissions for right men accus- 
tomed to top earnings. 


Established territories with active 
accounts available. 


State lines carried, territory cov- 
ered, background, references. Re- 
plies in confidence. 


Box “A., 2807,” care 
THE JEWELERS’ CIRCULAR-KEYSTONE 


100 East 42nd Street New York 17, N. Y. 




















#950 JEWELERS PRICE TICKETS 
COMPLETE WITH CONTAINER 


$150 





WITH EACH SET YOU GET: 


e 1092 INDIVIDUAL TICKETS 
e 150 PLASTIC EASELS 
e 100 TABS 
ROLL OF SPECIAL ADHESIVE 
ORDER YOUR CHOICE 
A—lIvory with Black Figures 
B—Black with Silver Figures 
C—Half Black & Half Ivory 


pcr ual 


SIZE 


6 of every popular 
price denomination from 
25¢ to $1000.00. 





CAN ALSO BE AFFIXED TO WOOD—GLASS—METAL—FABRIC 
AVAILABLE AT YOUR JOBBER OR ORDER DIRECT 


ms Franktix ||lth. GURP. “oss 


























quarter-page copy splashed the announcement of the cele. 
bration together with the offer of specials at reduced 
prices. 

To reach people who might not have read the news. 
paper ads or heard the broadcast, a comprehensive direct 
mail campaign was carried out. An eight-page folder, 
measuring 514 x 8 inches, was mailed. The back page 
gave details of the celebration, and there was a full-page 
letter invitation from Nicholas Siderides, Sr. The rest of 
the folder contained detailed descriptions of leading 
brand merchandise carried along with prices. 





Personality 


(From page 136) 


After the war, Bob Mohlman found another majority 
group to which he could appeal. Again the medium was 
WASK, Lafayette’s only radio station. The program: 
“Shows, Their Times and Places.” 

“Shows” was given a 15-minute spot five times a week 
during the early evening—right at the dinner hour. It 
consisted mostly of a summary of the pictures playing 
in local theaters, their leading characters and the times 
they began and ended. 

Again the commercials had the personal Bob Mohlman 
touch. He recorded the full week’s at one sitting for 
playback during the broadcast. The slant of these com- 
mercials, again, avoided the huckster method in favor of 
an approach aimed at showing the purposes and useful- 
ness of Mohlman merchandise. 

This same type of thinking was behind the radio series 
which has probably been Mohlman’s most successful to 
date in producing direct sales. This was called the 
Purdue Fraternity Parade. 

Every Monday night, Bob visited another Frat house 
on the Purdue campus. He arrived in time for dinner, 
stayed on for an after-dinner chat and arranged for 
WASK’s recording engineer to arrive later in the evening 
to cut a record for rebroadcast on Wednesday of the 
same week. 

The program included talks with the president and 
prominent members of the fraternity. The history of the 
national fraternity, as well as of the local chapter, was 
described. All members joined in singing at least two 
of the fraternity’s songs. 

Commercials were comparatively few and followed 
the same pattern of describing a friendly store and 
friendly selling. , 

By the end of the first school year after the fraternity 
series was launched, Mohlman’s had sold “several thou- 
sand dollars’ worth” of diamond rings to boys Bob had 
met at frat houses or who had become acquainted with 
the store through this program. 

To make the picture even brighter, many of these boys 
brought their future wives to the store when they selected 
their rings, beginning a long chain of new, happy cus- 
tomers. 

Bob Mohlman was forced to drop the “Shows” pro- 
gram when his budget wouldn’t stretch to include both 
this and the Fraternity Parade. However, “Shows” had 
grown so popular that the station was unable to discon- 
tinue it. They had a constant stream of phone calls 
inquiring about the movies during the short time the 
program was off the air. As a result, “Shows” ran sus 
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taining for several months until the Mohlman’s could see 
their way clear to resume sponsorship. 

The acid test of an advertising and selling technique, 
of course, is in overall sales volume. The Mohlmans’ 
answer here lies in the fact that they were working on 
plans as this was written to double the size of their store 
as soon as arrangements could be concluded. 





‘Sliding Displays’ Promote Watchband 


Sales for Texas Jeweler 


Using convenient countertop display fixtures, which 
may be easily slid along the top of the watch case to 
demonstrate various choices of new watchbands, has 
brought a steady increase in watchband sales for Ray’s 
Jewelers, Temple, Texas. 

Ray Levy, owner of the smart, modern store in this 
central Texas community of 25,000, developed this clever 
form of selling after several experiences with a manufac- 
turer's countertop display unit. Designed to rest at one 
place on the countertop, this blonde wood display fixture 
was devoted to moderate-priced leather straps, and was 
kept on top of the main watch counter. Both in selling 
new watches and returning repaired watches to their 
owners, Levy noticed that customers were paying a lot 
of attention to this display unit, and quite often, that 
they had made up their minds to a new watchband 
simultaneously with the purchase of a watch. 


This experience moved the Texas jeweler to design a 
similar, but smaller display unit, likewise sliding on the 
watch case top, to display his most expensive styles cf 
men’s and women’s watchbands. 

This display unit features a dozen bands, and consists 
of a slanting-top hardwood box, covered on the exterior 
with felt, and with a velvet pad at the top, to slide easily. 
Only a few inches high, and readily moved with one 
finger, it has constantly boosted sales in better-priced 
watchbands, primarily because of convenience and “open- 
to-the-touch” display. 


All of Ray’s Jeweler’s watch salespeople make it routine 
practice to push one or both of the countertop display 
units along, whenever a customer asks to see a watch, 
or whenever a watch is brought in for repairs. Customers 
invariably devote a lot of attention to the watchbands 
on display, and if time must be spent in locating the 
desired watch, the customer is not left to merely stare 
into space, but may look over the watchbands, actually 
picking them up and examining them closely. The cus- 
tomer’s appearance, buying habits, etc., dictate largely 
as to whether the top priced precious metal expansion 
bands, or lower-priced leather bands, are moved his wav 
on their “sliding carriers,” Levy pointed out. 


“Convenience and trust in the customer to the point 
that he may pick up and examine any of the watchbands 
himself, has had effect on sales,” he said. “Almost daily 
through the year we make a few watchband sales, which 
are traceable entirely to the fact that the customer waiting 
service from a salesperson, became interested in the 
convenient, open display of watchbands, fingered them, 
and made up his mind to buy either for himself, or as a 
gift for someone else.” 
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a refreshingly 
new collection 
of creative 
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| See Us at 


SERT ROOM S-19-S-20 


ANRJA SHOW — NEW YORK, WN. Y. 
August 10-14 — Waldorf-Astoria Hotel 
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WILTON e ALSTEN 


Merchandise Co., Inc. COMPANY 
715 Broadway - New York 3, N. Y. 

















Reh-Craft Trophies of Merit 


INTRODUCING OUR NEW SALESMAN 
TROPHY TO HELP MAKE MORE SALES 
FOR YOU. 


#C Size Figure 
ee ere $18.00 LIST 









#118 S 
HEIGHT 12" 


Write for Our New:1952 Catalogue 
for More Trophy Values 


A. C. REHBERGER CO. 
2134 N. Magnolia Avenue 
Chicago 14, Illinois 

















_Announcing 
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of 


IRIS FLOATING OPALS, INC. 
22 West 48th St., 


New York 36, N. Y. 
JUdson 6-3790 


Selling the IRIS FLOATING OPAL 
in 14K gold, gold-filled, sterling 
TO WHOLESALERS ONLY 
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You don’t have to display a diamond-and- 
ruby necklace to stop a customer in his tracks—just 
feature Darbara Dates MANICURE GIFT SETS 
—they’ll sell—every day in the year with 


@ their brilliant sparkle of fashion colors, 
finest fabrics, leathers, gold and silver 
mesh 


@ their glittering gold-plated implements 
@ their utterly feminine designs 


@ their decorative impact! 


And, they’re priced to fit every budget, every purse. 





“LUXURIA,"” No. 232. NEW! An enchanting fashion- 


style kit with a crushed velvet exterior in green, wine and 
lilac and a golden bronze frame. The interior is lined in 
beige moire. This case is richly fitted with gold-plated mani- 
cure essentials. Retails at $10.00.* 





“VELVET VOGUE," No. 231. NEW! Gift-perfect in 
luxurious crushed velvet in green, wine and lilac. Golden 
bronze frame. Beige moire interior lining. The gold-plated 
implements plus other accessories lend this lovely case an 
air of high-fashion. Yet, only $10.00* retail. 
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More SPARKLE.. More COLOR.. 





THATS WHY | a WSates IS A 
GIFT HUNTER'S BEST FRIEND—ANp 
A JEWELER'S BEST FRIEND, TOO! 


ALERT JEWELERS DISPLAY 
Barbara bates MANICURE GIFT 
SETS because—"the more you 


show ‘em, the more you sell" 


"MODERNE," No. 230. NEW! For the lover of “town- 
and-country” taste. This sophisticated case comes in ich 
plastic-coated simulated leather of light tan. A complete 
unit for good grooming—equipped with fine quality gold- 
plated essentials, 2 cut glass perfume bottles and comb. Retail 
price, only $7.50*. 
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"MIDAS MESH," No. 221. The Ultimate in golden 


glitter. Fashioned in glorious gold mesh, it is fitted with 4 
handsome array of gold-plated implements of finest quality 


. the frame in golden bronze . . . the interior lining i 


beige moire. Retail price, $20.00.* 


Also available “MIDAS MESH” model No. 222 in silver 
mesh, with nickel-plated implements. Retails at $27.50*. 
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M ore VALUE in these ew Gift ets 








“CARRY-ALL,” No. 204. com. “NAIL VANITY," No. 218. Mag. 


"GROOMETTE,” No. 203. This — in — and —— nificently covered in peach or blue 
darling manicure gift kit is fashioned gol -plate implements, comb, brush, . . . . 

ns a repen febeic coweting of beight fingernail boards and cut glass perfume damask and lined in beige moire. The 
red, green or royal blue, enhanced by bottles. The exterior is covered in frame is golden bronze. This case is 
a golden bronze frame and lined in lovely red, green or brown bengaline, fitted with a gleaming assortment of 
beige moire. The gold-plated manicure with an unique enamel frame. The in- gold-plated manicure implements. Re- 
essentials are of finest quality. All this terior lining is of beige moire. Retail tail price. $15.00* 

for only $5.00* retail. price, $7.00.* | i will * Subj. Fed. Tox 


FLASH! dates DIS-PLA-O-BLOC 


solves your display problems—lowers your display costs 
















































































S66 © 
Inexpensive but customer-catching display BLOCS you can The multi-shaped BLOCS are made of light-weight Styrofoam, 
easily set up yourself, without professional display help. covered with rich crystelle velvet—available in many colors and 


ne DIS-PLA-O-BLOC set makes hundreds of professional- color combinations. 

ooking display combinations—for your windows—counters— —_ 
showcases. Suitable for every display need—every gift season— WRITE TODAY, Dept. C-7, for our FREE, descriptive 
throughout the year! ad DIS-PLA-O-BLOC brochure. 


CONVINCE YOURSELF see us at the 
A.N.R.J.A. Convention at the Waldorf-Astoria 
Hotel in New York, August 10-14. bore 





C.J. BATES & SON 
CHESTER, CONN. 
New York Showrooms: 366 Fifth Avenue 


We cordially invite you to inspect the com- 
plete Barbara Bates line at our booth, No. 205 
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Strictly modern in design, the 
new Selma Schloss jewelry store 
provides much needed space for 
a greatly expanded china, glass, 
silver and giftwares department. 








Elbow Room for Growing Tableware Sales 


















inns SCHLOoss, owner of the newly mod- 
ernized Selma Schloss jewelry store in Pine Bluff, Ark., 
is accredited by some sources as the originator of a 
national trend in jewelry store merchandising. 

Twenty-five years ago Miss Schloss had an idea—an 
idea which at first was considered “shocking.” She sug- 
gested to a bride-to-be that she select her silver, china and 
crystal pattern preferences and let a table be set in the 
store with the bride’s name on it. The aim of the sugges- 
tion, of course, was to avoid duplication of gifts and a 
hodge-podge of tableware designs. 

Her idea took hold and it ultimately proved a boon 
for buyer, seller and bride. No longer is it considered 
shocking or in bad taste, for even Emily Post says it is 
socially correct. Crystal stemware, above, is displayed in the same area as other 

: . tableware merchandise. A wide selection of china patterns, belo, 

Always attuned to the times, Miss Schloss recently is shown in large, uncluttered wall cases with open shelve 
moved to a larger and more conveniently located store in 
Pine Bluff. After being in one location for over 25 years, 
it was not an easy decision for her to make. But, pre- 
vented by space limitations to expand her china, silver, 
crystal and gift departments, last November she moved 
to a new, highly modernistic store. 

At her new location Miss Schloss has ample space to 
present a greater selection of tableware merchandise. 

While she had no special space for a china department 
in her old location, she now displays china patterns in 
four 5-foot wall cases. Each wall case is partitioned so 
that patterns are displayed in separate compartments. 
There is also drawer space below the china wall cases 
for reserve stock and serving pieces in different patterns. 
(Please turn to page 206) 
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ma new wold of crystal display. .. 
WE provocatue new settings 
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aao ririrn AVENU-E, NEW YORK CITY 


Come see ws anytime 


1N U.S.A. 
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4. Sophisticated Provincial 


. Hand-painted on the classic Century shape, the "'Pris- 
cilla’ pattern in china dinnerware shows wild roses in a 
delicate pink, gray leaves, platinum bands; 5-pe. setting 
$27 retail. From Castleton China, Inc., 212 5th Ave., N. Y. 


[] 2. New Kru Ware, with mat glaze outside, irridescent glaze 
inside and 5 different sgraffito designs; large vase, $11 
retail in color, $12 in chalk; smaller, $5 and $5.50 in color 
or chalk. From Ken Sebring & Co., 225 5th Ave., N. Y. 


[] 3. New—the much-wanted platinum bands appearing in full 
line of stemware, to be retailed for $27 a dozen. Platinum 
is applied both inside and outside to assure a better 
wearing quality. By Fostoria Glass Co., Moundsville, W. Va. 


C] 4. Sophisticated Provincial design by Judith Wood on Win- 
field China dinnerware shows yellow stylized apples with 
touches of rust and brown; |6-pc. starter set, $18.95 retail. 
By American Ceramic Products, Inc., Santa Monica, Cal. 

[] 5. Gracefully poised lace figure, one from a diversified 


group of imported figures of this type, delicately modeled 
and made in various sizes and prices; all white or pink and 


white. From Paul A. Straub & Co., Inc., 19 E. 26th St., N. Y. 





1. Platinum-Banded China 














3. Platinum-Banded Stemware 





5. Lace Figure 
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A new pattern of fine Bavarian dinnerware by Heinrich & Co., Germany.: 


The exquisite shadings and delicate color of this exotic flower have been carefully re-created in this handsome pattern. Carried in 
open stock for prompt shipment f.o.b. Philadelphia. 


9 Piece Place Setting ............ $10.00 
Footed Tea Cup and Saucer ... .. 3.25 
Bread and Butter Plate ......... 1.50 
Salad Plate ...................0.. 2.00 


RETAIL PRICE LIST 


rr are $1.50 
IE: fo, ee ha ee 2.00 
Covewe® Bega ...........6..000:: 5.90 
Ree oer 4.00 
Sauceboat, Fast Stand ........... ~ 9.00 


EET cs dindavaesemoneds $ 5.50 
EE. 6) esas aesteckbawedean 9.00 
eg. a wancunsndeneanees 16.50 
i ff arr re 8.00 


EBELING & REUSS COMPANY 


Established 1886 


MAIN OFFICE: 707 CHESTNUT ST., PHILADELPHIA 6, PA. 


NEW YORK 10 
225 Fifth Ave. 


FOR AuGuUST, 1952 


CHICAGO 54 
1557 Merchandise Mart 


LOS ANGELES 14 
527 W. 7th Street 
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4. Classic Decoration 


Modeled from a Godey Ladies’ Book illustration is this 
charming figurine, "Melva." It is 8" in height, and its 
garb is decorated with lace and rosettes. It retails for 
$45. By Heirlooms of Tomorrow, Manhattan Beach, Calif. 


New chafing dish silver-plated on copper is 10!/2" high, 
12": in diameter, has black lacquered wood handles; food 
capacity, 3 pints. Retail $40. Also made in copper, $24 re- 
tail. Sold by J. and H. Alexander, 225 5th Ave., New York. 


Interest in the low, large-bowled goblet is reflected in 
this thin, lead-blown crystal glassware, decorated with the 
“Coralbel" cutting. Made in complete stemware and in 
flatware by the Duncan & Miller Glass Co., Washington, Pa. 


A classic design is this “Arcadia” in Franciscan china 
dinnerware, with its stylized laurel wreath. It is done in 
green and gold or maroon and gold, 5-pe. setting to retail 
for $17.75. From Gladding-McBean & Co., Los Angeles, Cal. 


Coffee pot in Spode bone china in fluted Chelsea shape 
is hand-painted in “Iris design, a pattern from the early 
1800's which shows influence of old Dresden or Meissen 
decorations. Copeland & Thompson, Inc., 206 5th Ave., N. Y. 


1. Godey Figurine 


Cut Crystal Stemware 


5. Bone China Coffee Pot 
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Sponsored by 
NATIONAL GIFT AND ART 
ASSOCIATION, INCORPORATED 

Directed by 

GEORGE F. LITTLE MANAGEMENT 
220 Fifth Avenue, New York 1, N. Y. 
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1. Everlasting Orchid 





2. New Glassware Design 
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3. Glass Relish Dish 





4. Palladium-Banded China 


RT 


0 


Everlasting Amazon orchid, hand-fabricated and hand- 
painted from living plant tissues in South America, creates 
a near-imperishable corsage; gift boxed, retail $2, $3 and 


$5. Imported by H. L. Jesson Co., 124 W. 6th St., L. A. 


[] 2. New "Silhouette" glassware designed by Eva Zeisel with 
same basic theme as her Hallcraft dinnerware (Midhurst), 
is made by Bryce Bros. in six harmonizing colors, 4 multi-use 


shapes. Distributed by Sun Glo Studios, 225 5th Ave., N. Y. 


This 5-compartment relish dish with star ground bottom 
is part of a wide assortment of pieces in the Old Williams- 
burg shape in crystal glass; 13!/." in size, it may retail 


for $4. Manufactured by A. H. Heisey & Co., Newark, O. 


C 


[] 4. "Sophistication" is the name of this new decoration on 
white china dinnerware. It shows a wide shoulder done in 
dust gray finished with bands of hand acid-encrusted palla- 
dium. By Jackson Vitrified China Co., 225 5th Ave., N. Y. 


[] 5. “Rose Garden" pattern appears on white Franconia china 
from Krautheim, shows branches of roses finished with trac- 
eries of gold on the gadroon shape; 5-pc. setting, $8.95 5. Rose Decoration 
retail. From Herman C. Kupper, Inc., 39 W. 23rd St., N.Y. 
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ck up your troubles in this Zp bag 


Zippo’s service policy goes all the way to make 
you and your customers smile, smile, smile! 





| N’ you can handle repair requests on Zippo . .. enables you to render a customer service that 
Lighters in a matter of seconds—and build cus- builds satisfaction and repeat sales! Get your free 


tomer goodwill doing it! All you do is drop the supply of Zippo bags now—send the coupon today! 
lighter in the special bag, sign customer’s name and 
The One-Zip 


address on tab, and mail it. In a few days the cus- PO 
tomer gets his Zippo back direct and repaired at no An f len seed: ae 


cost. Ittakes the headaches outofcomplaintsforyou 4 @ixttmueeeeecem 















—_ 





Z1PPO MANUFACTURING COMPANY Dept. J&:-28 iL: 
Bradford, Pa. ie 
Please send me a FREE supply of Zippo Repair le 
Service Mailing Bags. Bs 


i] 
| 


Free Service 
Policy! 


Every Zippo Lighter you sell 
is covered by the famous 
Zippo Free Repair Service 
policy. No one has ever 
paid a cent to repair a Zippo! 
That’s why—“‘when you sell 
a Zippo, you make a friend 
... for lifel” 


Store Name 


PT 
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in LIVING For September, and October! 


ibbey teatures 
«ag Lavine, OCTOBER four new 
























EACH TO RETAIL AT ABOU! | 


69 x= 
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HERE'S A Quatiry Line of beautifully de. | 
signed glassware, bargain-priced for to- 
day's big market of newly-marrieds and 
about-to-be-marrieds. Tall stemmed and 
graceful, Jenny and Glenmore patterns f 


(GRAY 
CUTTINGS) 














for people who prefer the more formal 
table. Low-stemmed Baguette and Nep- 
tune patterns for today’s casual, easy 
entertaining. 

































































Backed by a 
full merchandising program ed 
| | Livine for Young Homemakers’ audience | 
- ws skomuech . of more than 400,000 home-planning 
a BE ¥ malehang- Bortor pete —phites oh couples will see these advertisements in | 
= L I, 40 +f ry evry dims ORL the September and October issues. Many 
F . ° : 
Ay tow Usb aor i Du wall thousands of other couples will see the | 
quarnileed against Chipping yy merchandising and point-of-sale material | 
toh trod eld odon bl we ll make available to dealers. : 
AL What ride wouldxt Jove. on! Each of the four patterns will be avail . 
ee rn able in the following sizes: 10-o0z. Pilsner, | 
H vailable in matching Goviet, / . ¥ 
: rH Wine, prare br nes Bever- 1 4-0z. Footer Iced Beverage, 9-07. Gob- > 
sa eae «= a. tn prices slightly higher let, 6-0z. Sherbet, 5-0z. Wine, 3-02 | 
Libbey Glass ae in South, West, ond — gloss oe ; ne ; 
Box 1035, Toledo 1, Ohio J > finer nage parecer, Cockial, | wee a -_, acti 
Please send the details about your new i = ter t] For details eer a _ a 3 
promotional stemware lines plus infor- us new promotional stemware in t 
mcrae =< gu merchandising ma- - LI BB EY GLAS S four patterns, fill and mail the coupon— i 
- tf cana ar we'll rush complete details plus full ine | 
Name t Cony 1982, under Gam prsan oh O°" | formation about the big merchandising | 
ae i —————— = program behind them. : 
Address iy | iit a, 
> | LIBBEY GLASS Ditabe Ylosnane 
Zone State } ESTABLISHED 1818 











LIBBEY GLASS, Division of Owens-Illinois Glass Company, Toledo !, Ohie 
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by MADELINE LOVE 


ABLE Top Fashions was the theme of the china-glass- 
flatware coordinated merchandising feature in our 
June issue. And at the China and Glass Show held in 
New York in mid-July, it was to find that this same theme 
of coordinated tablewares is dominating the thinking of 
so many of our major manufacturers and importers. It 
is not something entirely new, of course. Some potters 
and glass manufacturers have been keeping each other’s 
patterns and colors in mind while they are creating new 
designs, and they have both kept an eye on popular silver- 
ware patterns. But the idea is developing into a trend. 
An importer introduces coordinated designs in all three 
elements of a table setting; a distributing house presents 
a new line of glassware styled by the same designer of, 
and thoroughly coordinated with, a modern dinnerware 
line introduced last January; a leading glassware manu- 
facturer plans to enlarge on the success of his new booklet 
eiving an expert’s opinion on harmonizing china, glass 
and silver designs. 
More examples could be given of the rapid growth of 
this coordination idea. but this is enough to indicate the 














trend to the merchant best able to take advantage of it— 
the jeweler. The manufacturers are doing a lot of research 
and are coming up with some smart concepts on the 
harmonizing—not matching!—of designs. Let’s hope 
that the jeweler doesn’t let other types of stores walk off 
with the benefits. 
* * * 

KNOX, INC., of Trenton, N. J., is scheduling the 

resumption of its production of artware, after a 
hiatus of more than two years. Top sellers from the 
former line of pieces, together with some new items, are 
to be produced. 


* * % 


UGENE J. SPEICHINGER has joined the sales staff 
of Herman C. Kupper, Inc., New York dinnerware 
importers. Mr. Speichinger will make his headquarters 
in Indianapolis and cover Indiana, Illinois, Missouri and 
lowa. 
€ * * 
RS. HAZEL ERVIN, formerly with Castleton China, 
Inc., who retired from the china field more than a 
year ago to go into the real estate business, has decided 
that she still likes china best. She has joined the sales 
staff of Midhurst Importing Corp.. working out of the 
company’s Chicago offices. 


* * * 


ILLIAM C. HILL has been appointed vice president 
and director of sales for the United States Glass Co.. 
according to announcement just made by the president, 


Charles W. Carlson. Mr. Hill joined the United States 


Ne 











PASCO 


Open Stock 


Dinnerware 


Pattern No. 8042 
ANEMONE 





from 
LORENZ 
HUTSCHENREUTHER 


Available 
in 94 and 64 
piece sets 


Immediate Shipment 


PAUL A. STRAUB & CO., INC. 


19 East 26th Street (Near 5th Avenue) 


FOR AUGUST, 1952 


New York 10, N. Y. 
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ROYAL: 


Pine cus® J 
Yrecranninds P 


JACKSON 


Fine Tnonalucont China 
JEWELERS, WELCOME 


to Booths No. 113 and 114 


at the Waldorf 





Available 
Sets 
and 

Open 
Stock 





Fleur de Blanc 


Choose 
from 
100 

Distinctive 

Patterns 





Queen Anne 


Royal Jackson Handcrafted Fine Trans- 
lucent China—so durable that it can 
be guaranteed. Yet priced within every- 
one's budget. 


JACKSON VITRIFIED CHINA CO. 


225 Fifth Avenue, New York 10, N. Y. 
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Glass Co. at the age of 15, first in the New York offices 
later in the South. In 1948, he was appointed manager 
of the Southern Division. Mr. Hill, who will make his 
headquarters at the Merchandise Mart, Chicago, is one of 
the few men who has ever sold over a million dollars 


worth of glassware in a single year. 
* * % 


_— R. DISTILLATOR, president of the Jacksoy 

Vitrified China Co., has announced that plans are 
being made with several universities and ceramic schools § 
in France for an annual Fashions-in-Dinnerware Desioy, | 
Contest, with scholarships of $1,000 each to be awarded 
by the Jackson concern. Several colleges and schools of 
ceramics in this country will also have such a design con. | 
test, with equal scholarships. Merchandising and buying 
executives from both countries will judge the contests | 
and the winning designs will be produced by Jackson. 

% * *% 





_—— figures in the new House of Ceramic Design 
recently opened by Commercial Decal, Inc., are 
(standing) Alfred Duhrssen, president of the company; 





Fridolin Blumer (seated right), director of the studio; 
and Charles Seliger, assistant director. The studio plans 
to make available to the nation’s potteries the work oi 


some of America’s most gifted artists. 
* * *% 








IDGWAY & ADDERLEY, INC., importers of English 7 
china and earthenware, formerly associated with ¥ 
Hambro House, Inc., has moved to 129 Fifth Avenue, 7 
New York. John Byers, manager of sales, will make his 7¥ 
headquarters in the new location. : 
% * % 





: 
HE Fostoria Glass Co. is planning to move its New 
York showrooms from 200 Fifth Avenue to 225 Fifth iz 
Avenue. The company will occupy Suite 301, and has 7 
engaged Harper Richards to design the interior. Fostoria © 
hopes to be in the new location before the New York Gilt 7 


Show in August. 





% % % 


UN GLO STUDIOS. 225 Fifth Avenue, New York, 

entertained the press just prior to the New York 
China and Glass Show to introduce its new line of 
“Silhouette” glassware designed by Eva Zeisel. The glass: 
ware, in both color and shape, was created to coordinate 
with the Hallcraft Dinnerware line which Mrs. Zeisel 
also designed and which was introduced at the Pittsburgh 
Show last January by the Midhurst China Co. 


& 
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A series of 4 attractive, amusing 
clowns...made of wire—gaily cos- 
tumed in bright satin fabrics—full- 
round, of course. Heads are WLS 
Crystafoam with appliqued  fea- 
tures. Each is self-standing. Approx- 
imately 20’ high, 17” wide, 10” 
deep. Set of 4: $57.50 per set. 
2-5 Sets: $55.95 per set. Anima- 
tion also available. Each $14.95 
Add'l. 





X-842 Crystafoam Snow Man. 
Approx. 21 high. Flat cutout, fabri- 
cated of sparkling white WLS Crysta- 
foam. Candy-striped arms, decorated 
with foil and fabric. Mounted on Crys- 
tafoam base. $8.25 ea.; 2-5 units, 
$7.95 ea. 


FOR AUGUST, 1952 


X-896 HOLLY LEAF COMURA, 
15” x 90”. Bright red berries and 
ribbon and rich green holly leaves 
against a gold background are re- 
produced in 5 oil colors by flat and 
half-tone silkscreen process onto flex- 
ible Comura stock. Can be used 
either horizontally or vertically. 
$4.75 ea. 


FOR ADDITIONAL 
INFORMATION, 
ASK OUR 
REPRESENTATIVE 
TO CALL... 
NO OBLIGATION 


WRITE FOR OUR NEW 


AUTUMN AND 
BACK-TO-SCHOOL CATALOG 


2st 


YEAR 
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PAYS OFF: 


In selling, “It’s the last 3 feet 
that count most!”’ 


These attractive Christmas Dis- 
plays are but a few of hun- 
dreds designed and produced 
by W. L. Stensgaard & Associ- 
ates to attract more attention 
...more readership (lookers- 
stoppers) and more sales dur- 
ing the coming Christmas Sell- 
ing Season. 


Remember...there is no sub- 
stitute for Showmanship in 
Selling. 





X-830 Elegant Wood Carved 
Santa. 14” high, 82” wide, 6” 
deep. Carved from solid wood in 
rough hewn technique. Finished with 
analine dyes in Christmas colors. 
Mounted on WLS Spunwood and 
solid wood base. $18.75 ea.; 2-5 
units, $17.50 ea. 


W. L. STENSGAARD AND ASSOCIATES, INC. 


346 NORTH JUSTINE ST., CHICAGO 7, ILLINOIS 
Specialists in Merchandise Presentation > Demonstration + Displays + Exhibits 
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ode since 1770 


THE VW FINE ENGLISH 


DINNERWARE 





COPE.AND 
AAS 


Fine English Earthenware eal 


ENGLAND 














bd e SPOUE 
COPELAND 
English Bone China CoPetancs crima 


Lowestoft Stone China 











Made in England by W.T. CoPpELAND & Sons, Ltp. 


IMPORTED AND DISTRIBUTED AT WHOLESALE BY 


COPELAND & THOMPSON, INC. 
206 FIFTH AVENUE, NEW YORK 10, N. Y. 








Nationally Advertised 
FRANCONIA CHINA 


One of Europe’s Finest 
HAWTHORN—White flowers and green leaves enhanced by 
shades of gray and brown, on white translucent china with 
gold ornamentation. 

Contemporary in spirit. Sets a charming table. 
5-pc. Place Setting with 1034" dinner plate $7.95* retail 


Write for Illustrated Price List of 
this and other FRANCONIA patterns. 


HERMAN C. KUPPER, INC. 39-41 W. 23rd S#., N.Y. 10, N.Y. 
*Slightly higher South & West 
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— J. SIMON has been elected president of the 

Geo. Borgfeldt Corp., New York importers and js. 
iributors of domestic wares. He succeeds George |, 
Kearney, who died in April. John R. Hill, vice president 
and manager of the firm’s Toronto office, has been mag. 


a director of the firm. 
oo — * 


— party was held early in July at the Hots | 


Gotham, New York, for the press to meet F aye (,, 
Bennison, president of Vernon Kilns, California, and 


Mrs. Bennison. 
* é * 





— McBEAN & CO., Los Angeles, has close, . 


the Franciscan Gallery and Franciscan Library 9; | 


Ceramics which has been maintained for several yea; 


in New York. Mrs. Helen Sprackling was in charge of the | 


Gallery. 


*% % % 


MS: INC., a company recently formed by James J. | 


Thomas, president, and G. H. Krakauer, vice presi. | 


dent, both men formerly with the Fan Co., is occupying 
show rooms at 118 East 28th St., New York. Their line 
of gift merchandise will include a variety of ceramics, 


% 3 st 


ee SIE, 





ICHARDS-MORGENTHAU, importers and distribu. | 


tors of American dinnerware and giftware, opened | 


new showrooms at No. 400, 225 Fifth Avenue, New York, | 


with a cocktail party early in July. More than 214 time: 
its former size, the showrooms were designed by Edward 
Wormley, and they contain many suggestions adaptable 
for use in the retail store. Flexible and movable figures 
are features which permit frequent changes of display, 
and a variety of coordinated colors have been used in 
the background. This expansion of showrooms followed 
close on the heels of the opening of Chicago showrooms 
in Room 1215, Merchandise Mart. which took place in 


June. 
+ 3 % 


OTTAHEDEH & SONS, New York importers, have [ 


just opened their own offices in Florence, Italy. 
Leading designers and artists have been engaged to create 
exclusive creations in many different materials for which 
Italy is famous. The new things will be ready for the 
Fall gift shows. 
* * % 
HE Goldscheider pottery in Vienna is back in full 
operation under the management of Walter F. Gold: 
scheider and is being distributed in this country by Erwin 
F. Goldscheider, of Trenton, N. J. The American factory. 
which has been making the artware for some years, has 


been discontinued. 
* - * 


ee H. HITCHCOCK was recently appointed 
vice president in charge of the Pacific Coast Division 
of Revere Copper & Brass, Inc. He was formerly general 


manager of the division. 
« * * 


ALPH GUNSCHEL has been elected president of the 
National Gift and Art Association. with A. H. Dor- 
man as vice president; George F. Little. treasurer: and 
William E. Little, secretary. Mrs. Frances Burkhart. 
John M. Orr, Louis Fischer, and S. C. Tombacher have 


been elected to the board of directors. 
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s J | ARTISTRY IN BRONZE, BRASS AND WOOD : 

— by HAGENAUER | 

i. This imported line is rapidly gaining in popularity with jewelers t 

ine 1 everywhere because it offers the unusual at saleable prices, 

illustrated: 

! Resting Warrior of wood with brass spear, 11” high—Bronze 

on t mask, brass accents 4/4” high—Girl 41/4” and native baby 4!/2” ' 

bu. ais ee high on brass bases. , 

ned | : NOW YOU CAN RENT N.Y. Gift Sh HOTEL NEW YORKER 

at the simple, easy-to-use Kingsley Machine . ¥. Gitt OW ROOM 907 

, & , | 

nes | Write for full details. f | d A g 3 g 

aT y Tee | | vidion Ark Ymporling Co. ne. | 
bl fa , ' 

. KINGS: (ae HOLLYWOOD 28, CALIFORNIA : ne ee Mow Ver 16, ©. ¥. | 
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FALL 0) 
Dallas Gift Show a 


(Est. 1935) BOXES 
Aug. 31-Sept. 1-2-3-4-5, 1952 


‘| || BAKER HOTEL Book! 
: SANTA FE BUILDING rom thir A veritable encyclopedia of com- 


plete packaging aids for jewelry and 


' : DOWNTOWN SHOW ROOMS und equines Seentinay conten, cogs hawks ches 









































‘—_fegturi glass and silverware boxes, plain, printed or die 
; —rearuring—— stamped. Includes samples of fancy cover papers, 
di . ° prices, quantity discounts, and special assortments. You 
Amer ica $ top lines of need this new illustrated catalog on your desk as a reference 
n § _ and guide when purchasing these important supplies. Initial 
1 ; ® Silverware & Pottery | your letterhead now for this free book. 
: | i BUY FROM ONE SOURCE — SAVE 
e Crystal e Jewelry | > oe TRANSPORTATION COSTS 
f ° & )" “THE PACKAGE IS PART 
- ®@ Fine Giftwares 
3 PICTORIAL PAPER PACKAGE CORPORATION 
t. 
‘ FRED SANDS, DIRECTOR 15116 MERCHANDISE MART 232 SOUTH LAKE STREET 
: 1610 DIERKS BLDG. KANSAS CITY 6, MO. | CHICAGO, ILLINOIS AURORA, ILLINOIS 
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Silver Hollowware 


(From page 172) 


Going further, Bromberg’s has deliberately de-em- 
phasized the “matching up” of hollowware and flatware 
patterns, a practice which they believe limits the jeweler. 
“If the jeweler so impresses the sterling customer with 
the necessity of an exact pattern duplication in her flat 
and hollowware, he is actually preventing her from buy- 
ing other pieces which may strike her fancy,” the Birming- 
ham jeweler added. “We point out that any sterling table 
service, as long as the pieces are well chosen, is a credit 
to the hostess.” : 

Perhaps the most interesting feature of Bromberg’s 
hollowware merchandising is the incentive plan offered 
to salespeople. Because the store at all times features tea 
services, with most window and interior displays concen- 
trated on this profitable item, Bromberg’s announced a 
few years back that a prize of $100 in silver from the 
department stock would be awarded to the first sales- 
lady to sell ten tea sets. This simple offer showed 
astounding results in as much as during 1950 the depart- 
ment sold no less than 108 sets, 63 sterling, 45 plated. 
Last year, 47 sets were sold before ten were credited to 
a single salesperson. Tea services, naturally, are “big 
business” at Bromberg’s, and indicative of the enterpris- 
ing, enthusiastic selling skill of the sales staff. As soon 
as a winner is announced, the contest begins again and 
it is a certainty that Bromberg’s silver department sales- 
people use initiative to make a tea set sale. 

In addition to the variety of case displays mentioned, 
Bromberg’s has carefully nurtured the large display table, 
which divides the aisle in the department, into a sure 
source of traffic. Here, each week, there are “Specials”’ 
on specific sterling or plated silver items. Bromberg’s 
employees regularly point out to customers that the store 
carries no secondary lines of silver whatsover. While 
strict adherence to the top brands and most expensive 
lines may cost the store a few sales which might other- 
wise be written up, Bromberg’s believes that most cus- 
iomers appreciate the exclusiveness which this policy 
makes possible. 

Net results have been that Bromberg’s sterling hollow- 
ware department turns at least three times per year; 
sterling flatware turns at least six times per year. 

In addition to sterling hollowware business, they sell 
62 per cent as much plated hollowware as sterling at a 
stock turn over of three times per year. 





Baseball Novelty Jewelry Sideline 
Becomes ‘Big Business’ 


A sideline that has turned into an unexpectedly profit- 
able business is the production of baseball novelty jewelry 
by Louis J. Kauffman, who has been operating a jewelry 
store in St. Petersburg, Fla., for the past 25 years. 

Kauffman, a confirmed baseball fan, is treasurer of the 
St. Petersburg Saints, a local team, and about ten years 
ago, to stimulate attendance at the games he designed 
attractive pins to be given away on “Ladies’ Nights.” 

The pins were set up on a card—three figures of gilt 
plate in the form of a pitcher, a batter and a catcher, with 
. small stones of different colors for the players’ caps and 
stockings. 
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Another item that has proved popular is a bracelet with 
the nickname of a team and a bat and ball suspended 
from the chain. There is also a bracelet with a lucite 
“window” in which a ball player’s photo may be inserted 
Still another novelty is a silver-plated key chain with 
bat and ball. 

The Elgin Watch Co. designed a baseball watch with 
club name on the dial and crossed bats and ball, which 
is for Kauffman’s exclusive use. 

The business has achieved real volume. All of the 
major and minor league teams are now giving out the 





Louis J. Kauffman, left, standing beside a display of his low-priced 
baseball novelties, and the Elgin baseball watch. At right, is "Lefty" 
Gomez, former Yankee pitcher, who endorses the watch. 


Kauffman pins because they have been found to boost 
attendance. 

In the handbook of the National Association of Profes- 
sional Baseball Leagues the Kauffman pins and other 
allied novelties are given a full-page display. 

The Sports Service Corp., which operates 250 conces- 
sion stands in a large number of ball parks, features the 
Kauffman baseball novelties. 

A number of football novelties similar to the baseball 
items have been prepared for the football season. 

Originally from Philadelphia, Kauffman has been a 
baseball fan for 45 years and started his production of 
the baseball novelties mainly with the thought of promot- 
ing attendance at games, especially by women. It has 
gradually grown of its own momentum. 

The novelty branch is kept separate from Kauffman’s 
regular store business. 


Elbow Room 


(From page 192) 


The silver department, too, is much larger and more 
conveniently arranged, both for flatware and _hollow- 
ware. The latter is featured in a 4 x 5 foot case which has 
mirror backs, glass shelves and open fronts. The Selma 
Schloss store carries approximately 75 silver patterns in 
open stock, as well as a complete line of plated flatware. 

Opposite the hollowware display unit there is a similar 
wall case for the display of numerous crystal stemware 
patterns. All tableware merchandise is_ strategically 
grouped in the center of the store. | 

A firm believer in coordinated merchandising of silver, 
crystal and china, Miss Schloss maintains at all times 
several table settings for their combined display. In 
addition. Miss Schloss features a Bride’s Table, set con- 
stantly with silver, china and crystal selected by brides- 
to-be. 
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Located in the east, this fine, estab- 
lished wholesale business has been one 
of the best known and most aggressive 
houses for the past 55 years. 


Well organized, and possessing all 
of the important franchises for leading 





WHOLESALE 
JEWELRY 
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jewelry and allied lines it has an ex- 
cellent earning record, extending over 


a long period. 


The present partners in the business 


wish to retire. 


For further information write: Box No. ''C., 765" 


THE JEWELERS' CIRCULAR-KEYSTONE 
100 E. 42nd St., New York 17, N. Y. 
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Sure fire September promotion! ¥ 
1847 Rogers 


AMERICA’S FINEST SILVERPLATE 








Plan ahead — Order now . 
Delivery of dinnerware will take about 3 weeks. Minimum order 6 sets. 


J. J. SCHMUKLER & SON, 


























TABLE SETTING 
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You make this amazing offer... 


A 52-piece service for 8 at the regular price of $74.50 
... choice of five 1847 Rogers Bros. patterns. For only 
$1 extra you add this 42-piece set for 8 in Knowles 
dinnerware . . . decorated in 22-carat gold. You 

sell the complete 94-piece service for $75.50! 

Your cost $50.72 net. 





It’s a proved sales accelerator... “ay / @ 


In a test city, a dealer sold 863 sets in two 
months on this promotion. Five large newspaper 
ads were run... he had none of the national 
advertising or special materials YOU will have 
when you share in this money-making event. 
Earlier this year a similar promotion was run 
with Wm. Rogers & Son Silverplate. The mer- 
chandising idea of “$1-extra” moved people 
to buy, and dealers achieved exceptionally 
high sales results. 
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Local daytime radio on a 
national scale helps you... 


straight weeks starting September 8, famous 
local personalities will blanket your area with 
strong radio messages. Three times a week 
key TV stations in New York, Chicago, and ‘<, 
Philadelphia will sell for you. Free newspaper “i 
mats and a full color direct mail piece ———— 
for your use are available. This sale 
barrage begins September 8... The — 22-carat gold decoration! 
time to place your order is now! ee bs = a B By world’s largest dinnerware 
Ae : WEL 


@ Exclusive ‘‘Apple Blossom” pattern, 
a beauty 


i ap te a Practical, modern shape... a com- 
ee plete 42-piece service for 8 people 





Beautycrest enenil Rings and Jewelry 


ROCKEFELLER CENTER, 630 FIFTH AVE., NEW YORK 20, N. Y. 


While you are visiting the ANRJA show, you are cordially invited to visit our cool air- 
conditioned offices, to make your selections in a relaxed and comfortable atmosphere. 
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JEWELERS 


ACJ Convention 


JULY 27th TO JULY 3lst 





Literacy sweeping the 
last vestiges of the Democratic National 
Convention before it the National Jewelry 
; Fair and Annual Convention of the now 
National Jewelers’ Association (formerly 
the National Association of Credit Jewel- 
ers) moved into the Conrad Hilton hotel 
in Chicago on Saturday, July 26. The 
hotel which served as headquarters for 
all the Democratic Presidential aspirants 
was liberally decorated with banners and 
posters of the candidates and the Exhibi- 
tion Hall served as headquarters of the 
news services covering the political con- 
: vention. However, the transformation of 
the hotel from a scene of political activity 
to a jewelry trade show was accomplished 
with no difficulty between Saturday after- 
noon and Sunday forenoon. 





The National Jewelry Fair was officially 
opened at noon on Sunday, July 27, two 
hours earlier than last year’s show so as 
: to allow jewelers all the time possible to 
view the exhibits of the more than 200 
jewelry firms who displayed their new 
lines for fall. 





Opening day visitors set a new high for 
the National Jewelry Fair this year with 
retailer attendance approximately 20 per 
cent over that of the 1951 show. 
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Advance registrations sent out before the show relieved task of registering but Lower 


Buying Sets Good Pace at Jewelry Fair 


Attendance at National Jewelry Fair in Chicago Up 20 Per Cent 
Over '51—New High for Opening Day Registration. Directors 
| Vote to Change Name of NACJ to National Jewelers Association 


And exhibitors were happy; orders were 
being written. Business was generally 
conceded to be good as retailers tilled out 
their stocks for the season ahead in an- 
ticipation of an improved Fall and Christ- 
mas business. 

The opening business session was held 
on Sunday evening following the closing 
of the exhibits at 9:00 p.m. The meeting 
was opened by Irving J. Wolfgang, NJA 
President, who after welcoming the jewel- 
ers present, announced the decision of the 
Association made at the meeting of the 
Board that afternoon to change the name 
of the organization to the National Jewel- 
ers’ Association. Explaining the decision, 
Mr. Wolfgang said: 

“Years ago when our association was 
formed and was named the National Asso- 
ciation of Credit Jewelers, selling jewelry 
on credit was something new. A group of 
jewelers who were using this new method 
of selling in their businesses joined to- 
gether to promote the interests of credit 
selling. 

“Today we find a completely changed 
situation whereby selling on credit in 
one form or another is the usual pro- 
cedure of practically all jewelry stores, 
rather than the unusual procedure which 
existed years ago. 





Level Lobby was still a busy spot on opening day. 
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“Our own members, therefore, decided 
that retention of the word ‘credit’ in our 
name was obsolete and in accordance with 
the overwhelming decision by our mem- 
bership the name of our association now 
has been changed to National Jewelers’ 
\ssociation.” 

Mr. Wolfgang then introduced Fred B. 
Dreifus, of the Dreifus Jewelry Co., Mem- 
phis, Tenn. 

“One of the most important problems 
facing the retail jeweler today,” said Mr. 
Dreifus, “is the proper handling of the 
fair trade question. Unless a good solu- 
tion can be found, the retail jewelry busi- 
ness as we have come to know it in the 
past is in for some major readjustments. 
It is up to us—the retail jewelers—to 
fight to correct this situation. It is a 
matter of self preservation. Unless we are 
willing to fight—and I mean to fight with 
every bit of our resources and energy— 
we are going to witness a battle which is 
bound to be costly to everyone concerned, 
manufacturer and retailer alike. 


“In my opinion,” he continued, “the fair 
trade laws never had a fair trial: they 
were never given a fair chance to succeed. 


FAIR TRADE IS WORKABLE 


“The NACJ is fully aware of the method 
of operation under fair trade laws in the 
past. The NACJ also realizes that fair 
trade can be and should be made work- 
able and, furthermore, its protection is 
absolutely essential to the legitimate re- 
tailer and the legitimate manufacturer 
alike. 

“The recently signed McGuire Act per- 
mits the manufacturer of fair traded items 
to control the sale of his items in intra- 
state traffic only in .those states which 
have a fair trade law. It is doubtful 
whether he can control sales in interstate 
commerce. This undoubtedly will have 
to be tested in the courts. However, until 
this point is finally determined, the door 
is wide open to interstate shipments by 
discount houses at cut prices. 

“Thus you can easily see by the law 
which has just been passed that by this 
law alone, we are not going to be able 
to do a good cleanup job. It permits the 
operation of fair trade to be fair to every- 
one concerned but, ‘it is not full protec- 
tion—far from it! We need more than 
this law. 


“So, therefore, the most important 
change must come—not from Congress— 
not from without, but right from within 
our own industry! A lot can and should 
be done. 


“Some manufacturers have already an- 
nounced that they are going to do every- 
thing in their power to correct the un- 
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Board of Directors in meeting on opening day changed name of group to 


bearable situation that has grown 
This, in my opinion, is the most important 
step of all. 

“Let me call your attention to the fact, 
however, that it cannot be done by them 
alone. It will require the cooperation of 
the retailers. I hold no brief for the 
double-crossing retailer. If he wants to 
act like that, it is his business; but he 
cannot be permitted to demoralize our in- 
dustry, and definite steps should be taken 
to see that he mends his ways.” 


FORECASTING BUSINESS 


Monday’s business session was held at 
10:00 a.m. and was set up as a three- 
point forum with Business Analyst F. 
Beaman Todd, who supplies the month-to- 
month outlook for the retail jewelry busi- 
ness for NJA members, the first speaker. 

Mr. Todd took the audience behind the 
scenes, so to speak, in explaining to them 
the procedure by which the. statistical 
data on business is obtained. 

“While statistics are of vital importance 
to all business,” said Mr. Todd, “there 
is great danger in the way statistics are 
used. The interpretation of statistics is 
every bit as important as the basic figures 
themselves. Many methods for the use of 
statistics have been developed; the sim- 
plest is to draw a line on graph paper 
representing what has happened in the 
past. But what next? Is the line going 
up? If so, how much? Is it going to 
stay the same? If so, for how long? Or 
is it going down? According to this meth- 
od there is nothing whatever to tell you 
except sheer guess. 

“At the other end of the scale,” he 
went on, “there is a method known tech- 
nically as correlation analysis. This is the 
most advanced mathematical method of 
analyzing. statistics and deriving forecast- 
ing value from what has happened in the 
past. 

“No business can escape the impact of 
the economy as a whole .. . and jewelry 
is no exception. The important thing is 
to know what will be the impact of the 
changes in general business conditions 
upon a particular industry like jewelry. 
This we determine from a basic study to 
single out the particular factors in the 


up. 
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economy which have most effect on the 
industry we are studying. 

“Since jewelry is a luxury item, we 
have found it best to use ‘free spending.’ 
This is what is left from the personal 
incomes of all of us after deducting the 
personal taxes we pay, our savings, and 
what are called subsistence living costs. 

Mr. Todd then went on to explain how 
to use the charts published in the Asso- 
ciation’s monthly bulletins with reference 
to blowups of these charts which he used 
on the speaker’s stand. The first chart re- 
ferred to by Mr. Todd he called the Sell- 
ing Situation. On this he pointed out that 
the plottings were on a_ seasonally ad- 
justed basis and explained how these fig- 
ures give a true picture of the sales situa- 
tion. 

“The time of year strongly affects jew- 
elry store sales,” he stated, “especially 
Christmas. December sales are normally 
150 per cent above the average month. 
All the plottings on the Bulletin charts 
have been seasonally adjusted. Hence, if 
actual sales for December show a smaller- 
than-normal rise over November, the sea- 
sonally adjusted line will slope down- 
ward, showing the true situation. 

“Actual jewelry store sales in May were 
$91 million, an increase of 1 per cent from 
the previous year, also 1 per cent above 
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FRED B. DREIFUS—"Fair Trade needs co- 


operation of the entire industry.” 

















National Jewelers Association. 


\pril. both on a seasonally adjusted basis. 
\ctual sales in the second half of this 
vear should be about 5 per cent above 
last year,” he predicted. 


THE INVENTORY SITUATION 


Chart 2, which Todd showed next, com- 
pared actual inventory levels in jeweir 
stores with the levels warranted by sales 
. . . past, current and expected. 

“Practically,” he continued, “what this 
means to you as jewelers, is that if your 
sales increase, you do not increase your 
inventories in proportion. You do not at- 
tempt to maintain a fixed stock/sales ratio. 
You keep a /ower stock/sales ratio when 
your sales are high, and a_ higher 
stock/sales ratio when your sales are low, 
This will happen when you follow the 
warranted inventory level and you will 
not be overstocked at the wrong time as 
most jewelers were in 1951.” 

On the inventory situation Mr. Todd 
pointed out that the chart showed (1) 
that the level is about the same as actual 
inventories were in 1949 and (2) the line 
shows a declining trend. “The firs 
means,” he said, “that if your own It 
ventories were in line during 1949, you 
will be safe in 1952 if they are not above 
your own 1949 level, item by item, unless 
you can find a mighty strong reason ' 
justify a higher level for certain items 
The second: point, the declining trend, is 
a warning that you should have your it- 
ventories proportionately lower . . . on 4 
seasonally adjusted basis as the year grows 
older.” 


THE BUYING SITUATION 

“The buying situation,” Todd explained 
in referring to the third chart, “is mee 
sured by jewelry wholesalers’ sales and 
inventories. This chart shows the buying 
conditions retail jewelers will face . . . the 
relationship of wholesaler’s stocks to the 
demand from jewelers. When wholesalers’ 
inventories are relative to their sales, 3% 
now, wholesale prices are apt to he soft. 
Compare this in the chart with the situa: 
tion in mid-1950. At that time prices were 
rising and there was a temptation to buy 
too far ahead to beat the rising prices.” 

The next chart Mr. Todd explained 
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showed the annual sales for jewelry from 
1929 to the present. “Correlation analysis 
provides a different and more useful ap- 
proach,” he stated, “than just the simple 
facts as Shown by the chart as to whether 
business is increasing or decreasing. When 
we analyze the situation we find that 
jewelry store sales are affected by two gen- 
eral factors: (1) How much money all the 
people have to spend, and (2) How much 
of their money they do spend in your 
stores. 

“How much they have to spend is beyond 
the control of the business man, especially 
the retailer, yet total spending has a 
marked effect upon your business. On the 
other hand, how much people do spend in 
your stores can be influenced by you, 
through your advertising, promotions, mer- 
chandising methods, store location, at- 
tractiveness of store front and interior, the 
effectiveness and location of displays and 
departments, your price and credit policies, 
the type and quality of your merchandise 
in relation to your customers’ needs and 


° 9° 
desires, etc. 


SEES DECLINE IN SPENDING 


“We expect free spending to decline 
slowly toward the end of 1952 and more 
rapidly through 1953 and °54,” Mr. Todd 
concluded, “but we expect the irend of 
actual spending in jewelry stores as a per 
cent of the normal spending rate to im- 
prove enough to offset the decline in free 
spending and therefore also in the normal 
spending rate ... at least for 1952. The 
general decline we foresee for business in 
1953 and probably also 1954 will be severe 
but not nearly as bad as 1929-33. Spending 
will still be high comparatively, but profits 
may well be missing. If you will advertise 
at least normally, and merchandise for all 
you are worth, you can hold up and even 
raise your trend relative to the economy, 
thus helping to offset the general business 
decline to the extent that you do succeed in 
raising this trend. This we feel is your best 
chance to show profits instead of losses in 
the next two years and we feel that you 
have a good chance of doing it.” 


Mr. Todd was followed on the program 
by Jay Rudolph of Rudolph Brothers, Inc., 
Syracuse, N. Y., who told the group that 
jewelers, like other retailers all over the 
country, are suffering severely from the 
“mark-up squeeze.” 

“Gross sales volumes,” Mr. Rudolph said, 
“have pretty well leveled off. But,” he went 
on, “increasing costs of doing business are 
biting increasing portions off the segments 
of the retail dollar which should be left 


over as the jeweler’s profit.” 


“We all know that every expense of 
doiag business has risen sharply in the 
past few years. Rent, light, heat, advertis- 
ing, personnel; all costs of doing business 
are up. Volume has leveled off and gross 
profit has dropped. Rather a gloomy pic- 
ture but a challenging one.” 

The most important single answer to this 
dilemma, Mr. Rudolph feels, is for each 
individual jeweler to make his operation 
more efficient. “Go over your entire opera- 
tion with a fine tooth comb,” he advised. 
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“Cut out questionable procedures that were 
developed in the days of low labor costs. 
Greater mechanization of stock keeping, 
payroll, and accounts payable can cut costs. 
The other answer is to increase gross profit. 

Mr. Rudolph listed three main reasons 
for profit reductions: 

1 The Excise Taxes. Despite the fact that 
these are supposed to be added onto the 
retail selling prices, “some articles of 
jewelry cannot sell for more than $9.95, 
tax or no tax.” 

2) The national advertised brand has be- 
come a real factor. Manufacturers of na- 
tionally advertised products put a great 
deal of push behind their low profit num- 
bers, 

3) Jewelers are too complacent about in- 
sisting on better profit margins. 

To help end the mark-up squeeze, Mr. 
Rudolph advised a three-point program: 

1) Fight for a better stock turnover. The 
faster the turnover the fewer the mark- 
downs and the higher the gross profit. 

2) If possible, develop your own brand 
name. 

“Development of private brands can 
help you increase your mark-up, and may 
alert the nationally advertised manufac- 
turer of your extreme interest in adequate 
profit,” he stated. 

3) Don’t become complacent about loss 
of mark-up. 

Mr. Rudolph also touched on the follow- 
ing additional items connected with retail 
jewelry operations: 

“Account openers,” he said, “are per- 
haps a necessary part of the credit 
jewelry business. However, it is extremely 
important to make sure that you are mak- 
ing enough profit on the item to cover 
your cost of doing business. 

“Train your salespeople so that they 


have a knowedge of the product.” 
“Don’t handle inferior merchandise.” 
Carrying charges were described by Mr. 
Rudolph as “one of the hottest issues in 
which I have ever become involved.” 
“In my opinion,” he said, “the addition 




















of a carrying charge is not only justifiable, 
but makes real sense.” 


FUTURE OF SYNTHETICS 


Concluding the Monday morning ses- 
sion, Dr. Frederick H. Pough, well known 
gemologist who conducted his gem identi- 
fication clinic during the Fair, spoke on 
the development in synthetic stones. 

“The scientists of the world have be- 
come so skillful at reproducing the sub- 
stance and the appearance of the natural 
compounds that others are now having to 
spend time developing instruments which 
will tell them the natural from the man- 
made stones,” Dr. Pough stated. “Even 
the experts have to use some sort of testing 
equipment today. The years of familiarity 
which gave the old jeweler his assurance 
in dealing with priceless material, no 
longer give him an advantage over the 
fresh entrant in the jewelry trade, if the 
latter has had some schooling and has 
supplied himself with testing instruments. 

“Not to discourage the jeweler who may 
now feel, between synthetic emeralds, syn- 
thetic star sapphires, culture pearls and 
the “more-brilliant-than-a-diamond” titanias 
that he has a hard enough row to hoe, let 
me warn you that up to now we have 
seen only a beginning. The man who can 
split an atom is not going to be stopped 
by the problem of synthesizing a diamond, 
once he puts his mind and resources to 
the problem. 

“] look for new developments in jewelry 
stones in the next few years. I expect 
titania to be more generally sold, it is 
slowly creeping into the jewelry shops, in 
self defense against the mail order ads, 
if for no other reason. I would urge the 
jeweler to welcome these new products, 
rather than to resist them. We are going 
to see, this I can assure you, more and 
more man-made jewelry products. If the 
jeweler will seize them he can be a leader 
in his field, but if he turns them down 
for a continuation of only the business 





Spedkers on Monday morning session, left to right: Dr. Frederick H. Pough, Jay Rudolph, 
F. Beaman Todd, President Irving J. Wolfgang presiding. 
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that he has done in the past, he is going 
to lose more and more business to the 
fly-by-night mail order concerns, concerns 
which are now offering star sapphires and 
star rubies, culture pearls and Chatham 
emeralds.” 


CREDITS AND COLLECTIONS 


The first part of the Tuesday morning 
session was a panel discussion on credits 
and collections, conducted by Jay C. 
Lighterman, of Tappin’s, Inc, New York, 
in the role of “Professor I.Q.” of the “quiz 
program” after which the affair was pat- 
terned. The “professor” was assisted by a 
panel of experts made up of Herman 
Wasserman (Louisville, Ky.), Louis H. 
Manning (Detroit, Mich.), George A. 
Bohnow (Chicago), and Morton Davis 
(Lansing, Mich.). Irving Chayken, of Ham- 
mond, Ind., acted as the roving audience 
contact man for the “professor.” 

The audience was provided with a list 
of questions such as—“Do telegrams to 
delinquent accounts bring results?” Sev- 
eral answers to this particular question 
were given by the audience but the gen- 
eral consensus was that telegrams do pro- 
duce worthwhile results and should be 
used after the regular series of collection 
letters hes been sent out and after phone 
calls have failed to provide contact or re- 
sults. Seven out of ten telegrams brought 
results, according to those answering the 
question. 

Another question had to do with the 
collection of small ($2-$5) unpaid _bal- 
ances. It seemed to be pretty generally 
agreed that such small balances frequently 
kept the customers from having active 
accounts renewed by new or addon pur- 
chases, therefore that these accounts repre- 
sented the best possible prospects for new 
business and that every means—even to 
sending a paid-up bill—should be em- 
ployed to clean up these accounts. 

As to the time a store should carry a 
delinquent account before writing it off, 
the general opinion seemed to be that 90 
days after the last payment was long 
enough to carry it. There were some whose 
experience suggested the period should be 
six months. 

The general enthusiasm of this meeting 
ran so high and the time allotted to the 
prozram .was so short that a special un- 
scheduled meeting -to continue the discus- 
sion was set for Wednesday morning. 


MER.-RETAILER PANEL 


The second part of the Tuesday morning 
session was another one wherein “Inquiring 
Retailers Make Inquiries.” The moderator 
was George Appel of Chicago, who skill- 
fully handled the panels composed of five 
retailers and five manufacturers. 

Representing the retailers were H. A. 
Goldberg (Portsmouth, Va.), Irving Ger- 
son (Detroit, Mich.), Stanley Goldberg 
(LaPorte, Ind.), Norman Kernis-and Ira 
Marks (Chicago). | 

The manufacturers were represented by 
W. Waters Schwab (J. R. Wood & Sons), 
Benjamin Arnstein (Arnstein Bros. & Co.), 
Hyman J. Cohen (A. Cohen & Sons Corp.), 
William B. Ogush (Gruen Watch Co.), 
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and W. B. Evans (Elgin Nat'l. Watch Co.). 
One of the first questions asked by 
Goldberg was “Why do some manufac- 


turers allow their merchandise to be sold by 


outlets outside the jewelry industry, par- 
ticularly for use as premiums and in con- 
nection with tie-in sales of other merchan- 
dise?”’ 

Ogush replied that it was advisable for 
manufacturers to dispose of old models to 
premium houses, that these did the jewelry 
industry little if any harm and was better 
than having such items footballed by irre- 
sponsible retail store outlets. 

Hyman Cohen expressed the opinion that 
the problem was wider than just the jewel- 
ry industry, that premium catalogs carried 
a widely diversified line of items aad that 
such distribution had now reached a point 
where it was a firmly implanted part of 
enterprise. 

Another question which precipitated a 
20-minute discussion was, “Is it necessary 
or possible for retail stores to operate on 
lower markups?” This was countered with 
another question by Evans of Elgin, inquir- 
ing why it was that retailers were happy 
to handle some lines at 35 and 40 per cent 
and unhappy about a 50 per cent markup 
on other lines. This brought on a spirited 
retort from Fred Dreifus that markups in 
the jewelry business, particularly on cer- 
tain lines, had not kept up to changed con- 
ditions, were no longer realistic—nor ade- 
quate—if the jeweler was to continue 
providing the necessary servicing facilities. 

On the other hand, Gerson, a retailer. 
said that maybe it wasn’t a question of 
markup so much as one of increased vol- 
ume and turnover. Schwab, Evans and 
Ocush of the manufacturers’ panel there- 
upon “invited Gerson over to their side of 
the table.” 

Needless to say, this event was one of 
keen interest and, like the preceding part 
of the program, ran over its allotted time. 
The questions were general in nature and 
skillfully handled by the panels and if 
time permitted would have been carried on 
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the rest of the day. Both the audience and 
the panels got a lot of enjoyment oy; of 
the affair which turned out to be one of 
the most interesting of all the business 
sessions. 


WINDOW DISPLAY 


The evening meeting on Tuesday, July 
29, was devoted to a talk, with suitable 
demonstrations, on better window displays 
by Harry R. Holmes, display manager for 
Square Deal Miller, Detroit. 

Keynote of Holmes’ talk was “visabjl. 
ity.” He advocated visual store fronts, 
visual merchandising and _ visual display. 

Four important functions of a good dis 
play program were listed by the speaker 
as follows: 

1) Attract attention through use of mp. 
tion, color, light or unusual objects, 

2) The display must create interest jp 
the merchandise. Possibilities in this cate. 
gory include promotions to “go with” birth- 
days, holidays, vacations or other special 
occasions. Copy which features “charge 
its’ or “layaways” which make it easy 
for shoppers to buy the merchandse goes 
a long way toward helping to create in- 
terest. 

3) Arouse the desire of the shopper. 
This is done in many cases through per- 
suasive copy which plays up the advantages 
and features of the merchandise. 

4) Induce action leading to sales. This 
program can be helped by giving full pur- 
chasing information in the displays. This 
includes a listing of the full price of the 
article. tax included. 

The display package should be topped 
off with an invitation for the shopper to 
visit the store. according to Mr. Holmes. 

Concluding the very successful four-day 
Jewelry Fair was the Annual Banquet of 
the NJA, held as in past vears in the Grand 
Ballroom of the Palmer House. Following 
the dinner, during which the ladies re. 
ceived ceramic table lighters as souvenirs, 
an outstanding entertainment program was 
put on followed by dancing. 





‘LIFE’ AT THE FAIR 


Snapped by JCK’s camera at ‘Life’ Magazine party 
are, right, 1 to r: George Whiteside, James N 
Black, Arthur Foster and David H. Gullet, all of 
Parker Pen Co. with A. L. Zeitung of Interna- 
tional Silver Co., far right. 
Below right, 1. to r: Al Levine and Paul Tschudin, 
\Watchmakers of Switzerland, flank John L. Stevens, 
International Silver; then Gordon Howard, Elgin 
Watch, and Dr. Pough. 
Below, l. to r: Walter Johnson, ‘Life’; Joe Roberts, 
Kreisler; Jo Wittenberg, Jewelry Industry Coun- 
cil; Teviah Sachs, Waltham; Ina Hundinger, ‘Life,’ 
and Gilbert Sachs of Waltham Watch Co. 
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WHAT THE MFRS. SAY ABOUT FAIR TRADE. On July 14, President Truman signed into law 


the McGuire Bill restoring fair trade. This puts the situation right back where 
it was when the Supreme Court cut the legs out from under fair trade with its 
decision in May, 1951. Even the President said that he did not think that 
Congress had found the best solution to the problem of price cutting and asked 
that further inquiry be made into the situation. JC-K asked manufacturers what 
their plans were under the restored law; their answers are given on page 216 in 
this issue. 


CASH ON HAND AT RECORD HIGH. The Federal Reserve Board reported on July 24 that the 


liquid assets of individuals and businesses of the U.S. rose to a record high 
in 1951 -—— $260,500,000,000. This figure represents cash, bank deposits, 


savings and loan shares, and U.S. Government securities. "The increase," the 
Board reported, "reflects a desire or need of the public to keep savings in a 
form where they can be quickly converted to cash." The Board also reported that 


retail buying has been picking up but people are buying on the installment plan 
rather than paying cash from their savings. 


SILVIUS HEADS: HAMILTON SALES FORCE. Officials of the Hamilton Watch Co. announced 


on August 1 that they had selected E. B. (Elvy) Silvius to head the considerably 
enlarged sales force which is now selling Hamilton watches directly to retail 
jewelers. Paul Seibel, former sales manager, has been named administrative 
assistant to Lowell F. Halligan, vice-president in charge of sales. On the same 
date, Halligan announced that under the company's new direct selling policy, 
Hamilton's traditional dealer profit margin is increased to full Keystone 

markup on all strap and wrist models. Tax-—included consumer prices remain 
unchanged. 


BOARD APPOINTED TO STUDY TARIFF PROBLEM. A 12-man advisory group was appointed on 


NPA 


July 13 by President Truman for further study of United States' foreign trade 
policies. The President has the report of the Tariff Commission which was 
Submitted to him after more than a year of study and investigation and has until 
August 16 to act upon it. Because of the pressures being brought both for and 
against changes in the present tariff regulations, he evidently feels that 
further study of this ticklish problem is necessary before any decision is made. 


RELAXES FREEZE ON TIN. Bulletin of New England Manufacturing Jewelers' and 
Silversmiths' Ass'n., of July 23 announced the relaxation of NPA's freeze on the 
use of tin for jewelry and all other ornamental or decorative purposes. As of 
July 21, it is permitted to use 25% of the amount of tin used during an average 
quarter of the base period (first six months of 1950). 


TWENTY-FOUR KARAT BANQUET DATE CHANGED. The annual banquet of the Twenty-Four Karat 


Club of New York will be held on January 24 instead of January 17 as originally 
Scheduled. The Chicago Jewelers' Association banquet will be held on January 10 
as planned. 
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A SUPPLY HOUSE WITH AW /DEA © 


A Supply House That Presents 
The Idea 


With Its Products 





THE IDEA: 
That buying, stocking and using watch material can 
be on a controlled inventory basis JUST LIKE 
OTHER DEPARTMENTS IN YOUR STORE. 


WHY THIS IDEA: 
Because a modern repair department cannot afford 
to operate with old fashioned methods. 


Because we wanted to prove . . . and have proved 
. . . that a progressive repair department can be 
profitable. 


Because some of our customers asked our help in 
setting up their repair departments. 


HOW IT DEVELOPED: 
1. We hired engineers to make cost and operating 
surveys in various watch repair departments. 


2. Compiled results of these surveys in order 
tO... 


3. Make recommendations on the basis of these 
surveys to stores all over the country. 


NOW ... THOUSANDS OF SUCCESSFUL JEWELERS ALL OVER 
THE COUNTRY ARE USING THE MARSHALL IDEA. 


They are not just buying watch material. 





They are making a guaranteed lifetime investment. An investment that can help make 
your repair department more profitable. An investment that can help make your 


repair department the BEST TRAFFIC BUILDER IN YOUR STORE. 


Write today for a complete description of the MARSHALL IDEA and for other extra 
services offered only by Marshall. No Cost . . . No Obligation. 


C. & E. MARSHALL CO. 


DEPARTMENT J, BOX 7737, CHICAGO 80, ILLINOIS 
Branches and Distributors in Principal Cities Throughout the U. S. A. 
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Truman Appoints 12-Man 
Board to Investigate 
Curbs on Foreign Trade 


A broad investigation of United States 
foreign trade policies was ordered by 
President Truman on July 13th. He asked 
the Public Advisory Board for Mutual 
Security to undertake the inquiry. 

In calling for the study, Mr. Truman 
asked the group to consider all aspects 
of our foreign trade policy as coming 
within the scope of its investigation. 

“In particular,” Mr. Truman declared, 
“l think you should examine our tariff 
policy with special reference to the expira- 
tion of the Reciprocal Trade Agreements 
Act in 1953; import restrictions, including 
quotas and customs procedures; agricul- 
tural policies affecting foreign trade; mari- 
time laws and regulations concerning car- 
riage of American goods; and what to do 
about the problems of domestic producers 
who may be injured by certain types of 
foreign commerce.” 

He noted the “increasing body of re- 
strictive laws” which, he pointed out, 
“attempt to further the interests of par- 
ticular American producers by cutting 
down the imports of various foreign goods 
which can offer competition in American 
markets.” 


Mr. Truman said the first step toward 
clarifying this situation must be for a 
responsible group, such as the board with 
its broad representation embracing “both 
major political parties,” to study the prob- 
lem and report to the President and the 
Congress. The 12-member board is made 
up of representatives of the public, busi- 
ness, labor, education and agriculture. 


SECRECY SHROUDS WATCH REPORT 


The President’s action in ordering a 
broad investigation of U. S. tariff policies 
makes all the more interesting the question 
of what the White House will do with the 
recent Tariff Commission report and recom- 
mendations on the import of watches and 
movements. No hint of what the report 
contained has been allowed to leak. But 
the mere fact that a report was made is 
reasonable evidence that changes in present 
rates were recommended. The White House 
has until August 16th to act. 


Anxiously awaiting President Truman’s 
(Please turn to page 217) 
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Trumans Signature on McGuire Bill 


President Truman on July 14th signed 
the McGuire bill, restoring to former effec- 
tiveness the price-fixing authority of fair 
trade laws of 45 states and all contracts 
under those laws. The bill reverses the 
effects of a Supreme Court decision in 
May, 1951, which set off a six-weeks’ price 
war in New York and a few other cities. 
The court held then that a manufacturer 
could not set a retail price for goods 
shipped across state lines except for re- 
tailers with whom he signed individual 
contracts. 

The law approved by the President re- 
stores the “non-signer” clause in_ state 
fair trade laws, which provide that a man- 
ufacturer must sign a resale price con- 
tract with only one retailer in a state to 
fix the price for the entire state. All 
states but Vermont, Missouri and Texas, 
and the District of Columbia have fair 
trade Jaws. 

In a long statement, the President said 
the bill would have some value in elim- 
inating “certain unfair competitive prac- 
tices,” but that he did not think Congress 
had found “the best solution” for the 
problem of price cutting by powerful large 
retailers. 


HST ORDERS INVESTIGATION 


He also expressed anxiety, however, lest 
more widespread application of fair trade 
coverage might render the national econ- 
omy less free. For that reason he called 
on Congress to make a thorough study 
of fair trade laws and the related prob- 
lems of price discrimination and _ anti- 
trust policy. 

Senator Hubert H. Humphrey, Democat 
of Minnesota, has said he would propose 
in the next session of Congress an inquiry 
of the kind outlined by the President. 

“IT hope very much such an investigation 
will be undertaken,” said the President, 
“so that we may have a fresh and thorough 
review of the means for maintaining fair 
and vigorous competition in our economy.” 

In one salient portion of his statement, 
President Truman declared that fair trade 
laws are “no cure-all” for the problems 
of small retailers. “While the fair trade 
laws protect them against some types of 
cut-throat competition,” he stated, “the 
local independent merchant will continue 





Puts Fair Trade Back in Action 


to have to offer better and more convenient 
service, and to sell at reasonable prices, 
if he is to survive against the legitimate 
and keen competition of such modern ad- 
vances in the retail field as the super- 
market, the mail-order house and the 
branch department store.” 


LAW HAD STORMY PASSAGE 


The new law had a stormy passage 
through Congress and at one time was 
threatened by a mild Senate filibuster. 
In the House it was reworded by its pro- 
ponents so that it could be sent to a 
friendly Interstate and Foreign Commerce 
Committee rather than the Judiciary Com- 
mittee. The latter is headed by Rep. 
Emanuel Celler, Democrat of New York, 
a bitter opponent of fair trade. 


Among government agencies, the Com- 
merce Department favored the bill, and 
the Justice Department and Federal Trade 
Commission testified against it. 

In some quarters, a weakness in the 
new law was seen in the lack of language 
making it illegal to sell, across state lines, 
fair-traded merchandise at cut-rate prices. 


Action to overcome this weakness in the 
law was taken by the American Fair Trade 
Council at an executive conference held 
July 16th at Gary, Ind. The group an- 
nounced its intention to support, early in 
the next Congress, an amendment that will 
seek to prevent mail order operators in 
one state from selling and delivering into 
other states, at cut prices, products fair- 
traded in those other states. 


OLD CONTRACTS STILL BINDING 


One aspect of the law relating to fair 
trade contracts was clarified recently by 
Maurice Mermey, director of the Bureau 
of Education on Fair Trade. In the 
opinion of legal experts on fair trade, 
Mr. Mermey stated, fair trade contracts 
made by manufacturers of trade-marked 
products under the state fair trade laws, 
prior to the U. S. Supreme Court’s Schweg- 
mann decision, are still valid and may now 
operate effectively through the McGuire 
Act. He pointed out that some manufac- 
turers may, however, choose to make new 
contracts dated after July 14th, when the 
McGuire Bill becomes law. 
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Manufacturers of Fair-Traded Items 
Outline Policies Under Newly-Enacted Law 


Almost immediately following the news 
that fair trade had been restored, a ques- 
tion arose as to what manufaciurers of 
fair-traded merchandise proposed to do in 
order to make the new fair trade law 
effective. In order to answer this question, 
THE JEWELERS’ CIRCULAR-KEYSTONE asked 
leading manufacturers to submit statements 
covering their position with regard to the 
new fair trade law. 

Following are the manufacturers’ state- 
ments received up until press time: 


International Silver Co.: 


“The International Silver Co. has pur- 
sued a price maintenance policy with re- 
spect to all of its nationally advertised 
brands for a great many years and has 
supported this policy by contracts in ac- 
cordance with the various state fair trade 
laws. Naturally, we welcome the oppor- 
tunity provided by the new federal legis- 
lation to reinforce this policy and we 
shall immediately move to take advantage 
of the new law.” Craig D. Munson, vice 
president and general sales manager. 


Oneida Ltd.: 


“We were very pleased to hear that 
President Truman signed the McGuire 
Bill, thus giving practical effect to fair- 
traded prices once more. It is our under- 
standing that non-signers may now be held 
to resale price maintenance agreements in 
those states which permit them. Oneida 
Ltd. will, as soon as complete clarification 
has been made, immediately return to its 
previous practice of enforcing fair-traded 
prices on its major trade-marked lines .. . 
Community, Heirloom Sterling, 1881 (R) 
Rogers (R) and Tudor Plate.” M. E. 


Robertson, president. 


Benrus Watch Co.: 


“The Benrus Watch Co. is pleased with 
the signature of the President to the fair 
trade bill. We have taken action to have 
a jeweler in each of the 45 states sign a 
fair trade contract. Additionally thereto, 
a letter has been prepared to every cus- 
tomer in these 45 states, advising him that 
all Benrus watches are now being sold 
under the fair trade law, both state and 
federal, and that all merchandise bought 
from us is subject to the regulations of 
the fair trade act. It is the intention of 
the Benrus Watch Co. to see that all these 
agreements are complied with and _ that 
customers are kept bound to the fair trade 
agreements, whether or not they are sig- 
nators.” S. Ralph Lazrus, chairman of the 


board. 


Bulova Watch Co.: 


“The Bulova Watch Co., Inc., having 
played a leading role during the recent 
fight for legislation to restore the effec- 
tiveness of fair trade, is going forward 
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actively in its program of reestablishing 
its fair trade contracts and enforcing them 
to the limits of its ability. We look forward 
to a major improvement in the prospects 
and prosperity for the retail jewelers now 
that the fair trade fight has been won.” 


Elgin National Watch Co.: 


“Historically, with or without the pro- 
tection afforded by fair trade legislation, 
Elgin National Watch Co. has maintained 
a policy of not selling its watches to any 
retailer whose practices are such that, in 
our opinion, they tend to damage the pres- 
tige of our product. In pursuit of this 
policy we will continue to take prompt 
and determined action whenever legally 
possible. We do wish to emphasize, how- 
ever, that there are still very definite legal 
limitations upon the manufacturer’s ability 
to protect the good name of his product. 
Therefore the jeweler must himself shoulder 
a good part of the responsibility for price 
maintenance. He must maintain suggested 
retail prices in his own store and he must 
refuse to sell watches to anyone but the 
consumer. Above all, we believe that ag- 
gressive merchandising on the part of the 
jeweler is his best assurance of success, 
regardless of the presence or absence of 
adequate fair trade legislation.” W. D. 
Evans, general sales manager. 


Gruen Watch Co.: 


“The Gruen Watch Co. is happy to have 
its efforts and that of its dealers, in behalf 
of fair trade, finally rewarded by the pas- 
sage and signature of the McGuire Bill. 
Having been a leading exponent of fair 
trade in the jewelry industry, we are im- 
mediately moving into positive action to 
once again fair trade Gruen watches 
throughout the country.” Benjamin S. 
Katz, president. 
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Hamilton Watch Co.: 


“Tt is indeed heartening to how 
quickly the first of the retail jeweler out- 
lets we have contacted have signed Hamil- 
ton’s new fair trade contracts. These jewel- 
ers thus showed their appreciation of the 
protection the new law provides against 
cut-price evil. In 
willingly co- 


see 


the present ruinous 
every instance they have 
operated to help us get our new policies 
off to a good start on the firm and ethical 
basis we intend to maintain throughout 
the country to the limit of the law and 
our facilities. We are confident all jewelers 
we contact in fair trade law states will 
follow the lead of the first signers in their 
states and negotiate new contracts with us 
as a prelude to placing their first direct 
orders with our company.” Lowell F. 
Halligan, vice president in charge of sales. 





Longines-Wittnauer Watch Co.: 


“Ever since the enactment oj the fair 
trade legislation in the late thirties. Lon. 
gines-Wittnauer has operated under the 
fair trade laws of the various states in 
which fair trade was applicable. After 
the Schwegmann decision in May of 195) 
this company implemented its {gir trai 
policy by requesting every Longines. 
Wittnauer jeweler agency to sign g fair 
trade contract. It has been the consistey; 
policy of Longines-Wittnauer to give {gj 
trade support to the jeweler agencies jy 
practice as well as in theory. Because of 
this company’s policies of controlled and 
limited distribution and of selling through 
authorized jeweler agencies, the fair trade 
policies of the company have been effectiye 
throughout the years; and these policies 
were most effective during the past ]5 
months, when fair trade was _ ineffective. 
The company will vigorously continue jts 
established sales policies, including fair 
trade, jeweler agency distribution and cop- 
trolled selling.” Irving Abel, vice president, 


Norman M. Morris Corp.: 


“The Norman M. Morris Corp. is pleased 
to announce that it is establishing fair 
trade. On a number of occasions we have 
aired our opinion on the importance of 
faithfully maintaining prices on Omega 
watches, and throughout our entire his. 
tory we have vigilantly endeavored to 
police the situation in order to eliminate 
price cutting. We believe that you will be 
as gratified as we are that the new fair 
trade act now establishes the apparatus 
which legalizes price maintenance in 45 of 
our 48 states, and that Omega will now 
operate accordingly.” Norman M. Morris. 
president. 


Bruner-Ritter, Inc.: 


“During the months when fair trade was 
suspended, we saw very disturbing prac- 
tices of price-cutting and unfair competi 
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tion come into being. Now that it is again 
being enforced, we expect to continue our 
fair trade policies with what we hope will 
be the same good results for everyone 4s 
before.” Marvin J. Bruner, vice president. 


Jacoby-Bender, Inc.: 


“Jacoby-Bender, Inc., is wholeheartedly 
in favor of fair trade and we intend to 
secure for J-B watch bands all of the pro 
tection the fair trade act makes possible. 
In this way, we hope to protect the legit: 
mate profit the retailer makes on every 
J-B watch band he sells.” Max Jacoby, 
president. 


Speidel Corporation: 


“The Speidel Corp., one of the original 
firms in the jewelry business fair trading 
its merchandise, has never canceled its 
existing fair trade contracts. Speidel fully 
intends to vigorously investigate all viol 
tions of its fair trade prices and to take 
immediate legal action where necessaty— 
in keeping with the enactment of the fait 
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trade laws recently passed by Congress 
and signed by the President. Full noti- 
fication of this intent will be given publicly 
to all jewelers in an announcement shortly 
together with an exhibit of Speidel fair 
traded merchandise.” H. A. Kosenqutst, 
advertising manager. 


Ronson Art Metal Works, Inc. 


“The restoration of fair trade by Con- 
gress, In the face of organized competition 
by price-cutters, shows that Congress 
recognized the important need of protect- 
ing manufacturers, retailers, and the public 
against predatory practices. Ronson has 
always been and will continue to be in 
the forefront of fair trade.” Alexander H. 
Aronson, president. 


Parker Pen Co.: 


“The McGuire act is a great step for- 
ward to the benefit of the consuming 
public, the retailer, the wholesaler, and 
the manufacturer alike. The Parker Pen 
Co. intends to enforce fair trade to the 
full extent provided by law.” James N. 
Black. vice president in charge of sales. 


Toastmaster Products Division, 
McGraw Electric Co., Inc.: 


“The McGuire bill declares that the state 
fair trade laws are binding on non-signers 
and therefore again places manufacturers 
in the position of enforceing their con- 
tract. It is extremely important that manu- 
facturers who avail themselves of price pro- 
tection under the fair trade laws, under- 
stand that they must assume the obligation 
of enforcement. During the past few years 
of easy selling, many- manufacturers gave 
fair trade a black eye by making no pre- 
tense whaisoever of bringing action against 
violators, while professing to be staunch 
adherents of price maintenance. 

“We here at Toastmaster have had a fair 
trade contract since 1945, with each and 
every one of our wholesale distributors; 
therefore, have been in a position right 
along to maintain prices at the wholesale 
level. We have fair trade contracts with 
retailers in each of the 45 states having 
fair trade laws, and while we have been 
unable to enforce these contracts during 
the past few months, the contracts are 
still in effect. Now since the McGuire bill 
has been passed, we propose to re-establish 
our program of vigorous enforcement, just 
as we did prior to the Schwegmann de- 


. . $9 . 
cision.” W. E. O’Brien, general sales man- 
ager. 
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Probe Ordered on Trade Curbs 
(From page 215) 


decision were leaders of the Swiss watch- 


making industry who voiced protests dur- 
ing the past month against a threatened 
Increase in the United States’ tariffs on 
Swiss watches, 

Fifty-six leaders of the Swiss watch in- 
dustry, meeting in Berne on July 4th, 
voiced apprehension over repercussions 
that an American tariff hike could have 
not only in Switzerland but “on the eco- 
nomic and political stability of Europe.” 
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These leaders, delegates to general as- 
sembly of the Swiss watch Chamber and 
representing all branches of the industry, 
issued the statement following their meet- 
ing. 

Kdgar Primault, president of the Cham- 
ber, said “our industry cannot be counted 
only in terms of 2000 firms or 70,000 
workers; it represents ten per cent of our 
skilled working force, accounts for 22 per 
cent of this country’s total exports and, 
during the critical years since the war, 
has been Switzerland’s largest dollar 
earner.” 

Primault said Swiss fears are caused 
by the “serious injury” which Switzerland 
may suffer and also “by the serious reper- 
cussions which an American protectionist 
policy might have on the economic and 
political stability of Europe.” 

The Swiss Federation of Watch Manu- 
facturers appealed July 2nd to the Swiss 
government to “take all necessary mea- 
sures” to safeguard their country’s vital 
watch industry against the threat of a 
rise in American tariffs. 

In a strongly worded resolution, passed 








at a session in Bienne, the Federation’s 
governing body unanimously branded such 
an American tariff action, if it occurs, as 
a “very unfriendly gesture on the part 
of a sister democracy” which might en- 
danger the traditional relationship exist- 
ing between Switzerland and _ United 
States. 

Following the meeting, Maurice Vaucher, 
Federation president, said, “what measures 
the government will be disposed to take 
is outside our province. But we feel cer- 
tain our interests will be looked after. The 
government is not defenseless.” 

Commenting further on the action, 
Vaucher said the meeting had decided to 
leave protective action to the government, 
since “the ill effects would be felt through- 
out the entire Swiss economy. 

“We feel that our action today can be 
taken to reflect the sentiments throughout 
the entire watchmaking area,” he added, 
“a sentiment which is being echoed 
already in other ‘sectors of our economy. 
We feel that in our appeal to the govern- 
ment, we are speaking in effect for much 
more than the watch industry itself.” 





Hamilton's Swiss Watch Line 
Reported ‘Now in Production’ 


Henri E. Vermot, director of product 
development, Hamilton Watch Co., now in 
Switzerland, reported recently by cable 
that the new line of popular-priced, im- 
ported watches ordered some months ago 


_ are now in production and on schedule. 


HENRI E. VERMOT 


Director of 
Product Development 
Hamilton Watch Co. 


Vermot, who has been overseas since 
June 24th with Hamilton’s long-time Swiss 
representative, Albert Vuille, reported ex- 
cellent cooperation from top fabricators 
and assemblers who are producing the 
watches to Hamilton’s specifications. De- 
liveries of movements will start this year 
and a comprehensive line of timepieces 
will be ready for release under the Illinois 
brand name early in 1953. 





international Silver Co. 
Announces Six Promotions 


Six staff promotions were announced re- 
cently by the International Silver Co., 
Meriden, Conn. Promoted to higher posi- 
tions were: John B. Stevens, who was ap- 
pointed sales manager of the Promotional 
Flatware Division; E. R. Hackbarth, who 
was named assistant sales manager of the 
Promotional Flatware Division, and Stuart 
C. Herhingway, Jr., who was made sales 
manager of the Sterling Flatware Division. 

Named assistant sales manager of the 














Sterling Flatware Division was Carl Isak- 
son. A. E. Irwin has been appointed sales 
manager of the Special Contracts Division, 
formerly known as the Premium Division. 
In addition to his present duties, R. W. 
Kroeber has been appointed manager of 
the Chicago office. 





Pricing and Production 
Controls Extended by Congress 


Congress has extended controls laws 
from 10 to 12 months in what the Ad- 
ministration says is a weakened form. 
Generally, it is not very different from the 
old one so far as business is concerned 
but many retailers will have less paper- 
work to bother with. 

Briefly, controls over production and 
materials will be continued for a full year, 
through June 30, but pricing controls 
were extended only through April 30. 
The Herlong amendment was retained to 
assure wholesalers and retailers their pre- 
Korean mark-ups. 

Thrown out of the new Defense Produc- 
tion Act was the power of the Wage Stabil- 
ization Board to intervene in labor dis- 
putes (as in the steel case). It is limited 
now to mainly an advisory body. 





E. J. Imig Retires as Head 
Of Sheboygan Jewelry Firm 


Edwin J. Imig announced July 11th that 
he has sold his stock, retired as president, 
and severed all connections with A. Imig 
Sons Co., retail jewelers of Sheboygan, 
Wis. He has disposed of his equity in 
the company by a sale of all his stock 
to George F. Imig, secretary-treasurer of 
the corporation. 

The Imig jewelry firm was established 
in 1874 by Adam Imig, father of Edwin 
and George. Since the founder’s death in 
1914, the business has continuously been 
managed by the retiring president. 
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Swiss Show New Watches 
At New York Press Review 


Petiteness is the keynote in Swiss watch 
styles this season, with severely modern 
lines predominating, although elegance is 
still accentuated in many of the high 
fashion pieces. These fashion trends were 
revealed at the sixth semi-annual press 
preview of Swiss watch styles presented 
June 23rd by the Watchmakers of Switzer- 
land in the RCA Building, New York. 

Yellow gold is very much in evidence in 
all types of timepieces, while gem-studded 
models lean toward white gold or plati- 
num. Gold filigree has been delicately 
woven by Swiss craftsmen into an increas- 
ing number of designs. 

Raised crystals are in the limelight, in 
varying shapes and heights. Some are 
cubed, others convex and a few are fabu- 
lois “platform” models. The generous use 





The gold man's watch shown here has a 

hand-painted enameled dial in vivid colors, 

and is one of the prized products of the 

enamel-miniaturists of Switzerland. Other 

watch innovations introduced this season by 

the Swiss include enamel miniatures on 
cases, covers, and dials. 





| of crystal not only achieves a striking effect 


but, especially in sports and travel models, 
provides extra protection. 





Gracious lines, accomplished by Swiss arti- 
sans through simple design, mark these two 
new gold watches with matching bands as 
cocktail or high fashion accessories. Both 
have precision jeweled-lever movements, 
with the slightly oval-shaped model (bot- 
tom) fitted with a link bracelet. The round 
timepiece has a snake bracelet. 


Dials have been given a new, arresting 
look by Swiss designers, who have adorned 
them with tinted colors, checkerboard de- 
signs, and gold dots and bars which serve 
as hour markers, with matching gold hands. 
The bold use of dressy bands, their colors 
contrasting vividly with the watches, also 
adds a bright, fresh note. 

Concealed dials are appearing in greater 
variety, with gold filigree accented. Time- 
pieces for teen-agers run. the gamut from 
practical but unusual models to dressy ac- 
cessories that can be worn afternoons or 
after dark. 














Drive Against Buffalo Auction 
Recounted at 24K Club Meeting 


How Buffalo jewelers were successful 
in blocking a planned public jewelry 
auction at a downtown store was recounted 
at the June 24th meeting of the Jewelers 
24 Karat Club of Western New York in 
the Park Lane, Buffalo. This was the 
sroup’s final meeting of the current season. 

Members of the club were told that 
jewelers, acting with other downtown mer- 
chants, succeeded in preventing holding 
of the auction, which was _ considered 
detrimental to the best interests of the 
jewelry trade. 

Members also discussed plans for en- 
forcing Sunday closing of downtown 
Buffalo stores which sell jewelry on the 
Sabbath. These include several specialty 
stores, as well as drug stores which have 
costume jewelry departments. 

It was pointed out that a city statute 
prohibits the sale of merchandise on 
Sunday and that if jewelers brought pres- 
sure to bear, they probably could have 
this statute enforced, blocking Sunday 
sale of jewelry. 

Stanley Spisiak, president of the 24 
Karat Club, presided at the business meet- 
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ing which was followed by refreshments 
and a social period. 





Alpert's Make Bus Strike Pay 
Through Clever Newspaper Ad 


Alpert’s Jewelry Store, 111 E. Water 5t., 
Elmira, N. Y., didn’t take the recent bus 
strike in that city lying down. 

Instead, the store bent every effort to 
keep store traffic up to normal levels by 
providing special transportation services 
and other accommodations. 

During the height of the strike, Al- 
pert’s ran a newspaper ad which read: 

“Be Alpert’s guest. Live in Elmira? 
Then don’t let the bus strike stop you 
from saving dollars during Alpert’s great 
trade-in sale. Just call a cab. Tell him 
you want to go to 111 E. Water St. to 
make a purchase at comfortably air-condi- 
tioned Alpert’s. Alpert’s will pay. 

“We hope as you do that the strike will 
be settled soon to everyone’s satisfaction— 
it’s too darn hot to argue, isn’t it? 

“Driving? You'll find pennies and nick- 
els galore in our friendly store for your 
meter—plenty parking space right near 
by.” 





Customs Simplification Bill 
Pigeonholed by Senate Unit 


The Customs Simplification Bill (q. R 
5505), which would allow the duty-ire, 
entry of mail order merchandise valued at 
$10 as against the present ceiling of $] 
died without action when the 82nd Con, 
gress adjourned. All uncompleted legisly. 
tion becomes a dead issue when Congress 
adjourns. 

The proposed bill had already hee, 
passed by the House and had been sent to 
the Senate Finance Committee for its con: 
sideration. When Congress adjourned, the 
bill was still before the Senate unit. 

It is obvious that this change in the 
customs regulations could be very harmfy] 
to the jewelry industry and American 
business and labor. The Jewelers Vigilance 
Committee protested through the appear. 
ance of P. Irving Grinberg, its executive 
vice chairman, who also represented the 
New England Manufacturing Jewelers’ & 
Silversmiths Association, at a hearing be. 
fore the Senate Finance Committee. 

As far as the jewelry industry is gop. 
cerned, there was no opposition to the bil] 
except the proposal to raise the level of 
duty from mail shipments to $10. It is fel; 
that the vigorous opposition of the JVC to 
this provision of the proposed bill had an 
effect upon its fate. 





Two-Day Gem Study Conclave 
To Be Held in Los Angeles 


Richard T. Liddicoat, Jr., director of 
the Gemological Institute of America, and 
Lester B. Benson, certified gemologist from 
the same organization, will conduct the 
first study-conclave “of the American Gem 
Society on August 2lst and 22nd in the 
Galeria Room of the Los Angeles Biltmore 
Hotel. The two-day event will be con- 
ducted after the annual convention of the 
California Retail Jewelers Association 
has adjourned. 

Featured at the conclave will be per 
sonalized instruction in gem identification 
and the use of gem instruments. Tables 
will be set for eight people including 4 
competent instructor at each table. 

The meetings are open to all members 
of the American Gem Society and jeweler 
students of the GIA _ correspondence 
courses. 


FRB Loses Power to Issue 
Curbs on Installment Buying 


In extending the production act for al- 
other year, Congress refused to renew the 
authority of the Federal Reserve Board 
to issue credit curbs on installment buy: 
ing at the whim of that agency. But the 
power to regulate the down payment 
new homes was continued for one yeal. 

But in the belief that it would help 
maintain a firm level of retail sales of 
appliances, furniture, and other house fur: 
nishings, a provision was put in the law 
which places a very low ceiling on what 
the Board can require in the way of 8 
down payment if home-building drops be 
low a monthly rate of 100,000 units. 
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Tax Committee on Alert to 
Launch Fight for Excise Cut 


The Jewelry Industry Tax Committee, 
a standing unit of the Jewelers Vigilance 
Committee, has kept apprised of develop- 
ments in Washington, and it plans to be 
ready before Congress convenes to present 
a strong case for a reduction in the retail 
excise tax. Committee members feel that 
there may be a possibility of securing con- 
sideration for a tax reduction with the 
advent of a new Congress. 

It is recognized that no positive steps 
can be taken in Washington until the 
elections are over, but the groundwork for 
consideration will be laid. The Tax Com- 
mittee will again look to the entire indus- 
try for assistance and full cooperation 
when called upon action. Proper timing 
and clear presentation is most essential 
‘n the Committee’s plea for consideration. 


Changed Birthstone List 
Receives OK From Trade 


A changed birthstone list sponsored by 
the Jewelry Industry Council which em- 
bodies suggestions made by retail jewelers, 
ring manufacturers and stone dealers, ac- 
cording to their knowledge of the public’s 
wishes, has been approved by the Ameri- 
can National Retail Jewelers Association, 
the National Association of Credit Jewel- 
ers and the American Gem Society. 

Changes made in the list are concerned 
with the months of June and December. 
June, in the old list, offered only pearl 
and moonstone. The new list offers alex- 
andrite as an approved addition. Decem- 
ber, in the old list, offered turquoise and 
lapis lazuli. Council’s new list keeps 
turquoise, drops lapis lazuli and adds 
zircon. 

The basic reason for changes in June 
and December arises from the fact that 
the old list did not provide a birthstone 
that appealed to men and boys for their 
own use for these months. 

The new list, as sponsored by the Jewelry 
Industry Council and as approved by the 
American National Retail Jewelers Asso- 
ciation, the National Association of Credit 
Jewelers and the American Gem Society, 
now reads: 





January --, Garnet 

February — Amethyst 

March — Aquamarine and Blood- 
stone 

April — Diamond 

May — Emerald 

June — Pearl, Moonstone and 
Alexandrite 

July — Ruby 

August — Peridot and Sardonyx 

September — Sapphire 

October _— Opal and Tourmaline 

November — Topaz 

December — Turquoise and Zircon 


Council’s own latest publication—a _ six- 
teen-page, four-color, illustrated booklet, 
Romance of Rings and Birthstones,” cre- 
ated for distribution to the public by re- 
tail jewelers, carries the new list and pic- 
tures of new additions to the list—the 
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alexandrite and the zircon. This same 
booklet for the public also gives names of 
synthetic birthstones for all 12 months of 
the year. 

In order that the entire jewelry industry 
may make widespread use of the new list, 
the Council’s Board of Directors, accord- 
ing to Albert E. Haase, president, is now 
making copies of the new booklet avail- 
able to all jewelry stores throughout the 
country regardless of membership in Coun- 
cil. 

In a statement setting forth the above 
information Mr. Haase also points out that 
stone dealers and ring rnanufacturers for 
the same reason—a desire for widespread 
and nationwide use of new list by jewelers 
—have underwritten part of printing costs 
of booklet so that retail jewelers can buy 
the booklet at a price that permits them 
to purchase copies for distribution to the 
public at a low cost. 

Copies of price lists on booklet available 
to retail jewelers on request to Jewelry 
Industry Council, 608 Fifth Ave., New 
York 20, N. Y. 


Curbs on Consumer Credit 
Lifted by Canadian Government 


Consumer credit restrictions, in force 
in Canada since November, 1950, were 
lifted on May 6 by Canadian Finance 
Minister Douglas Abbott. Restrictions, 
originally placed into effect as an anti- 
inflationary measure, were lifted when for 
the third straight month in 1952, the cost 





of living index dropped, as announced by 
the Canadian government’s Dominion Bu- 
reau of Statistics. 

Jewelry dealers immediately placed their 
own budget terms on merchandise, as did 
electrical appliance dealers, home furnish- 
ings merchants and automobile dealers. 
The lead was set by larger department 
stores which announced a 10 per cent 
down payment, and varying terms up to 
24 months to pay balance, dependent on 
value of merchandise. Some jewelry mer- 
chants went back to the almost forgotten 
$1 down and $1 a week budget terms on 
smaller or lower priced items. They had 
previously been limited to one-third down 
and 18 months on balance under govern- 
ment regulations. 


24-K. Club Sets Picnic Date 
The Jewelers 24 Karat Club of Southern 


California will hold its summer picnic at 
Brookside Park on Sunday, August 3, with 
all members of the various jewelry trades 
welcome. 

R. J. Cayton of West Los Angeles gave a 
humorous account of the trials and tribu- 
lations of the small retailer at a recent 
meeting of the organization. In a more 
serious vein, Max Strasburg, chairman of 
the National Affairs Committee, gave a 
comprehensive report on attempts of major 
watch companies to keep their products in 
legitimate channels. He also predicted a 
country-wide tendency toward the five-day 
store week, balanced by evening shopping 
hours. 











BLIZZARD MOVES SALISBURY STORE TO NEW SITE 
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This modern array of wall and counter 
cases is a small part of the new equipment 
and fixtures which were installed last 
December by C. A. Blizzard, jeweler of 
Salisbury, Md., in his new location at 
329 E. Main St. The firm was formerly 
located at 321 E. Main St. 


Before opening his own store in 1939, 
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Mr. Blizzard had nine years service as 
shop manager for three leading Maryland 
jewelers. A specialist in fine watch work, 
engraving and special order ring work, he 
is currently celebrating his 22nd year at 
the bench. He is shown above with his 
wife and three children. 
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Hamilton Enlarges Sales Force 
To Handle Direct Watch Sales 
Officials of the Hamilton Watch Co. 


announced recently that they had selected 
E. B. (Elvy) Siivius to head the consid- 
erably enlarged sales force which is now 
selling Hamilton watches directly to the 
retail jewelers. Paul Seibel, former sales 
manager, has been named administrative 
assistant to vice president in charge of 
sales, Lowell F. Halligan. 

William (Bill) Aukamp, former South- 
east salesman, is promoted to district 
sales manager for the South Central Re- 
gion; W. E. Pierpont, former New En- 
gland zone manager, now heads the North- 
Central district. A. A. (Gus) Colvin con- 
tinues in charge of Hamilton sales in the 
Rocky Mountain and West Coast district; 
Chas. S. Gause, the Southeast district; 
John Hall, the New York and New En- 
gland districts. J. L. (Jack) Keenan has 
been appointed division sales manager of 
the North and South Central districts. 

Hamilton’s internal organizational 
changes include: Henri E. Vermot, di- 
rector of product development; Fred E. 
Orr, field sales manager; Harold E. Herr, 
assistant sales director; Clarence H. Ma- 





SWANK SHOWS NEW FALL 


thiot, manager of service; and Fred Hueh- 
nergarth, merchandise manager. 


Gross Issues Factual Booklet 
Describing Firm's Operations 

An interesting and attractive booklet 
distributed recently by J. H. Gross and 
Co., wholesale jewelers at 3210 Euclid 
Ave., Cleveland, Ohio, takes the reader 
on a picture trip through the firm’s com- 
fortable modern quarters. 

Illustrated on the booklet’s front cover 
is the striking contemprary exterior of the 
building in which the firm is located. 
Other illustrations inside show the com- 
pany’s handsome reception room and con- 
ference room, its spacious and well-lighted 
display room, a section of the stock room 
and the shipping and receiving facilities. 
Brief and descriptive text matter accom- 
panies each illustration. 

A photograph of Joseph H. Gross, who 
founded the company over 40 years ago, 
appears on the last page of the booklet 
with other firm executives. 





Friedman Sells Tampa Store 
Julius Friedman, proprietor of Ronel 





LINE AT SALES MEETING 





Viewing the new fall line of Swank men's jewelry, wallets, and belts are Swank executives 

and district sales managers. Left to right: Joe Fox, Cleveland; George Robinson, Boston; 

Marshall Tulin, New York; George Marienthal, Atlanta; Harris Shaeffer, Chicago; Lee Biagi, 

vice president and general merchandise manager; Tom Press, vice president and general 

sales manager; Lou Pedrolie, Dallas; Sam Schriver, Philadelphia; Maury Heller, Los Angeles: 
and Sam Sampson, vice president, merchandising. 


Tom Press, vice president and general 
sales manager of Swank, Inc., predicted 
one of the biggest fall seasons in history 
for men’s jewelry as he presided over a 
five-day sales meeting of the company’s 
district sales managers and top executives 
in Attleboro, Mass. 

“Swank has, the most powerful line in 
its history,” Mr. Press said, “and I have 
no doubt that this fall season will be the 
biggest we’ve ever had.” The continued 
emphasis on more casual and comfortable 
manner of dress and the improved appear- 
ance which useful as well as decorative 
men’s jewelry gives to the individual will 
be a big factor in creating more sales, ac- 
cording to Mr. Press. 
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All Swank items this fall will be offered 
in a specially designed box, extra sturdy 
construction distinguished by an “alliga- 
tor” covering, to present a luxurious look. 
The karat gold, gold-filled, and sterling 
silver jewelry will be packed in boxes with 
padded top and rounded corners. 

This prediction will be backed by an 
intensive advertising and sales promotion 
campaign, using national magazines, news- 
papers, and other media, topping any pre- 
vious Swank campaign. 

Lee Biagi, vice president and general 
merchandise manager of Swank, presented 
the new fall line of men’s jewelry, wallets 
and belts to the sales group. 














Jewelers, 708 Franklin St., Tampa, Fla. 
announced June 7th that he has sold the 
business to Joseph Warshaw. The new 
owner operates another Tampa jewelry 
store at 1214 Franklin St, 





Increase in TV Stations Opens 
New Areas for Sale of Sets 


Several new market areas for sales of 
television sets have been opened up with 
the Federal Communications Commissions 
authorizations for 14 new stations, the first 
channel assignments since lifting of the 
freeze. None expects to be ready to Oper- 
ate before next year. 

Nine of the stations will be built jp 
areas now without TV stations—three jp 
Denver, Colo.; two each for Youngstown. 
Ohio, and Springfield, Mass.; and one 
each for Flint, Mich., and Portland, Ore. 
Super-hgh frequency (UHF) stations have 
been granted for Bridgeport, Conn.: New 
Britain, Conn.; New Bedford, Mass.: and 
York. Pa. : 





Taunton Pearl Works Operating 
On Full Scale, Full-Time Basis 


Announcement was made recently by 
the Taunton Pearl Works, Taunton, Mass., 
that it has been operating at full capacity 
amid depressed conditions in this city, 
a large jewelry center. Prominent in its 
field for more than half a century, the 
firm’s success has stemmed largely from 
its technique in carving Mother-of-Pearl, 
and designing jewelry to feature it. 

“Squire,” the firm’s new line of men’s 
jewelry, has received an enthusiastic recep- 
tion from the trade. The line features 
hand-carved Mother-of-Pearl in designs 
created by leading jewelry stylists. 

The company’s defense program is be- 
ing expanded to fit the need for highly 
critical parts. Currently being manufac 
tured are six parts of the new M-3 can: 
non, which must hold to a tolerance of 
slightly more than the thickness of a news: 


paper page. 





Elgin Starts Production 
In New Lincoln Addition 

Completion by Elein National Watch Co. 
of the two-story addition to its factory in 
Lincoln, Neb.. was signalized June 20th 
when actual production of ordnance mate- 
rials for the armed forces was started in 
the new fifth and sixth stories. 

G. W. Fraker, director of Elgin’s ord- 
nance division, said the company holds 
approximately $15,000,000 worth of mili- 
tary contracts and that this work is being 
divided as evenly as possible between the 
Lincoln plant and that at Elgin, III. 

E. G. Jurs, plant manager at Lincoln, 
pointed out that the addition has a further 
long-range purpose in providing valuable 
snace for expansion of Elein’s civilian 
production of watches and other precision 
products once the military emervency has 
passed. He added that the addition in- 
creases the plant’s capacity approximately 
50 per cent. 
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NEMJ&SA to Release Results 
Of Wage and Personnel Survey 


The New England Manufacturing Jewel- 
ers’ & Silvermiths’ Association, Providence, 
has completed in the Providence-Attleboro 
area a wage and personnel practices sur- 
vey, the results of which are soon to be 
distributed to firms that participated. 

G. Richard Frankovich, executive secre- 
tary, reports that it is the greatest cover- 
age that has ever been obtained in any 
industry in the area on wage rates and 
personnel practices. 

Its purpose is to enable plants that con- 
tributed information to compare their wage 
rates and employee benefits with those of 
their competitors in the same labor market. 

The results are available only to those 
who submitted information. Reports of 
individual plants are kept confidential. 

Separate surveys were conducted for the 
machine chain industry, the plating in- 
dustry, the findings group and for the 
general finished jewelry industry. 

Approximately 225 jobs were surveyed 
on wages. Reports from 250 companies 
on personnel practices—vacations, _holi- 
days, employee benefits, pensions and profit 
sharing—have resulted in a wealth of data. 

Separate reports have been made to the 
three supplier segments. The report being 
prepared for the general jewelry group 
incorporates the results of the other three 
surveys and covers wages and personnel 
practices of nearly 14,000 employees in 
the low and medium-priced jewelry indus- 
try in the Providence-Attleboro area. 


Wadsworth-Hadiey Salesmen 
Attend Conference in Elgin 


How Elgin National Watch Co. plans to 
make its new Wadsworth-Hadley sales di- 
vision a major factor in the jewelry indus- 
try was revealed late in June when the divi- 
sion held its first national conference at 
Elgin, Ii. 

The thirty-man sales organization, di- 
rected by H. E. Rich, is calling on the 
trade, offering jewelers four lines which 
will be backed by national magazine ad- 
vertising between now and Christmas. All 
the lines will be associated prominently 
with the Elgin name in advertising and 
merchandising. 

The division represents two subsidiaries 
of Elgin, the Wadsworth Watch Case Co. 
of Dayton, Ky., and the Hadley Co., Inc., 
Providence, R. I., now operating as a sin- 
gle marketing organization headquartered 
at Elgin. Products of the division are: 
Wadsworth watches, Wadsworth compacts 
and allied gift items, Hadley watch at- 
tachments and Hadley men’s jewelry. 

The entire organization is being enlisted 
to assist the Wadsworth-Hadley division in 
its styling, advertising and merchandising 
programs, it was announced at the con- 
ference. As an example of how planning 
is ‘being coordinated, several new Hadley 
bands are designed to be worn with specific 
Elgin watch models, thereby giving the 
Jeweler an opportunity of increasing his 
unit sales, | 
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Electric Housewares Campaign 
For Fall Gets Industry's OK 


Final details of the fall-Christmas phase 
of the electric housewares gift campaign 
were approved by the electric housewares 
section of the National Electric Manufac- 
turers Association at a mid-year meeting 
at Haddon Hall, Atlantic City, N. J., the 
week of July 6th. 

Industry members received the report 
from the section’s sales promotion com- 
mittee on the progress of the gift cam- 
paign during the first six months of 1952. 
The report stressed as significant the 
greatly increased local level participation 
on the part of dealers, distributors, area 
committees, electrical leagues, electric light 
and power companies and others connected 
with the sale of electric housewares. 

Mention was made of the invaluabie 
added impetus which the campaign has 
received from intensive participation of 
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over 825 newspapers throughout the co 
try working with the industry-preparea 
sales plan book and mat kit. | 

The dealer kit for the coming Chr‘ .imas 
will consist of a comprehensive sales 
planner which will contain suggestions 
for window displays, newspapex ads, traffic 
pullers, gift wrapping and gift certificates 
and a check list. 


Sheaffer Pen Company Names 
Reed Assistant Ad Director 


Don A. Reed has been appointed assis- 
tant advertising manager of the W. A. 
Sheaffer Pen Co., it was announced June 
10th by Grant F. Olson, vice president and 
director of advertising. 

Mr. Reed, who joined the firm in 1939, 
has been the pen company’s assistant direc- 
tor of public relations for the past three 
years. . 











~ New Diamond Pieces 


When fashion writers of the United 
States and Canada visited New York to 
see the new fall lines, N. W. Ayer & Son, 
Inc., entertained them at dinner to interest 
them in diamonds. The event, held on the 
evening ot June 24th at The Ambassador, 
was part e! ihe diamond publicity pro- 
gram which Ayer carries on for De Beers 
Consolidated Mines, Ltd. It was attended 
by 135 writers, editors and broadcasters. 

The diamond party might have been 
billed as “Diamonds, Dinner and Skinner.” 
There was first an exhibit of the newest in 
diamond jewelry, then a dinner and finally 
an hour and a half of Cornelia Otis Skin- 
ner in her “solo theater.” In harmony 
with the occasion, Miss Skinner wore a 
necklace of small marquise diamonds ar- 
ranged like leaves in a wreath and pen- 
dant diamond earrings. 
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The pieces exhibited by Black, Starr & 
Gorham, included an unusual ribbon neck- 
lace of baguettes with a pear-shaped dia- 
mond pendant that can be detached and 
worn as a pin. The other pieces, all dia- 
monds, were drop earrings, two bracelets, 
an emerald-cut diamond ring and two large 
spray pins. 


The fashion experts saw displays of 
diamond jewelry by Black, Starr & Gor- 
ham, Van Cleef & Arpels and Harry Win- 
ston. The glistening necklaces, earrings, 
clips and bracelets were shown on manne- 
quins draped in black velvet to give the 
effect of evening gowns, with long black 








Shown to Fashion Press 


velvet gloves as a background for diamond 
rings and bracelets. 

Trends in design revealed by these dia- 
mond pieces included necklaces in crescent 
shape, rather loose around the throat with 
most of the ornamentation massed at the 
front, bib-fashion. Pins and clips are less 
round and wheel-like, more elongated in 
outline. ; 





Harry Winston's exhibit, shown above, fea- 

tured diamond shower earrings with de- 

tachable pendants, a big necklace of 

baguette and round diamonds, a marquise 

diamond ring, three diamond bracelets and 
a pin. 





Van Cleef & Arpels' display at the diamond 

party featured this beautful necklace with 

its imposing bib-fringe of large graduated 

marquise diamonds. The pinwheel earrings 

match the impressive pin. Three bracelets 

and a ring complete the ensemble of all 
diamond jewelry. 
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Direct Mail Usage Analyzed 
By Head at Advertising Forum 


Direct mail advertising can be largely 
guesswork unless its content, application 
and use are tailormade and integrated to 
all other forms of advertising and mer- 
chandising used, George W. Head, adver- 
tising and sales promotson manager of the 
National Cash Register Co., said June 11th 
in a panel discussion before the Advertis- 
ing Federation of America at New York’s 
Waldorf-Astoria. 


Mr. Head, who joined the National Cash 
Register Co. in 1945 and has been in the 
business equipment field for the past 30 
years, illustrated his point with numerous 
examples from one of America’s earliest 
and most successful direct mail users— 
John H. Patterson, founder of the company 
and one who is credited with having de- 
veloped the “science.of selling.” 


“Direct mail is only one element in the 
broad application of advertising to every- 
day commercial activities,” Mr. Head said. 
“From the very beginning of the com- 
pany, he added, “advertising as a primary 
tool of selling our products has been as 
necessary to us as making the actual 
product itself.” 











All the company’s advertising and direct 
mail efforts, he continued, are organized 
by lines of business and tailored to fit 
specific objectives. He stressed that the 
company does not sell machines by such 
efforts, but rather seeks to sell ideas and 
thus to pave the way for the sale of 
machines by its salesmen. 


GEORGE W. 
HEAD 


Advertising and 
Sales Promotion Mgr. 
National Cash 
Register Co. 





Emphasizing the need for thorough in- 
tegration and coordination of all sales 
efforts, Mr. Head stated, “We tell a con- 
sistent story. We tell it by direct mail. 
We tell it in publication and newspaper 
advertising, which we reprint for direct 
mail use and we blow up these ads for 
window display purposes. Thus we seek 








Two student winners of the MCMA creative jewelry design competition—Harold M. Hodgkins 

{second from left) and Ralph J. Bauer (second from right)—are congratulated by judges 

of the initial contest. Judging the youngsters’ work were Arthur Spear (left), Miss Martha 

Percilla (center), and Edgar Cambere (right). Two other winners, Lloyd P. Shapleigh and 
Jesse A. Pachero, were absent when this photo was taken. 


Four young jewelry design students from 
the Rhode Island School of Design recently 
received honors and cash prizes for their 
prize-winning designs of fashion jewelry 
and accessories, entered in the first annual 
creative jewelry design competition. 

This series of contests are part of a 
plan designed to foster additional guid- 
ance and incentive to student “designers 
of tomorrow,” to awaken our industry’s 
interest in their work and support scholar- 
ships to design schools. The entire program 
is sponsored by the Machine Chain Manu- 
facturers Association. 

The student winners were Harold M. 
Hodgkins and Jesse A. Pacheco of Provi- 
dence, Lloyd P. Shapleigh of Bangor, Me., 
and Ralph J. Bauer of New York. Their 
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designs will be shown next month in the 
MCMA’s advertising pages. 

Judging the youngsters’ work were Miss 
Martha Percilla, fashion director, Jewelry 
Industry Council; Arthur Spear, president, 
Sperry Mfg. Co., and Edgar Cambere, Tri- 
fari, Krussman and Fishel, Inc. 

The winning designs were purchased by 
the MCMA who will relinquish their titles 
and make the designs available to all de- 
signers and manufacturers free and clear 
for their own use. 

Future plans include competition among 
students of other schools next year, for de- 
signs of fashion as well as other types of 
jewelry. Schools interested may contact 
the association at Providence for more 
information. 





to remove guesswork for the merchant anj 
by systematized control of our own usage 
of direct mail, we remove the guesswork 
from our use of it.” 





JVC Continues Drive Against 
Price Controls on Jewelry 


Constant attempts have been made by 
the Jewelers Vigilance Committee to free 
all jewelry merchandise from price oop. 
trols ever since the General Ceiling Pricg 
Regulation was issued January 26, 1951, by 
the Economic Stabilization Agency, As 
early as February 13th of that year 
eighteen days after the pricing order was 
issued, the committee filed a memorandum 
with the agency requesting that all jewelry 
and silverware items with or without 
stones be exempted from price control. 

Since that time, the JVC has kept in 
close touch with the Office of Price Stag. 
bilization and has been called in from 
time to time by that agency in connection 
with problems pertaining to the pricing 
of jewelry. It has consistently asked that 
jewelry be suspended from price control, 
and hopes were high some months ago that 
OPS would soon be ready to give con. 
sideration to this request. The uncertain. 
ties incidental to passage of the Defense 
Production Act, unfortunately, caused a 
reluctancy on the part of OPS to take 
action up to the present time. 

Now that the new bill has finally become 
law, the JVC will continue to try to secure 
consideration for the suspension of price 
control of all jewelry items, with the hope 
that results may be obtained at the earliest 
possible moment. 


Wallace Official Tours Belgium 
With Management Council Team 


Warren L. Mottram, industral relations 
manager of Wallace Silversmiths, Walling- 
ford, Conn., sailed for Belgium May 14th 
on the Queen Mary with a group of Ameri- 
can businessmen. This group is sent by the 
Mutual Security Agency (MSA) of Wash- 
ington, D. C., to conduct management 
seminars. It succeeded ECA which formerly 
sponsored the Marshall Plan. The Belgian 
government requested that an_ industrial 
team be sent over. 

Each team consists of five men, one of 
whom will handle problems of general 
management, two will cover industrial 
problems of engineering, one will deal with 
industrial relations problems and the fifth 
man will be an alternate. Mr. Mottram 
will handle the industrial relations assign- 
ments. 

In order to improve the productivity of 
some European countries, two methods are 
being used. The first is to have manage- 
ment teams from these countries visit 
plants in the United States and observe 
how American management works. Under 
the second plan American management 
teams are sent to Europe to observe con- 
ditions there and to outline to top man- 
agement there how the American system 
works, Mr. Mottram’s part as a member 
of this American team is to help carry out 
the second phase of this program. 
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Rumors of Benrus-Hamilton 
Merger Denied by Luckey 


Rumors of a possible merger with the 
Benrus Watch Co. were denied June 25th 
by George r. Luckey, president of the 
Hamilton Watch Co., following a four-hour 
session of the firm’s board of directors. 
In issuing his statement, Mr. Luckey also 
denied that any change in company poli- 
cies is contemplated. 

Rumors of a possible merger have been 
rife in the New York financial district for 
months due to the Benrus company hav- 
ing acquired an impressive percentage of 
Hamilton’s voting stock in the open market. 

Said Mr. Luckey: “The 
Hamilton stock by Benrus has led to wide- 
spread rumors of a merger of the two 
companies ...” He denied these rumors 
and added that. Benrus acquired the 
Hamilton stock without knoweldge of the 
Hamilton management. 

In his statement Mr. Luckey declared: 

“We ascribe it (the purchase of Hamilton 
stock) to recognition of the profit poten- 
tial inherent in Hamilton business outlook. 

“It is quite evident that this year’s 
earlier 11% to 13% per share range of 
Hamilton’s common stock was unrealistic 
in face of the present $22 per share book 
value of the stock.” 


purchase of 





Winston to Show Famous Jewels 
At California RJA Convention 


California’s jewelers will have the oppor- 
tunity to inspect one of the most amazing 
collections of gems in existence at their 
annual convention, to be held at the Bilt- 
more in Los Angeles, August 17-20. 

These jewels are part of the Winston 
collection and the pieces which are to be 
placed on display are conservatively valued 
at over $10,000,000, according to their 
owner. 

A few years ago, this unique exhibit of 
rare and historic gems toured the country 
as the focal point of a fund-raising drive 
conducted by the National Foundation for 
Infantile Paralysis. Over 400,000 persons 
visited “the Court of Jewels,” as the ex- 
hibit was called, in the 15 cities visited. 


Believing that the trade will find an 
even greater interest in these world famous 
stones, this same “Court of Jewels” is to 
be the feature of this year’s Winston ex- 
hibit at the Biltmore. 

One of the highlights of the exhibit is 
the Hope Diamond (44.5 carats)—a rich 
dark blue jewel of flawless purity. The 
Winston collection also boasts one of the 
world’s largest sapphires—a faceted beauty 
weighing 337 carats, which was one of the 
Russian Crown Jewels. 

Other jewels in this distinguished as- 
semblage are the magnificent Inquisition 
Necklace composed of 326 diamonds and 
15 rare barrel-cut emeralds; the Dudley 
necklace which features the finest group of 
large, perfectly matched gem emeralds 
every assembled, and the Indian Pear 
Shapes—two exquisite pear-shaped dia- 
monds with a combined weight of 100 
carats. 


An equally significant section of the 
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In a new and stimulating departure from 
the traditional sales meeting, the Kramer 
Jewelry Co. invited three prominent maga- 
zine merchandising authorities to address 
its fall season’s sales meeting at the Hotel 
New Yorker. Madeleine Darling of Made- 


moiselle, Harold Holtz of Vogue, and 
Mary Joan Finley of Glamour, spoke on 


= ; zs: SS S$ ' 
¢ : ; a i 
: : SN 
Se : E : 5 a ot 
, Bao ms & . = 


PLANS AT SALES MEETING 
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“How the Magazines Help to Merchandise 
Fashion at the Retail Level.” 

Louis Kramer, company president, out- 
lined details of the firm’s fall plans. These 
include the biggest national advertising 
program in Kramer’s history in top con- 
sumer and trade publications, and new 
merchandising aids for dealers. 











Winston exhibit is given over to the dis- 
play of a complete assortment of stones 
ranging in size from one point to 15 carats 
and including examples of all of the popu- 
lar cuts. 


Those attending the exhibit will receive 
an attractive souvenir booklet which gives 
further details on the rare and historic 
gems that comprise “The Court of Jewels” 
and also takes the reader on a picture-trip 
through the House of Winston. 





SPARKLING BEAUTY 








One hundred thousand dollars’ worth of 
diamond jewelry, designed by Lackritz of 
Beverly Hills, was shown for charity in the 
California Creative Designers’ fashion show 
held May 22nd in the Ambassador Hotel, 
Los Angeles. Modeling the cascading ear- 
rings, necklace, and clip and bracelet duo 
is Peggy Lloyd (Mrs. A. Bartlett) Ross, Jr., 
daughter of veteran film actor Harold Lloyd. 





Birks Open New Branch 
On Toronto's Fifth Avenue 


Many notable guests were present when 
the “largest retail jewelry organization in 
the British Empire, Henry Birks and Sons, 
Ltd.,” opened its 19th store and newest 
branch at 33 Bloor St., West, Toronto 
(Canada’s) self-styled Fifth Ave., on May 
23th. 

The store front is of red Balmoral 
granite from Sweden with the doors and 


windows framed in bronze. Both doors have 
distinctive handles of double twin “B’s.” 
The floor area of over 7000 square feet is 
carpeted in dark gray. 


The walls, showcases and special dis- 
play fixtures are of straight grain North 
American walnut with Brazilian rosewood 
trim. The lighting, a combination of 
fluorescent and incandescent, is pleasing 
to the eyes. 

The store is divided into four sections. 
Show cases and wallcases on one side of 
the store are devoted to purses and small 
leather goods; the other side to clocks of 
all types. The eenter showcases from the 
front to the back of this first section hold 
small goods of both kinds. 


The Silver Court, another spacious area, 
devoted to silverware of all types, is located 
toward the rear as is the China Oval. The 
fourth section, branching off to the right, 
contains small electrical goods such as 
electric mixers, etc., and heavier luggage. 
It is here, also, that watch, clock and 
jewelry repairs are taken care of. 

At the back of the China Salon, doors 
lead out to the parking area at the back, 
where parking is free to customers. 

C. B. Gibson, who has been with the 
firm for 25 years as overseas buyer and 
department manager, has been appointed 
manager of this new store, with Barton S. 
Ellis as assistant manager. 





Whiting's ANRJA Exhibit 
Dedicated to ‘King Customer" 


As a theme for its showing at the 
ANRJA convention in New York City, the 
Frank M. Whiting Co. of Meriden, Conn., 
is dedicating itself to “His Majesty, King 
Customer.” The motif of the Whiting ex- 
hibit in the Petit Salon of the Park Lane 
Hotel will be decorated accordingly. 

As a climax to this thematic promo- 
tion, I. A. Lipman, president of Whiting, 
has announced a “Command Performance 
Sale” to be run through September 15th. 

Another feature of the Whiting exhibit 
will be a joint display of Whiting silver 
and Castleton china. 
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Complete Merchandising Course 
Offered to All Jewelers 


Culminating an extensive analysis of 
the merchandising preblems of jewelers, 
the Gemological Institute of America, in 
cooperation with the University of South- 
ern California, now offers an entirely new, 
comprehensive course, open to all jewelers, 
which covers all pertinent phases of mer- 
chandising in -the retail jewelry store. 
The course will be presented for the first 
time as an 80-hour resident class, Septem- 
ber 15 through September 26, in the class- 
rooms of the University of Southern Cali- 
fornia, Los Angeles. 

In designing the course as a result of 
its recognition of the need for merchan- 
dising information for the retail jeweler, 





the GIA was fortunate to be able to work 
closely with the Commerce Department 
of the University. The course is planned 
to include approximately 45 hours of in- 
struction by the S. C. School of Commerce 
staff, under the supervision of Dean Law- 
rence Lockley, together with about 35 
hours of information and suggestions pre- 
pared by particularly successful jewelers 
and the GIA staff. 


All essential aspects of jewelry store 
management are included in the course, 
and the subject matter is presented in 
logical, concise manner for profitable ap- 
plication in the individual store. Train- 
ing provided has been carefully designed 
to give the jeweler the same advantages 
provided by other large industries which 
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There’s a lot of 


EXTRA BUSINESS 


Engraving in your own store 





new hermes ENGRAVING MACHINE CORP. 
13-19 University Place, New York 3, N. Y. 


TIME PAYMENTS HELP YOU TO PAY OUT OF PROFITS 





use carefully planned and exe 
tional merchandising systems. 

The new course places considerable em. 
phasis on the all-important topic of sale 
manship. Foremost, too, among the Ret 
pertinent concerns of the jeweler js ~ 
profitable turnover of merchandise. The 
course teaches how to select merchandise 
so that its salability can be reasonably 
determined at the time of purchase. Buy: 
ing arrangements recommended to the 
jeweler are also covered. ) 

Tried and proved means for the SuCCess- 
ful use of advertising and sales promotiop 
are given strong prominence. The subject 
incorporates such topics as the selection of 
mediums which produce best results; lay. 
out; budgets and how they are established: 
arrangements of displays for effective sel]. 
ing; and other special promotional schemes 
and projects. 

In the first presentation of this new 
resident work, it will be necessary to limit 
enrollments. Students who wish to attend 
are accordingly, urged to write the Gem. 
ological Institute as soon as possible to 
preclude disappointment. No gemological 
training, or other prerequisites, are re. 
quired for enrollment and jewelers inter. 
ested only in practical merchandising, and 
retail management training, will be ac- 
cepted. Price for the entire 80 hours in. 
struction is $135. 
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GUEST APPEARANCE 
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Celebrating the opening day of the Jewelry 
Industry Council's Exhibit - of - Diamonds, 
June 5 to 14, Martha Percilla, fashion di- 
rector for the Council, appeared the 
morning of June 5 on a 31-station television 
network as guest on the Dave Garroway 
show "Today." She is seen here being in- 
terviewed by Jinx Falkenburg and showing 
the public how to properly care for dia- 
mond jewelry. Later in the program Miss 
Percilla showed a group of new diamond 
jewelry fashions. 





Lowe Marks 52nd Anniversary 


Fifty-two years of service to the con- 
suming public were celebrated April Ist 
by Robert B. Lowe, prominent jeweler and 
clothier of Port Byron, N. Y 

Lowe became engaged in the clothing busi- 
enss in 1900 with his brother, Frank H. 
Lowe. This partnership was dissolved in 
1920 when his brother went to Chicago 
and entered the jewelry business. 

Prior to his entrance into the jewelry 
and clothing business, Lowe spent three 
years in the employ of a local merchant 
who operated a clothing and jewelry bust- 
ness in Port Byron. 
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Over 375 Canadian Jewelers 
Attend St. Andrews Convention 

More than 375 retail, wholesale and 
manufacturing jewelers from all sections 
of Canada attended the annual convention 
of the Canadian Jewellers Association held 
June 15 to 18 at the Algonquin Hotel, St. 
Andrews, N. B. This marked the first time 
‘n the association’s 34-year history that it 
held a convention in the Maritimes. 

One of the keynote speakers at the con- 
vention was D. L. MacLaren, lieutenant 
governor of the Province of New Bruns- 
wick, who wished the association every 
success in all endeavors. He said, “there 
is a need for people who believe in our 
way of life, that is, private enterprise and 
the Canadian economy.” 

Elected as association president for the 
ensuing year was Harvey Brown of Truro, 
N. S. He succeeds Hubert Gaucher of 


Montreal. 





Honored at the annual convention of the 
Canadian Jewelers Association was Ben 
Chapman (center), who has never missed 
any one of the organization's 34 conventions. 
He is shown here with Hubert Gaucher 
(left), outgoing association president, and 
Harvey Brown, newly-elected president. 


Among the many delightful social and 
sports activities held during the convention 
were the annual banquet, sight-seeing 
tours, a golf tournament, swimming, boat- 
ing and fishing. Cocktails were dispensed 
continually at the “hospitality lounge” 
which was maintained by manufacturing 
and wholesale members of the association. 

Toronto was chosen as the site for the 
organization’s 1953 and succeeding con- 
ventions. Plans have to be made well in 
advance because so few Canadian hotels 
are capable of handling conventions that 
attract 1000 or more visitors, as CJA con- 
ventions usually do. 

U. S. visitors present at the convention 
were Richard Bloom and Dudley C. Sand- 
erson, Oneida, Ltd.;: G. H. Niemeyer, 
Handy & Harman, Inc.; August O. Packer, 
Dieges & Clust, Inc.; Harry J. Bromley, 
National Jeweler, and P. M. Fahrendorf, 
THE JEWELERS’ CrrcuLar-KEYSTONE. 


Troy Named by Sheaffer 


Announcement was made recently of the 
appointment of F. E. Troy as merchandis- 
Ing manager of the W. A. Sheaffer Pen 
Co., Fort Madison, Iowa. 

Until his appointment, Mr. Troy was 
sales manager of Sheaffer’s Central divi- 
sion. He has served in the company’s 
sales department and has been territorial 
manager of the Milwaukee and Davenport, 
la., territories, 
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FROM BOSTON 
TO BOMBAY... 


IAS, 
automatic 
‘“‘ONE WORLD WATCH’ 


The newest, most revolutionary 

development in the art of horology... 

four years in the making... this magnificent, 
completely automatic watch tells at a glance, 
without winding, without resetting, without compu- 
tation, the correct time in any part of the world. 


Designed for men who think in terms of continents, 14 he eee 


the restricted production of Tissot’s automatic $ 
“ONE WORLD WATCH” will be a treasured privilege 
; (} 
F.T.1 


of the discriminating few. 


HOLZER WATCH CO., Inc., 501 Fifth Avenue, New York 17, N. Y. 


See us at the ANRJA Show, Waldorf Astoria Hotel, 
New York City—August 10-14, Booths No. 211-212 
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try-wide advertising, the adoption of a 
code of ethics and an emblem, and pressure 
' upon manufacturers, wholesalers, and sup- 
pliers to adopt and enforce legal fair trade 
practices. 
| Nearly 100 retail jewelry outlets from 
| Los Angeles, San Bernadino, and Orange 
counties were represented at the session. 
The association, which numbers 50 paid 
members, has been meeting as a _ pilot 
group since the first of the year. Officers, 
serving under President Trattner, include: 


Harry Sherwood, Le Roy’s Jewelers, 
first vice president; Ralph Cohen, Hamilton 
Diamond Co., second vice president; Jack 
Foreman, Barry’s Jewelers, secretary; 
Jule Golde, Kirk Jewelry Co., Huntington 


New Association to Fight 
Cut-Price Practices 


Spurred by recent encroachments upon 
the ethical retail jeweler, the newly-in- 
corporated Southern California Retail 
Jewelers Association held an open emer- 
gency meeting Wednesday afternoon, June | 
25th, at the Biltmore Hotel, Los Angeles. | 

Called by President Harold D. Trattner | 
of Kay Jewelry Co., the emergency session 
outlined possible counter offensives against | 
cut-price practices within the industry, as 
well as by non-jeweler concerns. 

Urged as partial solutions to the pre- 
dicament of the retail jeweler were indus- 
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See us sHOWT 


INCOMPARABLE! 
AMALING! 
UNBELIEVABLE 
VALUES! 

BUT SEEING IS 
BELIEVING! 





FULL CUT CENTER OF 
FINE QUALITY, WITH 
10 «=FINE, WHITE 
MATCHED STONES 


SET IN EXQUISITELY 
STYLED TWIN - ROW 
MOUNTINGS 
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Park, treasurer; and Marvin A. Freeman 
legal counsel. 

Also on the board are Irwin Ross, Macy 
Jewelry Co.; Dave Schwartzman, Rhodes 
Jewelers; Jules Lindenbaun, King Jewelry 
Co., Santa Monica; Emanuel M. Lippett 
Shaw’s Jewelers; and Irving Gold, Bond's 
Jewelers. 

Opening the meeting, Trattner pointed 
to achievements of similar organizations jp 
Detroit, Indianapolis, and Chicago where 
retail jewelers were “encountering — the 
same cut-price sales and high pressure 
promotion that we are encountering.” 

He cited the experience of Detroit 
jewelers, who were able to improve adver. 
tising and promotions, eliminate the use 
of free gifts and the word ‘free’ in adver. 
tising, adopt a code of advertising relative 
to diamonds, trade-in allowances, ete. 


HAROLD D. 
TRATTNER 


President of 
outhern 


California RJA 





of a similar Southern 


Establishment 
California organization, he predicted, would 
give the individual jeweler an opportunity 
to express himself and make his ideas 
known throughout the industry. 


Attorney Freeman read a _ resolution, 
suggested by the board of directors, that 
appealed as an association to distributors, 
urging them to work toward fair trade 
agreements. He also gave a legal opinion 
on what could be accomplished through 
such an association. 

William M. Erb, executive secretary of 
the California Retail Jewelers Association, 
adressed the embryo organization and en- 
visioned a possible association of the two 
groups. 

President Trattner named committees 
from his board of directors and from volun- 
teers to outline plans of ethics, publicity, 
and advertising, to be presented at 3 
second general. membership meeting, i0 


July. 


Ollendorff's Ad Plans 
Outlined at Sales Meeting 


The fall sales meeting and banquet of 
the Ollendorff Watch Co., Inc., manufac- 
turers of Gotham watches, was held on 
Tuesday evening, July 8th, at New York's 
Hotel Biltmore. Sales representatives from 
all territories throughout the country 
attended. 

The meeting was addressed by Herbert 
Ollendorff, president, Morton Ollendorf, 
treasurer, and Adolph Ross, vice president. 
Advertising plans and a new display pro- 
gram for the coming season were discussed, 
and new merchandise was viewed and fe 
ceived with enthusiasm. 
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Directors of Parker Pen Co. 
Elect B. M. Jeffris President 


The board of directors of the Parker Pen 
Co., on May 26th, elected Bruce M. Jeffris 
as president to succeed Kenneth Parker, 
who becomes chairman of the board. Mr. 
Jeffris is the third person to hold the presi- 
dency in the company’s history. Both 
officers have been associated in the pen 
company for more than 33 years. 

Daniel Parker, formerly secretary, be- 
came executive vice president. G. Earl Best, 
formerly assistant treasurer, was named 
secretary-treasurer, and Maurice L. Wei- 
rick, assistant treasurer. 


BRUCE M. JEFFRIS 





Other officers remain the same. They are: 
James N. Black, Willis Rabbe, and Nor- 
man Byford, vice presidents; and Helen A. 
Morrissey, assistant secretary. 

Joining Parker in 1919, Mr. Jeffris work- 
ed through the financial division to become 
secretary in 1929, director in 1952, treas- 
urer in 1933 and vice president and treas- 
urer in 1947. 

During Kenneth Parker’s 19-year tenure 
as president, the company’s volume of busi- 
ness increased more than seven-fold. In the 
pen firm’s annual report issued earlier last 
month, he stated that “world sales continue 
to be highest in the industry.” 





Ensign Treasures Elgin Watch 
Which Survived Hobson Disaster 





Ensign Lloyd F. Keleher (left), one of 
the fortunate 61 Navy men who survived 
the sinking of the U.S.S. Hobson when it 
was rammed by the aircraft carrier Wasp, 
shows Louis Pearlman the Elgin Shock- 
master wrist watch he wore through ten- 
minute swim in gummy, oil-coated Atlantic 
and 25-minute life-raft ordeal. 

The watch, on examination in the shop 
of H. Pearlman & Sons, 88 Bowery, New 
York City, was found to be in perfect run- 
ning order. It was purchased there over a 
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year ago by Keleher’s uncle who gave it to 
him as a graduation gift. 


New Jersey RJA Re-elects 
Bill Schoppy as President 
William Schoppy of Atlantic City was 
re-elected president of the New Jersey 
Retail Jewelers Association at their 43rd 
annual convention held June 29 and 30 
at the Traymore Hotel, Atlantic City. 
Other officers elected were: Robert 
Marcus, Rutherford, first vice president; 
Joseph Imbelloni, West New York, second 
vice president; Ralph M. Fava, Paterson, 
treasurer; Col. Daniel DeBrier, Atlantic 


City, legal counsel, and Horace Blitz, 
Atlantic City, executive secretary. 
Before the convention adjourned, on 








June 30, the jewelers had heard addresses 
by John McManemin, field merchandising 
coordinator for the Watchmakers of Swit- 
zerland: Samuel R. Zickerman, director of 
retail relations of the Gruen Watch Co.; 
Charles M. Isaac, executive vice president 
of the American National Retail Jewelers 
Association. and Oscar Kind, Jr., of Phila- 
delphia, regional ANRJA vice president. 


Telechron Sales Force Meets 
More than 80 executives and members 
of the national marketing organization of 
the Telechron Department of General Elec- 
tric Co. attended a sales conference held 
at French Lick, Ind., June 22-27. Six new 
clock models were presented and large 
national advertising and sales promotion 
programs were announced. 

















We've got the goods that is making promotional history 

. all standard, fully guaranteed, terrifically-attractive, 
value-full merchandise at prices that will absolutely startle 
you—and positively start the crowds heading for your store! 


We've got the goods. . 


wizardry to parlay it into a sensationally successful event 


for you. 


We're ready and willing to help you with our proven 
know-how to get your share of watch business. Special ad 
material and other sales promotional aids furnished with- 


out any cost whatever. 


To get in on the industry’s best deal, 


just phone, write or wire. 
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NOWHERE, BUT RATIONALLY Joncas 
THE TERRIFIC. Waves We OF 


We've Got What It 
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GENUINE DIAMOND DIAL 
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VISIT US AT OUR AIR-CONDITIONED SUITE 
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Increase in Third-Quarter Metal Allotments 
Brightens Outlook for Jewelry Manufacturers 


June relaxation of brass mill product | 
restrictions, followed in mid-July by gov- 
ernment concessions on the use of tin in 
jewelry manufacture, have raised the 
spirits of the jewelry industry, now on the 
eve of a normal Fall—probably one of 
the best Falls in years. 

Tin is to be provided the manufacturers 
in limited amounts for the third quarter. 
A quota basis will be set up. Tin will 
not be free, but the end-use prohibition 
has come to an end. 

Jewelry producers will use their sup- 


plies for top style items and to a lesser 
extent on items that it is difficult to cast 
in slush or white metals. 

While the tin supplies will not be 
adequate, they will permit mixtures with 
other metals—such as pewter type metals 
—and thereby stretch out the supplies. 

The copper relaxation of June 18 has im- 
proved the brass picture for not only the 
small users but for the bigger users as 
well. 

The smalls—who were previously per- 
mitted to use up to 500 pounds of brass 
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WINDS ITSELF—TELLS THE DATE 


Tomorrow's time-piece today .. . this superbly made, aristocratically 
designed Self-winding DATE watch. The ERNEST BOREL movement 
embodies the latest advances in Self-winding technique, and is super- 
finished to assure fine performance. Available in Four handsome 
models—all water-resistant—with 17 Jewels, Incabloc, and INCA*STAR 


Regulator.* 
#4175 and #4195 in all steel hand-lapped cases. . $67.50 fti 
#4196 in 14 K Gold Top, Steel back case....... $89.50 fti 


#4194 Certified Wrist Chronometer adjusted in Five posi- 
tions plus Temperatures, in 18K Gold Case..... $275.00 fti 


* INCASTAR, the advanced regulator . , . Special awards for accuracy by Official 
Swiss Testing Observatories, increased 65% when Incastar regulators replaced 
the out-of-date “‘Index-Regulator’’. 





For complete details of the Ernest Borel line of fine watches, write to 


Exclusive U. S. Distributor 


JULES BOREL COMPANY 


1015 Walnut Street Kansas City 6, Mo. 



























a quarter under self authorization—cay 
now use up to 10,000 pounds. 

The medium sized plants, who were able 
to use up to 3,000 pounds a quarter de. 
pending on their base period use, can now 
use up to 20,000 pounds, but not jn ex. 
cess of the quantity used during the base 
period. 


The larger group—using up to 40,000 
pounds a quarter—are now permitted to 
purchase and use 75 per cent of its base 
period brass, but not in excess of 40,0 
pounds. 

All of these relaxations are effective fo; 
the third quarter. Base period use for the 
self authorization means the average quar. 
terly use during 1950. 


Nickel still remains tight and there js 
no relief in prospect. The New England 
Manuacturing Jewelers’ & Silversmiths’ 
Association, who has been told its case 
on metals was the first to be presented 
the National Production Authority and 
was by far the most complete, is contip- 
uing its efforts to bring nickel into better 
supply. 

At the request of the NPA it is gath. 
ering data on the normal use of nickel by 
the industry, particularly in the field of 
electroplating, which will be furnished to 
Washington. 

The association has been given to up 
derstand that for the foreseeable future 
reduced supplies of nickel will be con- 
tinued but that there will be no further 
cuts. 

The association also is carrying on a 
crusade on the price feature, particularly 
as related to the increased costs of copper. 


The Office of Price Stabilization permit 
ted the brass mills to pass along 80 per 
cent of the increased cost of the metal 
to its customers. Some of these custom- 
ers are jewelry manufacturers. 


But while the manufacturer is obliged 
to maintain OPS ceilings on its products, 
distributors and retailers are permitted 
mark-ups under the Herlong amendment. 


As things stand the brass mills are 
paying more for copper but are allowed to 
pass most of the increase along. 

The jewelry manufacturer, one of its 
customers, cannot pass along this increased 
cost, but most hold to ceilings. It means 
an absorption of the added cost by the 
manufacturer. 

After the added cost has been absorbed 
at the manufacturing level, permission 1s 
granted those who next handle the jewelry 
products—the distributor and the retailer 
—to up jewelry prices. 

The manufacturer is in the middle, the 
association contends. It has brought the 
matter to the attention of the Office of 
Price Stabilization, but has been informed 
that at the moment there is no plan fot 
the manufacturers’ relief. Relief may have 
to wait until a steel formula is applied t 
copper. 

The NEMJ & SA is in the process o 
further pressing its case on the cost prob: 
lem, and plans to forcibly keep the matter 
before OPS in the hope of procuring relief 
at the earliest possible moment. 
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Gorham Company introduces 
New ‘Thread of Gold’ Series 
“Thread of Gold,” the Gorham Com- 


pany’s newest sterling silver flatware se- 
ries, made its debut at a press luncheon 
held July 22nd in the Tapestry Room of 
the Park Lane Hotel, New York. De- 


_ signed for today’s modern living, the new 


series features 18 and 24 karat gold ap- 
plied to and decorated on silver. The 
new line goes on sale throughout the 
country about October Ist. 

Place settings in the unique series of 
fve functinal designs range from $65 to 
$110 retail, including Federal tax. 
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ihe five custom crafted variations in the 
Gorham Company's new "Thread of Gold" 
series are shown here. They are, from left 
to right: Snowflake, engraved with a deli- 
cate snowflake motif; Golden Wheat, with 
a wheat design engraved with 24 karat gold 
applied; Gold Tip, the handsome basic form; 
Gold Cipher, with hand applied raised 
monogram in 18 karat gold; and Stardust 
with fine hand engraving of stars. 


The decision to introduce “Thread of 
Gold” in a merchandising period of spe- 
cial sales, cut rates, premium offers and 
assorted economy offers on the retail level 
is the result of long, careful and thought- 
ful planning on the part of Gorham off- 
cials, 

“Thread of Gold” is (1) a fashion-wise 
answer to the demand for today’s idea of 
luxury achieved through simple elegance 
and functionalism, (2) priced to compare 
with the heavy weight all-sterling pat- 
terns, and (3) offers dealers a_ prestige 
item to promote to the fullest possible 
extent. 

Advertising in full-page color ads in pub- 
lications like House Beautiful, House & 
Garden and the New Yorker will be sup- 
plemented by point-of-purchase displays 
and other material. 





B. C. Clark Building New Store 
At Old Oklahoma City Location 
B. C. Clark, Sr., president of the B. 


C. Clark Jewelry Co., announced recently 
the building of a new store at his old 
location, 113 N. Harvey, in Oklahoma City, 
Okla. The new B. C. Clark store will be 
In a modern, three-story building and the 
firm will occupy three floors and a base- 
ment. According to B. C. Clark, Jr., vice 
president of the company, the expansion 
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program was undertaken because the firm 
outgrew its ol quarters and had to do 
something to accommodate its customers. 

It is expected that the new building 
will be completed in approximately ten 
months. During that time, the B. C. Clark 
Jewelry Co. will be located in temporary 
quarters at 10 N. Harvey—just one block 
south and across the street from their 
permanent location. 


New Silversmithing Film 
Offered by Handy & Harman 


“Contemporary Silversmithing — The 
Stretching Method” is the newest art edu- 





Harman’s Craft Service Lepartment. The 
16 mm technicolor sound film shows step- 
by-step the making of a triangular sauce 
boat from a thick sheet of sterling silver. 

Stretching, one of the oldest of silver- 
smithing techniques, is particularly well 
suited to the development of contemporary 
designs of irregular or free shape. Through- 
out the film emphasis is placed on the 
“why” of each step so that students will 
acquire an understanding of the method 
and be able to apply it to designs of their 
own. 

The film is available to schools and craft 
groups through the Craft Service Depart- 
ment, Handy & Harman, 82 Fulton St., 





cation film to be released by Handy & New York 38, N. Y. 
























THE SHORTEST 
DISTANCE 
BETWEEN 
TWO POINTS! 


THE 
DIAMOND 
MARKET 


LET US 
PROVE OUR 
POINT... 


DIAMOND 


As a result of large-scale factoring transactions 
with cutters, we are in a position to offer a wide 
selection of quality stones at truly competitive prices 
to manufacturers and wholesalers. 


We are fully prepared to completely satisfy your 
needs, no matter how varied. You will find relations 
with our principals pleasant and protitable. A new 
company, staffed by old hands in the diamond indus- 
try, with the "know how" to meet your requirements. 


Visit, Phone or Write Today: 


ae ae DIAMOND CORPORATION 


Importers + Factors to the Diamond Trade 


NEW YORK—37 West 47th St. JUdson 6-0324 
CHICAGO—29 East Madison St. CeEntral 6-3700 
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Over 200 Trade Leaders 
Honor Kay at UJA Dinner 


An overflow gathering of 220 industry 
leaders contributed a record $819,000 for 
the support of the world-wide agencies of 
the United Jewish Appeal at the annual 
dinner of the Jewelry Division of the UJA 
of Greater New York. The affair, a testi- 
monial to Dave Kay, veteran industry 
leader and philanthropist, was held on the 
evening of June 19th at the Hotel Del- 
monico, New York. 

A highlight of the dinner meeting was 
the donation of $4,500 in additional gifts 
for the transportation of 45 distressed Jews 
from Arab lands to Israel aboard a special 
‘Dave Kay plane.” The innovation was 
the idea of Dr. Ruth Gruber, author and 
foreign correspondent, and guest speaker 
at the affair. “It costs $100 to bring one 
Jew from the darkness of the Arab lands 
to the sunlizht and freedom of Israel,” 
she said. Dr. Gruber’s appeal for addi- 
tional $100 contributions was answered 
by 45 of the dinner guests. 





Dave Kay (left) receives a hand-illuminated 
scroll from Benjamin Lazrus, a city-wide 
chairman of the United Jewish Appeal, at 
the recent industry-wide dinner in Mr. Kay's 
honor. The scroll hailed Mr. Kay for his 
many years of leadership in UJA expressing 
"the profound respect" of his co-workers in 
philanthropy. 


Tribute was paid to Mr. Kay by Benja- 
min Lazrus, Benrus Watch Co., and din- 
ner chairman of the jewelry industry. Mr. 
Lazrus, who is also serving as a general 
chairman of the 1952 city-wide UJA drive, 
hailed Mr. Kay “as an outstanding example 
of all that is right with the jewelry in- 
dustry.” He presented Mr. Kay. with a 
special scroll hailing him for his “idealism 
and labors on behalf of the many causes 
embraced by UJA.” 

Among those attending the affair was a 
sroup of Philadelphia jewelers who jour- 
neyed up to New York for the occasion. 
Trade figures from several other eastern 
cities were also present. 

Through its 1952 campaign, the United 
Jewish Appeal of Greater New York aims 
to help save lives, maintain the hopes and 
secure the future of 1,000,000 Jews 
throughout the world: to help the people 
of Israel win their desperate battle for 
economic survival: and to join in safe- 
suarding human rights and strengthening 
the free world in this time of global crisis 
and danger to free institutions. 


National Jewelers Mutual Fire 


Insurance Co. Changes Name 


The National Jewelers Mutual Fir 
Insurance Co., at the annual stockholder 
meeting in Milwaukee on April 30th 
changed the corporate title of the firm ts 
Jewelers Mutual Insurance Co. The word 
“national” in the title was considered 
superfluous since the scope of the com. 
pany’s operations now is so well under. 
stood. Since the firm is now issuing other 
policies in addition to fire insurance, the 


word “fire” was considered misleading, 


It was pointed out that no change jg 
involved in the company’s operations, o 
in the insurance services rendered. Policy. 
holders were told that there is no reason 
to amend insurance policies or other docy. 
ments in which the firm’s corporate title 
appears. Policies, endorsements, app''-g. 
tions and other forms bearing the con. 
panys former name will be used until 


supplies are exhausted. 





Bluffton Partnership Ended 


Kenneth J. Green and Clare B. Mosiman, 
Bluffton (Ind.) jewelers who have been 
trading as partners under the firm name of 
Mosiman & Green, announced recently that 
their partnership was dissolved on last 


January Ist. 


Under terms of the dissolution agree. 
ment, Kenneth J. Green, as sole owner, will 
continue to operate the business under the 


name of Mesiman & Green, Jewelers. 
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CULTURED PEARL 
SALESMEN WANTED 


One of America’s leading import- | 


ers of cultured pearls, because of 
the wide demand for their prod- 
uct, have been forced to expand 
their sales coverage into many 


new territories to the retail jewelry | 


trade. The men they are looking | 


for must desire to earn in excess 
of $15,000.00 per year and must 
be ready. to leave with their 
dynamic fall promotions _ by 
August 21. We can use sideline, 
as well as exclusive representation. 


Drawing against 
commissions. 


Write in your own way giving full 
details or call Mr. M. Greenhut. 
sales manager: 


NEPTUNE CULTURED 
PEARL SYNDICATE 


550 Fifth Avenue 


New York 36, N. Y. 
Plaza 7-0768 
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4 Announcement was made recently that 
Eliot Marks has rejoined the sales staff 
of Karlan & Bleicher, Inc., ring finding 
manufacturers at 188 W. 4th St., New 
York. In his new capacity, Mr. Marks will 
also represent a Karlan & Bleicher sub- 
sidiary, the Falcon Stone Ring Mfg. Co., 
Inc. designers and manufacturers of 
ladies’ and gents’ stone rings and gents’ 
stone mountings. He will operate out of 
the firm’s main offices in New York City. 
q The Gothic Jarproof Watch Corp., for- 
merly located at 37 W. 57th St.. New York, 
moved recently to more modern and larger 
quarters at 1780 Broadway. 

4 A move to new quarters was made late 
in July by A. Diagonale & Sons, Inc. The 
firm, formerly located at 116 Nassau St., 
is now situated in new offices at 576 Fifth 
Ave., New York. 

4 Named president recently of the New 
York Golf Association was Clifford A. 
Miller of Clifford A. Miller & Co., Inc., 
64 West 48th St., New York. Mr. Miller 
was elected at an association tourney held 
June 6th at Springfield, N. J. 

q Situated in new quarters at 48 West 
48th St.. New York, is the Munwill Watch 
& Diamond Jewelry Co. and EternaLight 
Diamond Co. The firm moved on July Ist 
from their old location at 52 West 47th St. 
q F. J. Lambert has opened a new jewelry 
store at 239 Central Ave., Albany, N. Y. 





Simon Elected President 
Of Geo. Borgfeldt Corp. 


Fred J. Simon was elected president of 
the Geo. Borgfeldt Corp., 44-60 E. 23rd 
St., New York, at a meeting of the board 
of directors on June 17th. He succeeds 
the late George L. Kearney. 

Named as a director at the meeting 
was John R. Hill, vice president and 
manager of the firm’s office in Toronto, 
Canada. 

Until his recent promotion, Mr. Simon 
had served the firm as a vice president. 





Fair Trade Bill is Main Topic 
At Meeting of N. Y. Jewelers 


The Executive Board of Retail Jewelers’ 
Associations of Greater New York met at 
the Astor Hotel on June 29 to discuss the 
Board’s efforts and progress in its battle 
for an effective Fair Trade bill. 

Chairman Sam M. Jacobson urged all 
members to telegraph New York Senators 
Ives and Lehman asking their support of 
H.R. 5767. In the event that the Senate 
passes the bill, Mr. Jacobson suggested 
that members flood the White House with 
telegrams in order to avoid a possible 
presidential veto. 

Attorney Lewis G. Bernstein, legal ex- 
pert on retailers problems, addressed the 
meeting on the need for an effective Fair 
Trade law. Mr. Bernstein cited the plight 
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of the small retail jeweler in today’s try- 
ing times. 

Mr. Jacobson proposed to the Board 
that a council be established “to promote 
a foundation to educate the retailer in 
the scientific approach towards overcom- 
ing the . .. price wars, inequitable taxes, 
discount houses, increased rentals, price 
jugglers, etc.” 

Dr. H. Goldschmidt, president of the 
Metropolitan Retail Jewelers Association, 
Inc., proposed “That the manufacturer of 
watches should specify in his guarantee 
that all repairs and adjustments are to be 
made by the seller.” 





Golden Circle Dinner-Dance 
Features Fun-Packed Evening 


More than 70 members, guests, and 
their wives were present at the annual 
dinner-dance of New York’s Golden Circle 
Club, held on the evening of June 20th 
at the St. Moritz Sky-Garden and Terrace. 
Presiding over the evening’s festivities was 


Club President Leo Davidson of Davidson | 
& Sons Jewelry Co., Inc., 20 West A7th 


St., New York. 


LEO DAVIDSON 


Presides oat 
Club's 
Dinner-Dance 


First event on the evening’s agenda was 
a cocktail party where a spirit of fun and 
good fellowsnip prevailed. This was fol- 
lowed by the presentation of orchid cor- 
sages to the ladies and a sumptuous ban- 
quet featuring filet mignon. Dancing till 
the wee hours of the morning and a pro- 
gram of top-flight entertainment rounded 
out the festivities. 

Arrangements for the highly successful 
affair were handled by “Georgie” Kramer, 


Banquet and Dance Chairman, and his | 


able committee. All present at the dinner- 
dance vied for the handsome silver and 
mahogany salad bowl donated as a door 
prize by Michael C. Fina, 1 West 47th 
St., New York. 





Zionist Group Honors Rudolph 
Melvin R. Rudolph, treasurer of Rudolph 


Bros., Inc., Syracuse, N. Y., was honored 
at the annual dinner sponsored by the 
Syracuse District of the Zionist Organiza- 
tion of America. He was presented a 
citation in recognition of outstanding ser- 
vices rendered to the organization. Mr. 
Rudolph served as president of the group 


during 1951. 
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MANNING OPAL CORPORATION 


22 West 48th Street, New York 
Phone: Plaza 7-0622 








“ORIENTA” 
CULTURED PEARLS 
of QUALITY 


Yous (hetilie HE 


65 NASSAU STREET “NEW YOR 














ENCRUSTERS 


Stone Seal Engravers, Drilling 
Precious—Semi Precious Stones 


BRAUNFELD & MEHLMAN 


108 FULTON ST., NEW YORK 38, N. Y. 


























DIAMONDS 


All Sizes - All Qualities 


Order the quantity, size and quality you 
need. We fill orders promptly by mail. 
We also send diamonds on approval. Ask 
for latest Price List. 


H. Sori 576 Fifth Ave. 


New York 19, N. Y. 


SIMONS BROS. CO. 
THIMBLES 


269 Se. 9th ST. PHILADELPHIA 
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THE NEW SYNTHETIC GEM 


HENRY 


LAPIDARY, INC. 


‘<< e, | 4-3 Ge & Ae 
WV YORK 19, N. Y. 











KEYSTONE 
Cultured Pearls... oe 


A. 14K White Gold Cultured Pearl Shortener $4.50 
B. 14K Large Baroque Cult. Pearl Bracelet. .$30.00 
C. 14K Claw Mtgs. 7MM Cult. Pearl Earr. .$17.00 
D. i4K Cup Mtgs. 7MM Cult. Pearl Earr.. .$15.0€ 


Ss. SMIGROD 
37 WEST 47 STREET, N. Y. 19, N. Y. 
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“ PEARLS 
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Obituaries 











Tuomas J. Dee, 90, founder of Thomas 
J. Dee & Co., refiners and manufacturers 
of precious metal products, died June 18th 
at his home in Evanston, Ill. Mr. Dee, 
in 1892, formed a partnership with Rob- 
ert Austin, known as the Austin and Dee 
Co., refiners of gold, silver and platinum, 
which he later took over, thus forming 
Thomas J. Dee & Co. When he retired 
in 1920, Mr. Dee’s interests in the firm 
were acquired by Harry FE. Radix and 


THOMAS J. 
DEE 





McMahon. The Dee firm 


Thomas G. 
joined forces with Handy & Harman, Inc., 
in 1947, and is now known as the Dee Di- 
vision of Handy & Harman. Mr. Dee was 


vice president of the MHoberg Paper 
Mills, Inc., a director of the National Foil 
Co., and a member of the Chicago Art 
Institute, the Chicago Museum of Natural 
History and the Chicago Historical Society. 
Surviving are his widow, a sister and a 
brother. 


Harry S. FIscHer, 65, president of the 
Brand Chatillon Corp., 703 Fifth Ave., 
New York, died June 21st of a heart at- 
tack at his home in New York City. Born 
in New York, he began at the age of 12 
as a messenger boy in Wall Street and 
later was a newsboy working under the 
Brooklyn Bridge. At 16 he became a con- 
cessionaire at Ocean View, near Norfolk, 
Va. A cash loan to a friend with jewelry 
as collateral started him in the jewelry 
business when the loan was not repaid. 
From this chance start, he soon had four 
stores in Washington, an office in Philadel- 
phia and a store in Miami Beach, Fla. He 
bought the Brand Chatillon in 1940. A 
son and two brothers survive. 


Kart Gtoz of the Little Jewelry 
Shoppe, 461 N. Canon Drive, Beverly 
Hills, Calif., died June 23rd after a Jong 
illness. Mr. Gloz was born in Germany 
and had followed the jewelry business all 
his life. He came to this country in 1912 
and moved to California in 1932. He is 
survived by his widow. 


Davin E. Hitsee, 81, former president 
of Bailey, Banks & Biddle Co., jewelers 
and silversmiths of Philadelphia, Pa., died 
July 12th in that city. In 1922, after the 
death of C. W. Bailey, whose father was 
a founder of the firm, Mr. Hilsee became 
president. He resigned in 1932, but re- 





——_ 


mained as a director until a year ago, |p 
addition to his widow, he leaves two sons 
and a daughter. 


WittiAM A. LOEB, 69, owner of the 
diamond firm bearing his name at 20 
West 47th St., New York, died June 8th 
after a one-week illness at a hospital in 
New Canaan, Conn. Before founding his 
own firm, Mr. Loeb was associated with 
his brother in the diamond firm of Loeb 
Bros. The New York jeweler was a mem: 
ber of the Diamond Dealers Club and was 
an Elk. He is survived by his widow. 


Cart L, SYNDER, 37, executive secretary 
of the Pennsylvania Retail Jewelers Asso. 
ciation, died June 24th at St. Joseph’s 
Hospital, Reading, Pa. Mr. Synder was 
purchasing agent for the Container Cor. 
poration and was an officer in several local 
commercial, religious and _ educational 
groups. He had been elected president 
of the Lions Club of Reading on June 5th 
and would have been installed in that office 
on July 3rd. Surviving are his widow, a 
son, a daughter, his father, four brothers 
and three sisters. 


Otro L. WuerKer, 85, president of 
Wuerker’s, Inc., jewelers at 419 W. 7th 
St., Los Angeles, Calif., died June 4th at 

















WANTED 


EXPERIENCED 


DIAMOND RING 
SALESMAN 





for nationally advertised 


“RINGS O'’ ROMANCE’ 


Have several important terri- 
tories open. State territories 
covered and only those with 
well established following need 


apply. 


Answer by letter. 


BENJAMIN & EDWARD J. 
GROSS CO., INC. 


64 West 48th Street New York 36, N. Y. 
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St. Vincent’s hospital in that city follow- 
1s ing a stroke the preceding Sunday. Born 
in Alton, Ill., Mr. Wuerker settled in Los 
Angeles in 1896 and established a jeweler’s 
shop on Spring Street. He continued 
: : actively in the business downtown until 
: just before his last illness. He leaves 
q niece and a nephew, Adolph K. Wuerker, 
with whom he was associated in business 
for the past 30 years. The firm is con- 
tinuing in operation under the direction 
og of the younger Mr. Wuerker. 





Myer SIMON, 66, president of the Phila- 
delphia jewelry concern of M. Simon & 
| Co., and a past president of the National 
Association of Credit Jewelers, died July 


MYER SIMON 





15th. Mr. Simon was a founder and first 
president of the Retail Jewelers Associa- 
tion of Philadelphia and Eastern Pennsyl- 
vania. His widow, two sons, five brothers 
and five sisters survive. 


Death Takes A. A. Everts, 86, 
Well-Known Dallas Jeweler 


Arthur A. Everts, founder and chairman 
of the board of the Arthur A. Everts Co., 
jewelers of Dallas, Texas, died June 29th 
following an illness which had kept him 
away from the store intermittently for 
more than a year. 

He was 86 at his death, attributed to 
a cerebral hemmorrhage. A lifetime resi- 
dent of Dallas, he was nationally known 
for his religious work. He was an out- 
standing example of a belief that happi- 
ness in business life can be obtained only 
in adhering strictly to Christ’s teachings. 
He headed many religious movements and 
had regularly supported church charities 
of all denominations. 






































400-DAY 


ANNIVERSARY 


CLOCKS 


Large Selection of 
Styles and Dials 


Shown ‘The’ Bridal 
Clock’’ featuring hand- 
painted floral decorations 
on an ivory and brass 





nish. 

This clock is particular- 
ly appropriate for the 
bride for its floral de- 
Sign and because the 
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cks@ Alarm Clocks © Novelty Clocks 
Ask for catalogue 


FRED J. KOCH 


65 Madison Ave., New York 16, N. Y. 
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Mr. Everts began in business in 1897 
with two borrowed suitcases, a small stock 
of jewelry which he received on a con- 
signment basis, and $12.50 in cash. At 
his death, the Arthur A. Everts Co. had 
become one of the nation’s largest and 
finest jewelry establishments. 

A lover of all things beautiful, he gradu- 
ally became a famed artcraft collector. 
Included were one of the country’s finest 
collections of cameos—some dating back 
to ancient times, antique clocks, African 
Congo handicraft, old pieces of fine china, 
Chinese artwork and gems that had _ be- 
longed to the family of the last Czar of 
Russia. 

Often Mr. Everts would develop an at- 
tachment to some piece of jewelry in his 
store. He would leave the price tag off 
the object so that it could not be sold. 
But he would leave it on display so every- 
one could enjoy it. 

A natural artist, he would sketch a 
visitor’s face with a fountain pen, deftly 
tint it with colored crayon and quickly 
present him with the work. 

Mr. Everts was fond of designing items 
for anniversary celebrations and_ other 
occasions. One of the most famous of his 
handicraft was the key for the Texas 
Centennial which was recently stolen. 


ARTHUR A. EVERTS 





Throughout his life, Mr. Everts followed 
a belief he adopted in early life, that 
business could wait for religious work. 
Each morning at his store he would lead 
employees in religious and folk tunes and 
his clear tenor voice would be among the 
most outstanding. 

Although one of the busiest jewelers in 
the Lone Star State, he was always avail- 
able for collecting charity funds, spending 
all day long in making calls and accept- 
ing donations. A large part of each year 
went into this person-to-person soliciting 
program. 

He was an early president of the Texas 
Retail Jewelers Association and served two 
terms as president of the American Na- 
tional Retail Jewelers Association. 

Though he took little part in politics 
except to vote his convictions, he once ran 
for President on the Prohibition ticket. 

Surviving are his son, Myron Everts, in 
business with his father since 1921; a 
daughter, Mrs. Harvey M. Harker of 
Houston; two grand-children, and three 
great-grand-children. 





q Mrs. Lou Harada, formerly of Freshmans, 
Salt Lake City, has joined R. P. Gallien 
& Son, 220 W. Fifth St., Los Angeles, in 
the material department. 








REPAIRS and PLATING 
in GOLD and SILVER 


34 Years of Continuous 
Service to the Trade 








from 
Coast 
to 
Coast 
(Before) 
(After) 

Highest | 

Quality 
Workmanship 





HOLLOW WARE—FLATWARE 
REPAIRED EQUAL TO NEW 
NEW PARTS SUPPLIED 
ENGRAVING REMOVED—REFINISHED 
REPLATED—LACQUERED 


Special Order Work 


WILLIAM HERTEL & CO., INC. 


Mastercraftsmen—Silversmiths 
17 West 45th St. New York 19, W. Y. 


Est. since 1918 
AT THE SAME ADDRESS 




















NEW 
SAUNDERS 


SUPPLY CATALOG 


Latest listings of casting, melting 
and polishing supplies . . . fully 
illustrated . . . 8 pages. 


Use it with Saunders 
Catalog #52 of 


FINE JEWELRY 


CASTING and 
FINISHING EQUIPMENT 


a complete, 40 page catalog of 
newest equipment for casting and 
finishing fine jewelry. Be sure to get 
a copy if you don't have one. 


Write today to: 


ALEXANDER 
SAUNDERS & CO. 


95 Bedford St., New York 14, N. Y. 
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Herkules are 

metal piercing 

saws of long life 
and constant quality 


8/0 to 14 
available 


ORDER FROM 
YOUR DEALER 


HAMMEL, RIGLANDER & CO., INC. 
Exclusive Wholesale Distributors 
NEW YORK 16, N.Y. 











RINGS EST. 1875 RINGS 


DATTELBAUM & FRIEDMAN 


No. 1 WEST 47th ST., N. Y. 36, N. Y. 
MAKERS OF 
D&F RINGS \ 
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REWARD 


Your reward is no lost Watch Repair Sales 
when you order from POLTOCK, because 
we are a Supply House for all “‘Hard-to-Get”’ 
Watch Parts—Swiss and American! Write 
Dept. J fer FREE Ligne Gauge, Catalog 
and Stationery. JOHN A. POLTOCK & 
CO., 15 Maiden Lane. New York 38, N. Y. 





#113J—Sheepskin case—Black, 
Dark Brown, Dark Blue, Red, 
Tan, Green. ...Keystone $7.00 
#223 Genuine Morocco Leather 
case—Wine, Red, Black, Blue, 
Brown, Green. Keystone $11.00 
#35J—Genuine Ecrase Leather 
with gold tooled border. Brown, 
Tan, Rose, Green and Light 
aE Keystone $13.00 
2%” and 25” for Swiss and 
Waltham. Immediate Delivery. 
ARISTO IMPORT CO., INC. 
630 Fifth Ave., New York 2 


LEATHER CLOCK CASES 











GUARANTEED REAL 4 LEAF 
LOVERS 


Encased in Everlasting Plexiglas 
NECKLACES e BROOCHES 
EXPANSION BRACELETS 
Beautifully gift boxed. Make 100% 
profit. F10 NECKLACE $10.80 Doz. 
Sample $1.00; B 


$10.80 Doz. Sam 


Sample $1.25. Lucky clover book- 
let in each box. Free Catalog. 
STEPHEN PRODUCTS CO. 
1947 Broadway Dept. K-6 N. Y. 73 
































More than 200 Jewelers and Their Guests 
Attend 37th NewHampshire RJA Convention 


Lobster, corn-on-the cob, beer and watermelon were part of the delicious fare served at the 
big clambake held on the second day of the convention. Among those shown here enjoying 
this delicious repast are Mike Mahar, Vincent Chapman and Robert Brennan. 


Members and guests of the New Hamp- 
shire Retail Jewelers Association gathered, 
more than 200 strong, for the organiza- 
tion’s 37th annual outing and convention 
at the Hotel Wentworth-by-the-Sea, Ports- 
mouth, N. H., on June 29 and 30. At the 
annual meeting, Walter A. Sawyer, of 
Keene, N. H., was re-elected president. 
Also named for second terms were Her- 
man D. Page, Portsmouth, vice-president; 
and Mrs. Walter Sawyer, Keene, as secre- 
tary-treasurer. 

Chief speaker at the association’s busi- 
ness meeting was Leo F. Henebry, presi- 
dent of the American National Retail 
Jewelers Association, who discussed fair 
trade laws, as they affected retail jewel- 
ers. In his interesting and well-received 
talk, he pointed out that the trade has 
been very much disturbed over the Cus- 
toms Simplification Bill, No. 321, which 
would permit the importation of articles 
valued up to $10 without customs fees, 
and which would mean a_ tremendous 
build-up of mail-order business. 





Leo F. Henebry (second from left), presi- 
dent of the American National Retail 
Jewelers Association, congratulates newly- 
re-elected officers of the New Hampshire 
RJA. They are, left to right: Walter A. 
Sawyer, Keene, president; Mr. Henebry; 
Mrs. Walter A. Sawyer, secretary-treasurer, 
and Herman D. Page, Portsmouth, vice 
president. 








The clambake on Monday, June 30, was 
a popular part of the program, as also 
were the two dinners, an elaborate enter. 
tainment program, sports and games, and 
the distribution of more than 100 door 
prizes, donated by many wholesalers and 
manufacturers, who, along with retailers, 
sponsored the souvenir program. 


Large Field of Golfers 
Compete in Providence Tourney 

Metacomet Golf Club in East Providence 
was the locale June 23rd of the 1952 
tournament of the Providence Manufac- 
turing Jewelers’ Golf Club. 

A large field of golfers was on hand. 
Running true to form, there was general 
dissatisfaction with scores, and threats of 
putting clubs up for sale. 

An enjoyable day was spent by the 
group. 

Bill Newman, competing in the guests 
division, won low gross. Incidentally, he 
is the state’s amateur champion. He 
emerged with a three-over-par 75. George 
Gartner’s 95 —30—65 won first net for the 
guests. | 

In the intra-association competition, Ed 
Webb won low gross in Class A with 4 
76. First net went to Don Pilkington 
with a card of 77 —10—67. 

W. Sterling Atwater, Jr., took gross m 
Class B with an 84, and Alfred Marcello 
won net with 82 —21—65. 

The winners in the Class C kickers’ play 
were Hans Bembert, Carl Anderson and 
Dick Jorjorian. 
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JEWELERS PRINTED SUPPLY HOUSE 


Jobbing Envelopes, Repair Checks—String Tags 
Metal Scratch and Celluloid Tags — Wrap 
Papers—Stock Books, Memo—Order and Sales 


Books 
Complete Printed Supplies for the Trade 
Diamond Guarantees Credit Forms 


DAUER PRINTING CO. 








37 E. 21st St., New York 10, N. Y. AL 4-2175 





THE JEWELERS’ CIRCULAR-KEYSTONE 
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Over 200 Join in the Fun at Boston Outing 





Members of the winning softball team line up with Billy Murray (center), the umpire, to 
receive their awards of combination gold-filled ballpoint pen and pencil sets. Left to right: 


Ross, Finnerty, Burque, Engstrom, Murray, 


Barnstead, Lifset, Pickins, 


Musco, Primarara 


and Miller. 


Some 220 jewelers and their guests at- 
tended the annual summer outing of the 
Boston Jewelers Club at the New Ocean 
House, Swampscott, Mass., on June 18th. 
Approximately 60 joined in the golf tourna- 
ment at the nearby Tedesco Golf Club in 
Salem, Mass., under the chairmanship of 
J. Gould Cook of A. Stowell & Co. Among 
the top winners were Sidney Cook, of the 
same firm, nephew of J. Gould Cook, and 
Edward Webb of Handy & Harman, Inc., 
Providence, R. I. At the dinner that night, 
each received a Ronson table lighter. 

Some 20-odd scrub players joined up for 
the seven-inning softball game at the New 
Ocean House, meantime, whick was run 
off with Charles Thomae, Jr., of Charles 
Thomae & Son, Inc., Attleboro, Mass., as 
chairman, and “Billy” Murray, of the 
Jewelers Building, as umpire. 

The ball game was followed by several 








RESILIENT STAINLESS STEEL 


CLASP-ON 
ce WATCH BAND FOR MEN 
e Hygienic e perspiration proof 
e Non-corrosiveenon-magnetic 
@ No hidden springs 
e Conforms to the wrist 
most comfortable to wear 
@ Fully Guaranteed 


; Sewice Wedel” $3.95 
* No. 1— Stainless Steel retail 

(\ pees Plain Clips nevstone $4.00 
| ~ Se Gar a. “The ¥ $4 95 
th | Hl 4 No. 2 — beautifully embossed aia 

\ Aq “4 Stainless Steel Clips _...xevstone $4.50 
> | a Wrist sizes: Small 6'4”- Medium 6 /2”- Large 7” 
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29 E. MADISON ST. 


CHICAGO 2, ILL. 








Synthetic & Semi-Precious 


STONES 


Synthetic Ringstones all sizes and shapes 
DiaMonps—All Sizes and Qualities 


JOSEPH BLANK 


COrtlandt 7-3562 


87 Nassau St. New York 38, N. Y. 
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lesser contests. Six competitors engaged 
in the bag race under the chairmanship of 
Herbert Thomae, with Tom Hossley, of 
Jabel Ring Mfg. Co., Newark, N. J., fin- 
ishing first, and Bob Burque, of Burque 
Jewelers, Nashua, N. H., second. 

Four pairs of stalwarts took part in the 
three-legged race under the chairmanship 
of David Percival, Jr., of the D. C. Perci- 
val & Co. Here, again, Tom Hossley was a 
winner, as he paired off with Ray Macie- 
wicz, of the watch bracelet department of 
the Jordan Marsh Co., Boston. 

Just where Mike Mahar, of Mahar & 
Engstrom Co., Jewelers Building, chairman 
of the potato race, dug up enough precious 
spuds is not known, but ten competitors 
took part in two heats, with the winners 
of each heat participating in a run-off. 
Here, Jack Caten, jeweler of Lowell, Mass., 
came in first, and Samuel Musco, of Handy 
& Harman, a close second. 

Final event was the tape race, with John 
Peterson, of Peterson Associates, Needham, 
Mass., as chairman. Of the six contestants, 
Charles Thomae, Sr., of Charles Thomae 
& Son, Inc., Attleboro, Mass., finished first, 
followed by that young athletic prowess 
who had won so many other honors both 
this year and last, Tom Hossley, of Jabel 
Ring Mfg. Co., Newark, N. J. 

Following a seven-course shore dinner, 
with clams, lobsters, corn on the cob, 
watermelon, and all the fixings, several 
high-grade entertainment acts were enjoyed 
by all, and participated in by several of 
the leading jewelers present. 


Cohen Moves Atlanta Offices 
The Southern offices of A. Cohen and 


Sons Corp. have been moved to new quar- 
ters at 321 Peachtree St., N. E. Atlanta, 
Ga. This move to larger space has been 
made to meet the expanded business of the 
company’ in Southern territories and to 
facilitate service to dealers in that section. 
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Quality 


RHINESTONE 
JEWELRY 


Direct to you from the manufacturer. Visit 
us at Booth #15 at The ANRJA Conven- 
tion, Waldorf-Astoria Hotel, New York, 
August 10-14. 


Fantary of Jewels 


Made by 


ALLCRAFT NOVELTY CO., INC. 
16-18 Maiden Lane, Dept. A, New York 38, N. Y. 














Diamonds direct from Antwerp 


Your country buys yearly 35.000.000 dollars 
of diamonds from Antwerp. It is a fair bet 
the diamonds you handle, loose or mounted, are 
amongst them. The point is: do you buy them 
first hand from Antwerp or through costly 
detours. The answer to this question makes 
the difference in your profit. 


If you are already dealing with Antwerp 
and have a reliable supplier here, you are in 
the know. If not, contact me and save at least 
20%, yes 20% through Antwerp wholesale 
prices. Diamonds direct from Antwerp will 
double your margin of profit. 


For full information write airmail please. 
(Diamond dealers and jewelers only.) 


JOACHIM GOLDENSTEIN 
DIAMONDCLUB-ANTWERP-B5ELGIUM 
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Style #1672 


Style #!672 is typical of Alice quality 
and styling. Beautifully designed and 
finished, the handsome pendants are 
sculptured of solid stock. Be sure to 


see the completely new Alice Fall line 
. including a fine selection of new 
styles to retail from $2 to $5. 


Thru the wholesaler $190 
JEWELRY CO. 
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Ask your wholesaler for 
Fisher's new sport 





charm catalog, — 
charms, medals, and 
sporting jewelry. 


J.M. FISHER CO., Attleboro, Mass. 

















FINE STERLING 
HOLLOWWARE 


ond 
AUTHENTIC ANTIQUE 
REPRODUCTIONS 


72 «& STREET 
- BOSTON, MASS. 
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Sold only direet to Retallers 
WELLS MFG. 





CO., ATTLEBORO, MASS. 





NICKEL SILVER 
Mia TTTENTAD 


THE SEYMOUR MFG. CO. 


SEYMOUR, CONN. 
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q Saturday closings of both retail and 
wholesale jewelers in the Greater Boston 
area were observed by most stores during 
July and August, with annual vacations 
being observed by workers in all depart- 
ments. Extreme hot weather late in June 
and early in July also caused numerous 
stores to permit employees to leave early, 
and, in at least one instance, an elevator 
went on “strike,” because of the humidity, 
and employees and customers, alike, were 
obliged to use stairways. 


q A special committee named by the 
Massachusetts and Rhode Island Retail 
Jewelers Association planned to present 
a program for changes in present tariff 
laws to the executive committee of the 
American National Retail Jewelers Asso- 
ciation during the convention at the 
Waldorf-Astoria in New York City, August 
10 to 13. If the executive committee 
approves the plan, it will then be _ pre- 
sented to the U. S. Tariff Commission in 
Washington, D. C. Those on the special 
committee are: Harold’ Partridge, of 
Trefry & Partridge, Boston, chairman; and 
Douglas Nathan, Fitchburg, and Darwin 
Neumeister, Bigelow-Kennard Co.. Boston. 
q Lawrence F. Percival, Jr., of D. C. 
Percival & Co., 2nd floor, Jewelers Build- 
ing, Boston, is scheduled to speak at the 
ANRJA convention in New York City on 
August 11, on the “Wholesalers’ Position 
on Unethical Merchandising Practices.” 
q Jack MacDonald, just out of Uncle 
Sam’s Navy, has joined the shipping staff 
of the Frank P. DeScenza Co., 609 Wash- 
ington Bldg. 

q Barry Louri, formerly associated with 
David Sidler, has opened his own store, 
to be known as Barry’s, in Room 638 
Province Bldg., Boston. 

q William J. Murray, engraver, 901 Jewel- 
ers Building, and a member of the Unquity 
Sportsmen’s Association, has been spend- 
ing his weekends fishing for rainbow trout, 
bass, and pickerel which the association 
has stocked in Turner’s Pond, Milton, 
Mass., but, to date, has caught nothing 
but a good suntan. However, a tip-off 
that the fish had been state-bred on liver 
has led “Billy” to consider changing his 
bait. 

q It has seemed as though someone were 
either coming or going at the N. I. Good- 
man, Inc., quarters, 1006-7 Jewelers Build- 
ing. Miss Doris Perry, bookkeeper, is 
back from a vacation in the Adirondacks 
in New York State. Sidney Geller, sales- 
man, spent his vacation moving into a new 
home in Newton, Mass. Paul Lifset and 
his family vacationed in the White Moun- 
tains of New Hampshire. Mrs. Goodman 
spent her vacation at Onset, Cape Cod, 
and “Nat” Goodman, just back from the 
National Wholesale Jewelers Convention 
in Chicago, where he took over the acting 











chairmanship of the Ring Committee, was 
off for a fishing trip with ring manufac. 
turing friends in Newark, N. J. He was 
recently re-elected as president of the 
Medical Veterans Association of the Yankee 
Division of World Wars I and II at , 
meeting of the group in Gloucester. Mass. 
q Reagan, Kipp Co., Inc., which recent) 
closed out its store at 17la Tremont § 
Boston, by auction, has reorganized the 
business. Charles Reagan has retired, 
and the new store was opened early jn 
June at 126a Tremont St., under the name 
of Reagan’s Jewelers. 

q Miss N. V. Park, who for 35 years has 
operated the Pearl Shop, 506 Washington 
Bldg., closed her place permanently o 
June 25, retiring from business. Retail 
customers were referred to John Pern, 
817 Washington Bldg. 

q Harold Parritz, son of Reuben Parrity, 
of the firm of Harry Parritz & Brother, 
316 Washington Building, has just gradv- 
ated from Harvard Law School, following 
two years’ service with the U. S. Navy and 
subsequent graduation from Yale Univer 
sity. 

q Reuben Heller, jeweler of Chelsea, Mass, 
has opened his summer home at Point of 
Pines, Revere Beach, Mass. 

q Mrs. Rose Marshall, head bookkeeper, 
Travis, Farber Co., Inc., 909 Jeweler: 
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Building, vacationed at Sandy Point Beach, 
Alton Bay, N. H., while Edward Heffron, 
salesman, spent his vacation at Litch 
Haven, Litchfield, N. H., in the White 
Mountains. 

q Louis Freedberg, of the Boston Jewelry 
and Loan Co., Fall River, Mass., accom 
panied by Mrs. Freedberg, plans to fly to 
Israel on Labor Day, where they will re 
main for a month, visiting among others 
Mr. Freedberg’s cousin, a vice-mayor 0! 
Haifa. Following this, the Freedbergs plan 
to visit Rome, and Geneva, Switzerland, 
where they will be the guests of watch 
companies represented by Mr. Freedberg 
Then, they will return home by way @ 
Paris, France. 

q Reese Alberts, son of Harold Alberts of 
the I. Alberts Sons firm, 8th floor Jeweler 
Bldg., was married on June 29, on the 
32nd wedding anniversary of his father 
and mother. The young couple spent thei 
honeymoon in Canada. 

q Arnold Swaydock, northern New England 
representative of Bulova Watch Co.. we 
married at the Hotel Astor, New York 
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City, on June 8, and he and Mrs. Swaydock 
sailed on the Coronia for their honeymoon. 
Andrew May, New England representative 
of Bulova, and Mrs. May, attended the 
wedding. 

4 Robert Franks, of Moulton Jewelry Co., 
Worcester, Mass., and Mrs, Franks, re- 
cently returned from an 18-day cruise to 


- South America aboard the Italian liner, 


Italia. They both attended the “backyard” 
of Ringling Bros. and Barnum & Bailey 
Circus when it played in Worcester on 
July 2, with Bernie Smith, of Smith & 
Zaf, 3rd floor jewelers Building, and 
Everett Smith, New England correspondent 
of THE JEWELERS’ CIRCULAR-KEYSTONE, the 
latter both ardent circus fans. 

4Mr. and Mrs. M. J. Harrington, of 
Newport, N. H., recently held a formal 
opening of their newly remodeled store. 


4 Sarah L. Lofchie, who for the last 25 
years has engaged in stringing pearls in 
the Province Building, moved recently from 
Quasha Bros. there to the quarters of 
Murray Straus, Room 620, in the same 
building. 

4 Striar’s Jewelry Store, Bangor, Maine, 
recently remodeled the entire interior, in- 
stalling new lights and fixtures. 


4 David O’Grady, salesman for Haselton 
Co., 702 Jewelers Building, has just com- 
pleted two weeks reserve training with 
the U. S. Army in the Pocono Mountains 
of Pennsylvania. , 


q Mar Wel Jewelry Co., 535 Medford St., 
Somerville, Mass., have completely air- 
conditioned their store. 


q Herbert A. Guiness, son of Louis F. 
Guiness, 711 Jewelers Building, who flew 
to England recently as a Lieutenant in 
the U. S. Army Air Corps, has been pro- 
moted to Captain of the 49th Flying 
Squadron, stationed in Norwich, England. 
He has visited Copenhagen, and planned 
business trips to Weisbaden, Munich, 
Austria, and Switzerland. Sherman Shatts, 
of the same firm, spent two weeks as 
sergeant with the Massachusetts National 
Guard encamped at Spatz Field, Reading, 
Penna. 


4 Howard Delano, jeweler of Hyannis, 
Mass., has purchased a new cabin cruiser, 
equipped for sports fishing, and has be- 
come a member of the Hyannis Yacht 
Club. James Bridges, of Smith & Zaff, 
309 Jewelers Building, also has joined the 
same club. 


4 Mrs. Joseph Sweet, of A. & J. Sweet, 
Millbury, Mass., has returned to her home 
following a serious operation. 

4 Henry Kamlot, of 307-11 Washington 
Building, got in some “late spring” skiing 
at Tuckerman’s Ravine, New Hampshire, 
during June, and Clarence Lund, of Lund 
Jewelers, Inc., Back Bay, also an ardent 
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skier, who broke his leg during the winter 
at Mad River, Vt., has removed the cast 
from his leg. 


q Roy S. Brooks, of Mauran Watch Co., 
712 Jewelers Building, and vice-president 
of the Boston Jewelers Club, together with 
his family, spent a week aboard their 
yacht Marilyn, cruising around the Massa- 
chusetts Bay and Cape Cod areas, report- 
ing grand weather, and a bit of good 
fishing. 


q Bella A. Glass, of the firm of the same 
name, 609 Jewelers Building, vacationed 
with daughter, Carole, in Halifax, Nova 
Scotia. 


q Chester T. Wiggin, salesman, formerly 
associated with D. C. Percival & Co., Inc., 
2nd floor Jewelers Building, has joined 
the M. S. Page Co., 508 Jewelers Building, 
and will represent the latter in New York 
State and Boston territories. 


q Just how well known a person may 
become to Uncle Sam’s postal employees 
was illustrated recently when a post card, 














addressed simply to “Catherine Murphy, | 


Washington St., Boston,” from Hialeah, 


Fla., “with love to Aunty Catherine from | 


Helene,” was delivered without an instant’s 
delay to Miss Katherine A. Murphy of the 
Katherine A. Murphy Co., 509-11 Jewelers 
Building. Now, Washington Street, Bos- 
ton, is one of the longest streets in the 
world, extending far beyond the city limits, 
and, even in the city of “Murphys,” there 
are some 5,000 numbers. Miss Murphy 
says the card is not for her—but, a delight- 
ful surprise party given by her employees 
on the occasion of her fifth anniversary as 
successor to the C. W. Sweetland Co., was 
definitely for her—along with flowers, a 
beautiful clock, and a thermometer—‘so,” 
she says, “when it gets to 90 degrees we 
can all go home.” 


q Miss Gloria Gibbs, long-time employee 
in the materials department of Mahar & 
Engstrom, 405-10 Jewelers Building, left 
that firm on July 15 for the “wide open 
spaces” of Houston, Texas, where she will 
reside. Mr. and Mrs. “Mike” Mahar and 
family vacationed at Webster Lake, N. H. 
Mr. and Mrs. Arthur Wright, of the 
Mautner Co.. Needham, Mass., also spent 
their vacation at the same resort. 


q Elmer C. Read, Sr., of Kettell, Blake 
& Read, 2nd floor, Washington Bldg., has 
been summering at Dennisport, Cape Cod, 
Mass. Philip Read, son of Ellsworth Read, 
third generation of the Read family, has 
been working at the store during July. 
Alton B. Fowler, salesman, is back on the 
job following an operation. 


4 Matthew Brown, of Scott Jewelry Co.,_ 
Lowell, Mass., recently was elected presi- | 


dent of the Lowell Rotary Club. The 
“Thirty Club,” a social club of jewelers, 
of which “Matt” Brown is president, held 
its annual outing on June 3 at Suffolk 
Downs Race Track, where the seventh race 
was named the “30 Club” in honor of the 
group. Several members engaged in golf 
at the Pine Brook Club, and then all 
joined for a night baseball game between 
Cleveland and the Red Sox. 





Two New 


MASONIC RINGS 
created by Gran 












Three side 
emblems set 
in recessed 
shank, 32° 
and 14° on 
one side and 
Rose Croix 
on the other. 





Blue enam- 
eled Plumb 
and Trowel 
setinre- 
cessed shank. 
White gold 
emblem on 
sun-ray back. 
ground. 


These new Masonic Rings have 
beautiful contrasting colors with 
Rhodium plated white gold em- 
blems on black enamel sun-rays. 
Shanks are of yellow gold. They 
are exquisitely designed and 
have the well known “fine finish” 


of all GRAN Emblem Jewelry. 


GRAN and COMPANY, INC. 
546 So. Meridian St. * Indianapolis 25, Ind. 














MANUFACTURING OF 14K 


EAR WIRES 


in YELLOW AND WHITE GOLD 
Avallable in 6 different styles 
ALSO 
ANTIQUE 
EARRING 
REPRODUCTIONS 
and 
RELIGIOUS 
ITEMS 


Send for free catalogue 


M. MOROCH 


17 ELDRIDGE STREET ° N. Y. 2, N. Y. 
WaAlker 5-4638 























@ Thousands of Jewel- 
ers use our Vibrating 
Service because ‘of its 
Economy, Speed and De- 
pendability. 


| HAIRSPRING VIBRATING CO. £50 '33°% 22 scion ce 





























SOME INTERESTING CHARMS 


From Our Large Assortment 





BY CHARM CRAFT CORP. 
FINEST QUALITY FINISH 
Subjects Shown Approx. 2 Size 


From 3.00 Keystone in !I4K. Also made in 
Sterling Rhodium finished and 1!/20th | 
Gold-Filled. Catalogue sent on Request. 


CHARM CRAFT CORP. 


Mfr's of 14K, Gold-Filled & Sterling Silver 
Charms, Bracelets, Earrings, Tie Slides, Cuff Links 


_'98 Broadway 














New York i Ss 





ACON 


THE GUARANTEED WATCH CROWN 
Samples FREE to Jobbers 
ACON WATCH CROWN CO. 
Manufacturers of Gold-Filled Crowns 
Sold Through Jobbers & Mfrs. 
50 ELORIDGE STREET NEW YORK 2, N. Y. 

















WRITE FOR 
Our New 
COMPLETE CATALOG 


Materials, Tools, Watch 
Cases and Dials, Watch 
Attachments, Jewelry 








TILMORE WATCHES 


CENTRAL WATCH MATERIALS 
& SUPPLY CO., Inc. 


» Waolesole Jewelers 


134 So. 8th Sf. Phila. 7, Pa. 





(CEARN WATCHMAKING 


REPAIRING - ENGRAVING 
At Old-Fashioned School—Est. 1894. Approved 
for P.L. 16 Veterans & 346 


PHILA. COLLEGE OF HOROLOGY 
1338-48 W. Somerset St., Phila. 
Write Dept.'’K"' Ill'd Ceteleg 
BAlidwin 9-1376 
Arthur T. Johneon, Principal 








Make Use of Your Movements 


60 different sets of watch case dies. For all 
movements. Complete cases. Also, backs and 
bezels, for any cases made from your own 
metals, if desired. Jewelry dies made to order. 


TOOL AND DIEMAKER 


Wm. Wishinsky +s torre 











A Re: a = te 
HNICAL SCHOOL 
COURSES FOR SUCCESS FOR 
WATCHMAKERS - ENGRAVERS 
AND JEWELERS 
GRADUATES PASS CERTIFIED MASTER 


WATCHMAKER, H1.A AND ALA §TATE 
LICENSING EXAMS. 


©63 YEARS SERVICE © 











<q C. H. Bissinger, owner of the Precision 
Watch Repair Shop at 8138 Germantown 
Ave., returned July 12th from a trip to 
New Orleans. 

q A small display case of emblematic, re- 
ligious and children’s jewelry attracts 
profitable attention as customers and visit- 
ors leave Sidney’s Jewel Shop at 10 W. 
Chelten Ave. in Philadelphia. 

q The Academy of Natural Sciences, 19th 
St. and the Parkway, opened an exhibit in 
the Mineral Gallery showing the public how 
diamonds are tested for flaws. In one of the 
tests, three diamond rings are shown under 
magnification up to 300 power with the use 
of a photomicrograph. The exhibit was in- 
stalled under the direction of C. Frederick 
Muth. It received publicity, along with 
credit to Mr. Muth, in the Philadelphia 
Inquirer and the Evening Bulletin. 

q The former Miss Marie Leonhardt of 
Jenkintown, who operates a combination 
travel agency, jewelry and gift shop, is now 
Mrs. Harold Bertz Shaw, wife of a well- 
known physician. The marriage took place 
in May but Dr. Shaw could not get awav 
from his practice at that time so they are 
planning a belated honeymoon touring 
South America later this summer. 

q Manny Davis has added a new line of 
ceramic clocks to the merchandise in his 
store at 13 E. Chelten Ave. 

q The lovely dogwood blossoms painted on 
the windows of Wayne Jewelers at 4917 
Wayne Ave. for Easter, and left on for 
Mother’s Day, have attracted such favorable 
attention that owner Bill Hansberry is 
leaving them there for the summer. 

¢ Marvin Spiegelman, owner of Coronet 
Jewelers of City Line Shopping Center, 
could teach the bus companies something 
they’ve always wanted to know. By re-ar- 
ranging a few display units he has moved 
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WINNERS TAKE ALL 








Pert Rita Egan models part of the collection 
of cultured pearls which the Imperial Pearl 
Syndicate will award winners of the ‘Miss 
Surfmaid Contest''"—an annual event spon- 

sored by the New York Journal-American. 
' Contest winners will be announced on Labor 
; Day at a finale at New York's Stork Club. 
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customer traffic to the rear of his establish. 
ment—breaking up a bottleneck that al. 
ways developed in the center of the store, 
Formerly Coronet Jewelers had an un. 
broken line of counter display units along 
the left side as one entered the store 
Congestion centered around certain units 
near the center of the store and a lower 
table used for showing merchandise to 
seated customers about three-quarters of 
the way to the rear of the store. When the 
workroom was moved to the second floor 
from the rear of this store, this display 
table was moved back and the popular dis. 
plays split up between black, striking dis. 
play units at the rear and one counter dis. 
play at the right. The space left empty by 
this change gives a spacious look to the 
rear of the store which attracts waiting 
customers. And each display stands out 
more prominently. 

4 David Gersh of H. O. Hurlburt & Sons. 
wholesalers at 817 Chestnut St., has written 
to President Truman requesting him to ap.- 
prove the bill creating an _ effective fair 
trade law which is. at this writing, before 
him for his signature. 

q Glenside Jewelers of Glenside, Pa.. have 
dignified advertising the budget system by 
placing engraved invitations to open an ac- 
count next to better types of merchandise 
in their window displays. 

q A new, four-page newspaper devoted ex. 
clusively to advertising has been issued by 
five merchants of Glenside. By the time 
you read this the second monthly issue will 
be distributed to cover this market area 
intensively. with Glenside Jewelers’ ad 
covering the front page. Although Glenside 
jewelers supplement this with ads of 
smaller size in the regualr local newspaper, 
this large spread at only slightly higher 
cost, “goes right to the source,” and as far 
as can be determined at this early date, is 
a strong puller. 

¢ Keswick Jewelers of 293 Keswick Ave. in 
Glenside, Pa., are planning to build a new 
store on Keswick Avenue not far from their 
present location. Meanwhile they have 
added a new line of religious items. 

q Charles H. McCutcheon of 611 West 
Ave., in Jenkintown, Pa., following “the 
best June” he ever had, is now planning to 
add a new watch line to the extensive 
stock he now carries. 

4 Joseph P. De Maria, Glenside jeweler. 
has been elected to a one-year term 4 
vice president of the Glenside Board of 
Trade. 

4 Ringold’s Credit Jewelers of 4316 Ger- 
mantown Ave., always noted for innova 
tions, are now installing what they describe 
as the first nautical window in the jewelry 
field. Watch this column next month for 4 
fuller description of this display which, at 
this writing, has not yet been completed. 
Other developments at the concern include 
the recent addition of typewriters and 
cameras to the firm’s rapidly expanding 
stock. 
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GEMEX COMPANY OBSERVES 35TH ANNIVERSARY 





The Gemex Co. of Union, N. J., is cur- 
rently celebrating its 35th anniversary. 
During the anniversary year a series of 
special promotions will be staged, the first 
of which will be the introduction of the 
new Brigand watch band to the trade. 

Promotion plans for the coming year 
were outlined at a recent sales conference 
which was attended by members of the 
executive and sales staff shown above. 
They are, front row, left to right: Carl 
Lichtenfels, advertising manager; H. C. 
Lichtenfels, production chief; E. W. Friz- 





zell, New York sales; Eugene Prestinari, 
president; Steve Heller, Chicago sales; 
William Lichtenfels. vice president; Bud 
Boehm, assistant to the president, and Bill 
Swartman, sales manager. Back row, left 
to right: Phil Nelson, southeast sales; 
Ernie Wegmann, New England sales: Gene 
Roderick, southwest sales; Andy Fogarty, 
comptroller; Ernie Keitel, leather sales; 
Perry Brock, west coast sales: Jack Camp- 
bell, midwest sales, and Bill Tower, Chi- 
cago sales. 








q Residents of Glenolden, Norwood, Pros- 
pect Park and Holmes are remarking about 
the new series of ads in the Interboro News 
placed by Charles E. Flinchbaugh. The 
summer series features the “complete 
jewelry repair service” with advertising art 
work showing a repairman at work. One of 
the several pieces of copy reads: “Your 
watch, your diamond ring, your prized 
jewelry, all are products of fine craftsman- 
ship. When repairs are needed, bring them 
to us. Our skill is equal to the artisan who 
made them.” 

q Despite the less optimistic plans of other 
jewelers whose advertising has been cur- 
tailed, C. R. Smith & Son of 18th & Market 
Sts., in Philadelphia, are continuing their 
one-quarter column ads in this city’s lead- 
ing newspapers—a feat which allows them 
to gain advertising almost without compe- 
tition. 

q Colored stone jewelry will soon be added 
to the stock of Berman Jewelers at 1305 
Point Breeze Ave., Philadelphia. 


Wallace Named President of 
Eastern Pennsylvania AGS Guild 


William H. Wallace. Jr., of Consho- 
hocken, was elected president of the Fast- 
em Pennsylvania Guild of the American 
Gem Society on May 19th, at a meeting 
held in the Bellevue-Stratford Hotel. Phila- 
delphia. 

Other officers elected were: William H. 
Diller, Reading, vice president: Miss 
Elaine Cooper, Philadelphia, treasurer: 
Marvin Spiegelman. Philadelphia, secre- 
tary, and Harold E. Hinkle, Bethlehem, 
corresponding secretary. 

Guest speaker at the meeting was Dr. 
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Ralph J. Holmes, of Columbia University, 
who led a discussion on the radiation 
treatment of diamonds. In his talk he 
placed particular emphasis on cyclotron 
treatment and the resulting colored dia- 
monds and their distinguishing charac- 
teristics. Members were allowed to ex- 
amine a number of treated gems. 

The organization’s first meeting of the 
fall season will be held on September 16th. 
Association officers will hold a_prelim- 
inary meeting to formulate plans for the 
coming year. 





Elected 
Vice President 
at Swank 


TOM PRESS 





Tom Press, general sales manager of 
Swank. Inc., manufacturers of men’s jewel- 
ry, wallets and belts, was recently elected 
a vice president of the company at a meet- 
ing of the board of directors in Attleboro, 
Mass. 

Mr. Press joined Swank in 1940 as a 
salesman. In 1946 he was promoted to dis- 
trict manager of the New York district, 
and in 1951 was made general sales mana- 
ger. Previous to his association with Swank, 
Mr. Press had wide experience in the retail 


field. 














From the simplest gold 
solitaire mounting, to the 
most intricate platinum 
diamond necklace, the 
master craftsmen of... 

Byard F. Brogan 
know but one quality... . 
the finest! 


The new line of Original 
Byard F. Brogan 
diamond engagement 
mountings is now available 

for your inspection. 


Beautifully executed in 
precious metal, they assure 
you of a fashionable dia- 
mond ring inventory this 
fall. An inventory that will 
sell; because it is as mod- 
ern as tomorrow. 


BYARD F. BROGAN 


MANUFACTURER OF 


PLATINUM, PALLADIUM AND GOLD JEWELRY 


iMmMP RTER a 


DIAMONDS, CULTURED PEARLS AND GEM STONES 


S05 Sansom St. 


WRITE FOR MEWSPAPER MATS OF THIS AD 


Philadelphia 7 
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Getting bigger and 


Bigger and BIGGER! 


More and more jewelers 
are finding volume and 
profit by selling 


CALVERT Watches 


nationally advertised to 60 million read- 
ers of SATURDAY EVENING POST, 
COLLIER'S, NEWSWEEK, AMERICAN 
MAGAZINE, REDBOOK. 





OT WELPY 2 JEWLLE, 
BALTIMORE 1, MD. 

















WAIT ..! 
WAIT ..! 
WAIT ..! 


Don't buy until you see the Kohner 
Fall and Holiday Line. Salesmen 
are coming with new ideas. . . 
new money-makers . .. big busi- 
ness builders. It's our greatest 
"show" for you in 67 years. 
Wait ... and see! 


max KOHNER 


Wholesale Jewelers 
BALTIMORE 1, MARYLAND 











ALBERT S. SMYTH CO. 


WHOLESALE 
DIAMONDS - WATCHES 
e JEWELRY 
5 HOPKINS PLACE, BALTIMORE, MD. 














Fierida's largest watch material house 
Serving the Nationa by mail. 


Prompt mail service 
Write for Price List C 


DEAN COMPANY 
7Ve N. Atlantic Ave., Daytona Beach, Fic. 





WATCH MATERIALS—— 
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q Jewelled service pins presented to 50 
members of the staff of Haltom’s Jewel- 
ers, Inc., Fort Worth, Texas, at a party 
held June 3rd at Haltom’s Ranch. Six of 
the 50 employees received 30-year service 
emblems. 

q Max Shapiro, formerly manager of the 
Louis Daiches jewelry store in Fort Worth, 
Texas, resigned recently to open his own 
firm, the Max Shapiro Jewelry Co., at 609 
Commercial Standard Building, that city. 
q John A. Schlottman, veteran jeweler of 
Fort Worth, Texas, has moved from the 
Insurance Building to new and larger quar- 
ters at 213 West Eighth St. He has been in 
the jewelry business in Fort Worth for 32 
years. 

4 Now in retirement after 50 years in 
the jewelry industry is Ben Schwartz of 
the P. J. McNeel Jewelry Co., 223 East 
Houston St., San Antonio, Texas. Mr. 
Schwartz has been, associated for the past 
42 years with the McNeel firm as vice 
president and manager. 

¢ Louis Klastorin, who for the past 22 
years has been associated with the jewelry 
industry in New York City and Houston, 
Texas, announced recently that he has 
purchased his own retail establishment. He 
is now operating Kay’s Jewelers at 305 
Main St., Houston, Texas. 

4 With the purchase of an adjoining build- 
ing at 614 Main St., Haltom’s Jewelers, 
Inc., of Fort Worth, Texas, has doubled 
the size of its gift shop and provided it 
with an entrance from Main St. as well as 
from the main store. 

q Aaron B. Littmann, credit manager for 
the Gem Jewelry Co., Inc., 541 Pearl St., 
Beaumont, Texas, has been elected presi- 
dent of the Retail Credit Executives Asso- 
ciation of Texas. 

q Drury Wood, of Wood Jewelers, Del Rio, 
Texas, is back at his desk following an 
operation performed in San _ Antonio, 
Texas. 


DALLAS MISS GETS WATCH 








Frank Everts, vice president of Arthur A. 
Everts Co., jewelers of Dallas, Texas, pre- 
sents a specially designed watch to “Alice 
from Dallas" (actually Miss Barbara Gentry) 
who was selected as the official hostess for 
the recent United States Junior Chamber 
of Commerce convention. The diamond set, 
14K gold watch was designed and prepared 
in Everts’ manufacturing shops. 















» THE SOUTH 


Baltimore-Washington News 


qI. E. Levin has opened a new retajj 
store—the Doris Jewelry Co., at 2 Del. 
ware Ave., in Glen Burnie, Md. The store 
is located near the main shopping center 
of the community in a newly constructed 
group and is equipped with new and 
modern fixtures. 

q Waverly Promotions, Inc., now has , 
publication which is distributed periodj. 
cally by mail to residents in the Waverly 
area of the city. The paper carries ad. 
vertisements of the merchants of the asso. 
ciaton as well as items of interest to the 
general community. William Roeth, of 
William H. Roeth & Sons, 3120 Green. 
mount Ave., Baltimore, is president of 
this promotional organization. 

q The Jewelers Association of Baltimore 
has completed plans for its annual outing 
which is to be held on Wednesday after. 
noon, August 20th, at Cottage Grove 
Beach. Members of the association have 
been urged to close their establishments 
at noon to permit their employees and 
their families to attend. The committee in 
charge has arranged a complete afternoon 
of entertainment including bathing, games, 
prizes, dancing and specialties for the 
children. The menu will fit the occasion 
and will be highlighted with a good old- 
fashioned crab feast. A large turnout is 
expected. 

4 Jules Morstein, formerly associated with 
Morstein’s Jewelers in Baltimore, has be- 
gun work on his own new store at 1053 
Light St. He expects to have the new 
establishment ready for business by Sep- 
tember Ist and will operate under the 
name of Jules (For Jewelry) Morstein. 
4 Jay G. Engel of J. Engel & Co., Inc, 
wholesale jewelers of Baltimore, was 3 
suest speaker at a recent meeting of the 
Greater Washington Retail Jewelers Asso- 
ciation. His discussion covered business 
conditions past, present and future and 
those in attendance at the meeting re 
ceived information which is felt would 
prove valuable in determining future busi- 
ness policy. — 

4 Emanuel Kohner of Max Kohner, Inc., 
Baltimore jewelry wholesalers, is recuper 
ating at his home after an operation which 
hospitalized him for three weeks. 

4 Murray Sarnoff, well-known in jewelry 
trade circles, was named president of the 
U. S. Jewelry Co., wholesale jewelers 
of Baltimore, on July 8th. He succeeds 
Howard Sugar, who held that post since 
the death of Harry E. Baumobhl. 


SS 





quanruete SILVER PLATIN 


Silver repairing, cleaning, lacauering, complete re 
storing cameos. Work guaranteed. Nation-wide promps 
se _ Write for FREE booklet ‘‘Jewelers 82 = 
price list. Know cost before you ship. Ask us a 
you can have the finest silver plating service in yo 

city—no investment, inventory or markdowns. 


D. L. BROMWELL, Ine. 


America’s Oldest Silver Platers 











710 12th St., NW Washineton 5, D.C 
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4 Oscar Levitt, vice president of Leon 
Levi, Inc., jewelers at 316 W. Lexington 
St., Baltimore, is recuperating from a Te- 
cent illness at the Johns Hopkins Hospital 
and was reported as recovering nicely at 
this writing. 

q Mel Foer, president of the Greater 
Washington Retail Jewelers Association, 
sent a telegam on July 5th to President 
Truman urging him to sign the McGuire 
Fair Trade Bill, HR 5767. Mr. Foer, in 
a letter to association members, requested 
that they and their friends write or wire 
the President urging him to sign this 
measure. 

q Harry Koenigsberg, jeweler at 1209 
Pennsylvania Ave., N. W., Washington, 
D. C., is planning to open a new store 
at 15th and Bennings Rd., S. E., in the 
“Seven Corners” area of that city. 

4 Henry Messinger of Blustein Co., Inc., 
wholesale jewelers at 318 9th St., N. W., 
Washington, D. C., was elected president 
of the Washington Jewelers Bowling 
League for the 1952-53 season. The team 
representing Oneida Jewelers, Inc., of 
Washington, finished in first place in the 
past season’s competition. 





R. V. Baker 
Joins Tynes Co 


R. V. BAKER 





R. V. (Dick) Baker recently joined the 
staff of the Tynes Co., wholesale jewelers 
of Dallas, Texas, as manager of the dia- 
mond department. Announcement of his 
affiliation with the firm was made jointly 
by M. A. Tynes and Walker A. Tynes. 

Mr. Baker is well known in the South- 
west, having been associated with the 
Dallas jewelry firm of Shuttles Bros. & 
Lewis for 41 years. His appointment, 
Walker Tynes said, was made to meet 
the expanding diamond business of Tynes 
Co. in the Southwest. 





Five North Carolina Jewelers 
Win Awards for Newspaper Ads 


ha ive North Carolina jewelry firms were 
cited recently for outstanding newspaper 
advertisements in a contest sponsored by 
the Newspaper Advertising Executives As- 
sociation of the Carolinas in cooperation 
with the North Carolina Merchants Asso- 
clation. The names of the winners were an- 
nounced May 20th at the 50th annual con- 
vention of the latter group in Raleigh. 
First, second and_ third prizes were 
awarded in two groups for ads in cities of 
25,000 population and under, and for cities 
of 25,000 population and over. 
| Jewelry store winners in cities over 25,- 
000 were: First—Schiffman’s Inc., Greens- 
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boro; Second—Schiffman’s, Inc., Greens- 
boro, and Third—Ralph Bell Jewelers, 
Inc., Asheville. 

Named as jewelry store winners in cities 
under 25,000 were: First—Ballard & Son, 
Wilson; Second—The Jewel Box, New 
Bern, and Third—Churchwell’s, Inc., 
Wilson. 





Texas Watchmakers Ass'n. 
Elects L. Thomas President 

Lucian Thomas of Lubbock was elected 
president of the Texas Watchmakers’ Asso- 
ciation at the conclusion of a two-day con- 
vention at the Baker Hotel in Dallas on 
May 19th. He succeeds A. E. Stone of 
Amarillo. 

Other officers elected were: B. H. Old- 
field, Port Arthur, first vice president; 
L. Earle Yates, San Angelo, second vice 
president; Earl L. Belt, Longview, treas- 
urer, and R. B. Raymond, Dallas, secretary. 

Representatives of local watchmaking 
suilds from all sections of the state at- 
tended the convention. Among the many 
topics discussed at convention business 
sessions were plans for better employer- 
employee relationships and methods for 
improving service to customers patronizing 
repair departments in both large and small 
stores. 

Included among speakers who addressed 
the convention were Robert Kaempfer of 
the Watchmakers of Switzerland Informa- 
tion Center. Mr. Kaempfer told delegates 
that the official packaging portion of the 
Swiss Watch Repair Program is scheduled 
for completion by the end of 1953. While 
outlining the overall Swiss program, he 
invited members of the Texas group to 
take full advantage of the “Hard-to-Find” 
Parts Service which the Information Center 
in New York operates without charge. 





New president of the Texas Watchmakers 

Association is Lucian Thomas (seated), of 

Lubbock. Standing in the rear, left to right, 

are: L. Earle Yates, San Angelo, second vice 

president; B. H. Oldfield, Port Arthur, first 

vice president, and R. B. Raymond, Dallas, 
secretary. 


Another keynote convention speaker was 
a representative of American Time Prod- 
ucts, Inc., who delivered an interesting 
address on the WatchMaster and its value 
to the busy watchmaker at the bench. 





q Henry Greene, who for 16 years was 
chief watchmaker for Wickersham Jewelers 
in Bakersfield, Calif., has opened his own 
retail store at 1436 Park Ave., Alameda, 
Calif., under the name, Hunt Jewelers. 








WANTED 


EXPERIENCED 


PAWN BROKER 


WITH CAPITAL TO INVEST IN LOAN 
OFFICE IN LEADING SOUTHEAST- 
ERN CITY OF 95,000 POPULATION. 
THIS COULD BE MADE INTO A 
GOLD MINE. AN IDEAL LOCATION 
FORMERLY A JEWELRY STORE. 
COMPLETE WITH BEAUTIFUL FIX- 
TURES, FLUORESCENT LIGHTING, 
TERRAZZO FLOORING, THREE 
LARGE DISPLAY WINDOWS, AIR- 
CONDITIONED AND A_ LARGE 
WALK-IN VAULT. VERY FINE LEASE. 


Write: Box "D., 727" 


Jewelers’ Circular - Keystone 
100 East 42nd Street 
New York 17, N. Y. 

















WATCHMAKERS @ JEWELERS 


ENGRAVERS « INSTRUMENT MAKERS 


DON'T NEGLECT YOUR BUSINESS 
DURING THE SUMMER MONTHS! 


We don't. Our well known REPAIR DEPART- 
MENT for watches, clocks, and special order 
work will not miss one day's work. Send all 
your repairs to us and take it easy yourselfl 

Also, we will be at your service for all your 
requirements on TOOLS, MATERIALS, SUP- 
PLIES, BOOKS, WATCHES, CLOCKS, ATTACH- 


MENTS. Take advantage of our quick mail 
order service all year round. Request FREE 
information. 


Wholesaler & Importer—Member Jewelers Brd. of Trade 


MODERN TECHNICAL SUPPLY CO. 


Dept. 8-JCK, 55 W. 42nd St., N.Y. 36, N.Y. 














Diamonds 
direct from Antwerp 
double 


the jewelers 


margin of profit 


JOACHIM GOLDENSTEIN 
ee 


241 





























+ ~6 ——— 
—— 


> 
@Y SILVERWARE 
Repaired—Cleaned—Plated—Lacquered 


We furnish BLADES—MIRRORS— 
BRUSHES — TOILET IMPLEMENTS 
and other missing parts 


SWARTZ & CO. 


Established 1917 
10 South Wabash Avenue Chicago 3, Illinois 
This is Our Only Location 














Security WMatnsprings 


SECURITY MAINSPRINGS 
ARE RECOGNIZED 
AS THE BEST 














Order Particle’ Hand Made 
articular 

Through Your Wotchmakers Hand Polished 

Jobber Now! Hend Finished 


THE NEWALL MFG. CO. 


CHICAGO 2 





ILLINOIS 








WATCH DIALS 


REFINISHED 
4 DAYS SERVICE 


Complete Line Watch Cases and Dials 


MICHIGAN DIAL 
REFINISHING COMPANY 


603 Metropolitan Bidg., Detroit 26, Mich. 














CENTRAL WATCH (CO. 


ESTABLISHED (911 


WATCH REPAIRING 


to the trade 


EXPERT WORKMANSHIP 
AT REASONABLE PRICES 


ON AMERICAN AND SWISS WATCHES 
5 So. WABASH AVE., CHICAGO 3, ILL. 














Our work costs no more 
than ordinary work e 


BECKER-HECKMAN COMPANY 





29 East Madison Street, Chicago 3, Illinois 











PEARL RESTRINGING 
Cultured . . . Oriental ... Imitation 


Nation-wide prompt service. 45¢ per strand plus 
postage. Missing pearls perfectly matched; 
clasps, clicks, etc., replaced at reasonable 
prices, All jobs guaranteed. 


B. FEINSTEIN 
81 N. State St., Chicago 2, Mlinois 
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q Harry S. Pakula, president of Pakula 
& Co., Inc., is again on the board of di- 
rectors of the Jewelers Division of the 
Combined Jewish Appeal in the Chicago 
area. Mr. Pakula has for the past sev- 
eral years been in the forefront in put- 
ting the Appeal campaign over for the 
jewelers in this area. His diligence has 
always brought the jewelers way over the 
top of the division’s goal. 

q Watching the proceedings of the Re- 
publican and Democratic National Conven- 
tions over television in the quarters of the 
Jewelers Club of Chicago was the favorite 
July pastime for members and it sure kept 
the club filled on afternoons. So far we 
have discovered no jeweler delegate al- 
though inquiries were made. 

q Rudy Samuels, of Stein & Ellbogen Co., 
Inc., plans to vacation in August at Bal- 
boa Islands, Calif. With Rudy and his 
wife, enjoying the California sunshine, will 
be their two daughters, aged seven and 
12, and son, age 10. Stanley McKeon, 
manager of the watch department at Stein 
& Ellbogen, also plans to vacation in Au- 
gust—at Lake Delevan, Wisconsin. 

q Another August vacationer is Irene Wal- 
baum of Imperial Pearl Syndicate, Inc., 5 


N. Wabash Ave. 
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q Hans Pakula, of Pakula & Co., Inc,, was, 
at this writing, recuperating from a recent 
operation. | 
q Twenty-five midwestern representatives 
of the Elgin National Watch Co. met 
June 26 and 27 at the Bismarck Hote] 
where they heard an outline of autum, 
and pre-Christmas merchandising cam. 
paigns. 

q David J. Atchison, whom we remember 
as assistant director of public relations 
for Elgin National Watch Co., is now mid. 
west editor of Sales Management maga. 
zine with headquarters in Chicago. He 
will also cover industrial sales and mar. 
keting news in the midwest. 


q Friends in the trade extended condo. 
ences to the family of Martin F. Lenz 
68-year-old Loop jeweler, who passed away 
June 13th in St. Francis Hospital, Evans. 
ton. He leaves his widow and a son. 


q The following persons were elected 
June 24th to non-resident membership in 
the Jewelers Club of Chicago: Julius Hur. 
ley of the Hurley Watch Co., New York; 
Reginald I. White of J. J. White Mfg. 
Co., Providence, R. I., and Leo Kamion 
of Apex Accessories Co., Greenwich, 
Conn. 





Son & Prins Celebrate 
60th Year in Business 


Son & Prins Co., 55 East Washington 
St., Chicago, is celebrating its 60th anni- 
versary. The company was founded in 
1892 when Salomon J. Son, a diamond 
cleaver from Amsterdam, Holland, settled 
in Chicago and began the regular impor- 
tation of diamonds from his native city. 
In 1912, Henri J. Prins, another Hollan- 
der, was admitted to full partnership. 

Following years of growth and progress, 
Henri J. Prins died in 1921 and was suc- 
ceeded by his son, D. J. B. Prins, the 
present head of the company. In 1927, S. 
J. Son, the original founder, died. 


D. J. B. 
PRINS 


President of 
Son & Prins Co. 





The firm established a first hand buy- 
ing connection in Antwerp, Belgium, in 
1929. Four years later the present cor- 
poration was formed when Benj. A. Soep 
en Co., diamond cutters of Amsterdam, 
acquired the former Son interest. 

Son & Prins opened a New York office 
in 1940 when European sources of supply 











were cut off by the war. Regular impor 
tation from Antwerp and Amsterdam was 
resumed in 1946, and trading with Tel-A- 
Viv, Israel, also began in that year. 

A Los Angeles branch was opened in 
1951, Son & Prins Co. of California, under 
the management of Herbert M. Wolf. 

Today the 60-year old firm is headed 
by D. J. B. Prins, president, assisted by 
his step-son, Irwin A. Fosse, treasurer, R. 
J. Loonsten, secretary, Joseph B. Ziegler, 
and, in New York, Herman Dreiblatt. 





Agnini & Singer Advertise 
Thru National Radio Program 


Agnini & Singer, jewelry manufacturers 
at 656 N. Western Ave., Chicago, have 
been advertising through a_ give-away 
agreement on “Ladies’ Fair,” a morning 
radio program conducted by Tom Moore. 
The program is broadcast nationally over 
52 stations, five days a week. It originates 
in Chicago at 10 A.M. Agnini & Singer 
participate twice a week by giving two 
outstanding rhinestone jewelry sets. 

The company’s expansion of its sales 
force has been practically completed, ac- 
cording to R. J. Pausback, by the hiring 
of the following new representatives: Hy 
Goldstein who will assist Arthur J. 
Michaels of the New York office and work 
out of that office; Joe Green and Al 
Rubin will divide the southern territory. 
Green will concentrate in the western part 
while Rubin will cover the southeastern 
states. A. L. Berres will work out of 
Sioux City, Iowa, and will cover the cen- 
tral northwestern section of the country. 
He also has.a ready-to-wear line. Richard 
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GOLDEN ROOSTERS POSE FOR OUTING PHOTO 
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Golden Rooster members took time out from various recreational activities to line up for 
this picture at their June I9th picnic and golf outing at the Acacia Country Club. 


The Golden Roosters of Chicago were 
blessed with their usual wonderful weather 
for their annual picnic and golf outing at 
the Acacia Country Club on June 19th. 
Rudy Samuels. of Stein & Ellbogen Co., 
Inc., came away with the booby prize. 
Jerry Schwartz of Louis Schwartz & Son, 


received a--special putting prize which 
was donated by the division YMCA. 
Among the several out-of-towners who 
attended were: Bud Pyre, Minneapolis; 
Mel Bensteck, Buffalo, N. Y.; Jake Levin, 
Kansas City, Mo.; Dave Paul, St. Louis; 
Earl Zitkin, Providence, R. I., and Rob- 


ert Hinen, Milwaukee. 
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G. Wallenstein, who until recently had his 
own jewelry jobbing business, will cover 
Ohio, Kentucky, West Virginia, and west- 
ern Pennsylvania. 





Litt is Low-Gross Winner 
At CJA's Annual Golf Outing 

Over 200 persons attended the annual 
golf outing of the Chicago Jewelers’ Asso- 
ciation on July 10th at the Elmhurst 
Country Club, making it one of the most 
successful outings the group has ever held. 
Most of the credit for this goes to Al H. 
Greene of the Longines-Wittnauer Watch 
Co., chairman, and Alvin Lauschke of 
Handy & Harman, Inc., assistant chair- 
man—and, of course, to the weatherman 
for the perfect day. 

A large number of prizes were awarded 
to members and guests. Merrill Litt, with 
74, was low-gross winner among members. 
Two guests of members, tied with 73 
for low gross—Art Hoff and T. J. O’Con- 
nell, Jr. Al Long, with 75, was second 
low gross winner. Along with booby 
prizes, there were also door prizes for 
those who did not participate in the golf 
tournament. 





Two Well-Planned Programs 
Highlight Watchmaker Meetings 


The L. & R. automatic cleaning machine 
took the spotlight at the May 23rd meet- 
ing of the Illinois Watchmakers Associa- 
tion, held jointly with the horological divi- 
sion of the Jewelry Training Service. Alex 
L. Schmidt, manager of the Chicago office 
of the L. & R. Mfg. Co., outlined the 
history of watch cleaning machines and 
then gave detailed instruction on the use 
of the automatic cleaner. 

A lively question and answer period was 
directed by Charles Goldstein, executive 
director of the Jewelry Training Service. 
dealing with solutions, oils, etc., and end- 











DIAMOND SETTING 


Gold and Platinum Jewelry Repairing 
Exclusively to the trade since 1936. 


Price list on request. 


J. J. KVIDERA 





31.N. STATE ST. CHICAGO 2, ILL. 
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ing with a demonstration of the L. & R. 
automatic cleaner. 

On Wednesday night, June 4th, mem- 
bers of the association attended the sym- 
posium on watch repair (featuring self- 
winders) sponsored by Bulova material 
distributors at the Eighth Street Theatre. 
Max Schwartz, senior instructor of the 
Joseph Bulova School of Watchmaking, 
conducted the symposium at the invitation 
of the following Bulova material distrib- 
utors: Berco Watch & Jewelers Supply 
Co., Emil Braude & Sons, Feinstein Bros., 
C. & E. Marshall Co., Inc., and Swartchild 
& Co., Inc. 





~~ 


Alex L. Schmidt (center), manager of the | 


Chicago office of the L. & R. Mfg. Co., 
demonstrates the operation of the L. & R. 
automatic watch cleaning machine to Herb 
Johnson (left), secretary of the Illinois 
Watchmakers Association, and Charles 
Goldstein, executive director of the Jewelry 
Training Service, at . joint meeting May 
23rd. 


The old question of “how to make watch 
repairing pay” was clearly answered by 


William Wilkie of Montgomery Ward & | 


Co., Inc., in a proposal to drop the “one- 
year unconditional guarantee” as being 
unfair to the watchmaker and substituting 
a “proportional repair charge” to the cus- 
tomer of 50 per cent after a three to six 
months’ use, 65 per cent after a six to 
nine months’ use, and 85 per cent -after a 
nine months’ to one-year use. 

All attending were greeted at the door 
with a gift of a six-piece service kit of 
Bulova standard parts. There were also 
special door prizes. including an L. & R. 
demagnetizer, sets of tweezers, Marshall 
watchcraft micrometer, and five assorted 
cabinets of Bulova materials. 











GRAFNER BROS. 


GENERAL LINE 
VALUE AND ASSORTMENT 
SPECIALIZING 
IN 


DIAMONDS 





818 LIBERTY AVE., PITTSBURGH 




















Wristwatch & Carmen 
Expansion Bands 


ALL TYPE 
Embraceables 
Repaired 
75¢ 


All Work Guaranteed 
M. MARTIN & CO. 


5 S. Wabash Ave. Room 611 
CHICAGO 3, ILL. 































WATCHWORK—STONE SETTING | 
JEWELRY—ENGRAVING 
BRADLEY UNIVERSITY 
HOROLOGICAL DIVISION 
Dept. C Peoria, Il. 5 
Students may enroll at any time of the yeor 




















Used by Jewelers Everywhere 
Scribable Celluloid, Plastic 
Button Fast Tags—in all sizes. 
Write for Descriptive Catalog 


ROYAL TAG & LABEL CO. 


81 Warren St. Newark 2, N. J. 
Market 3-3618 
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DIAMOND-CUTTING 


EXPERT WORK 


FAST SERVICE 


LITWIN & SONS 
114 West 6th Street. Cincinnat:, Ohio 
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DIAMONDS 


LOOSE 
AND 
MOUNTED 


THE GERWE BROWN CO. 
CINCINNATI . DALLAS 

















Wh SPECIALIZE... 


ia special order wool Sead us your 
specifications. W. 4 submit a design 
without obligation. 





SCHUMER BROTHERS CO. 
Manufactu ring Mewelers 


5 EAST THIRD STREET - CINCINNATI, OHIO 


|) 2AHOUR SERVICE 


ON MAIL ORDERS OF NATIONALLY 

NOWN MERCHANDISE: 

@ RONSON E 

@. FORSTNER I 
@ SPEIDEL @ REV 

and many other famvus names 


A.G.SCHWAB *:x:"" 


9 East Sixth 












22 Street 
CINCINNATI 2, OHIO 


bATIREULLY SEQ VING THE RETAIL JEWELER SINCE 1878 





You Can Buy With Confidence From 
The Wallenstein-Mayer (Co. 


31 E. Fourth St., Cincinnati 2, O. 
Distributors of Nationally-Known 


DIAMONDS WATCHES 
JEWELRY SILVERWARE 
CLOCKS APPLIANCES 


We Give You SERVICE PLUS 


Write for our new 
1952 Catalogue 
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q Virtually all local manufacturers and 
wholesalers are anticipating a record vol- 
ume of holiday business on the basis of 
orders now being received. All offices and 
plants were exceptionally busy during June 
and July preparing sales books and ac- 
quainting their salesmen with new fall 
and winter lines, with a number of firms 
holding week-long sales meetings. Most 
salesmen were in their territories by mid- 
July, and early reports to their offices con- 
firmed the general feeling of optimism 
which is prevalent throughout the trade 
here. 

q The annual sales convention of the Gruen 
Watch Co. was held in Hotel Sinton here 
during the week of July 6, with executives 
of the Canadian division of the company 
among the 75 officials and salesmen present. 
Because the meeting was held during the 
period of the Republican national conven- 
tion, it was set up to simulate the political 
get-together, with the salesmen posing as 
“delegates” from the various states. Presi- 
dent Benjamin S. Katz delivered the “key- 
note” address, and other speakers included 
J. E. Wessels. assistant to the president for 
sales: A. S. Braude, director of sales pro- 
motion, and Hank Dorff, director of adver- 
tising. During the week, details of the 
autumn and winter promotional and adver- 
tising programs were presented to the 
“delegates.” 


q Among recent vacationers were Edwin B. 
Jacobs of D. Jacobs Sons Co., wholesalers, 
with Mrs. Jacobs for six months in Europe; 
Ed Euthe and Madge Dehler, Harry Green- 
wold Co., wholesalers; Mrs. Omer Spears, 
Ralph E. Goebel, Inc., wholesaler: Carl A. 
Schmidt, Cincinnati Lapidary Co.: Chris 
Hirsch, Williams and Hirsch. manufactur- 
ers; Victor Kaufman and Victor Youkilis, 
Victor Corp.; F. W. Vogel, Thompson & 
Vogel, manufacturers; Earl Morgan, 
Schira Brothers, manufacturers; Lawrence 
Miller, Rohs & Miller, manufacturers; John 
Hengehold, Reinersman and Hengehold, 
manufacturers; C. R. Gerhardt, Mecklen- 
borg & Gerhardt, manufacturers; Dorabella 
Lacy, M. and S. Jewelry Manufacturers; 
Ken Matsumoto, jewelers’ supplies: Ro- 
bert Gau. Sylvia Volkerding and Sarah 
Perie, Klein Brothers Co., wholesalers; Ro- 
bert Gauche and Robert Herbers, the 
Gerwe Brown Co., wholesalers; Hubert 
Esberger and Mark Herschede, retailers, 
and Sarah Adler and Julian Hesse, the 
Wallenstein-Mayer Co., wholesalers. 

q Among local manufacturing plants closed 
during portions of July so employees could 
enjoy their vacations simultaneously were 
the Dorst Jewelry Co., 2100 Reading Road; 
Faigle Brothers, 528 Walnut St.; I. B. 
Goodman Manufacturing Co., 205 W. 
Fourth St.: A. R. Jester, 510 Vine St.; the 
Kaufman-Kassel Co., 434 Elm St.; Miller 
Brothers Watch Strap Manufacturing Co., 
817 Main St.; the Roeart Co., 700 E. Mc- 
Millan St.; Hobart A. Wehking, Inc., 914 
Main St., and Whitehouse Brothers, 5 E. 
Third St. 


CINCINNAT 















q Maury Solomon, popular salesman with 
D. Jacobs Sons Co., wholesalers, 8]] Race 
St., and Mrs. Solomon, recently celebrated 
their 25th wedding anniversary with a re 
ception for close friends at the Cresthij} 
Country Club. Mr. Solomon is perennial 
chairman of the entertainment Committee 
of the Town Criers, this city’s organization 
of salesmen for local manufacturers and 
wholesalers. 


q Albert Wherry, a salesman for Kleip 
Brothers Co., wholesalers, 626 Vine St., has 
resigned to devote his entire time to his 
Baby Shop in suburban Newport, Ky. Ray 
Eible, president of the firm, will cover Mr. 
Wherry’s territory in the future. Dan Moor, 
is a new company salesman in the south. 
eastern territory. 


q The Cincinnati Watch Repair Co., 435 
Main St., is offering prizes to winners of 
auto races at the Cincinnati Raceway, and 
a Gruen watch to the racing fan guessing 
the driver with the most points at the end 
of the racing season. 


q Four girls in the office of the Gerwe 
Brown Co., wholesalers, 817 Main St, 
created a flurry of interest by recent an 
nouncements of their engagements. They 
were Harrit Aufder Marsh, Betty Eytraus, 
Dorothy Heitker and Julene Weber. Miss 
Eytraus was married on June 14 to Lester 
Heinman. Also married recently was Gloria 
Young of Litwin & Sons, Inc., 114 West 
Sixth St. 

q Eugene Swigart, president of the E. & J. 
Swigart Co., jewelers’ supplies, 34 W Sixth 
St., was elected president of the Watch 
Material Distributors Association of 
America at a recent convention in Chicago. 


q Damage estimated in excess of $20,000 
was caused by a fire in the plant of the 
Crest-Craft Co. in suburban Deer Park, 0, 
on June 4. The firm designs and manufac: 
tures jewelry for the armed services. Rus 
sell C. Johnson, owner, was in France on 
business trip at the time. 


4 George Warren of George H. Newstedt 
& Co., retailers, became an entrant in the 
national bridge championships, staged here 
late in July, when he was one of the wit- 
ners in a preliminary tournament of the 
Cincinnati Bridge Association. Mr. Warren, § 
who also is president of Our Lady of Mery § 
Hospital, presided at the 10th annual hos- 
pital festival in suburban Mariemont 
July 26 and 27. 

q Charles K. Stern, secretary-treasurer of & 
the Wallenstein-Mayer Co., wholesalers, 31 
E. Fourth St., was elected a member of the F 
advisory council of the National Whole: 
sale Jewelers Association at the recetl 
Chicago convention. Returning from the 
convention, Mr. Stern made a business tip 
to New York and Providence. 

4 Paul Parker, production manager fot 
Litwin & Sons, Inc., 114 W. Sixth St. 1 
cently visited with his parents, Mr. ai 
Mrs. Moe Parker, who operate the Merbler 
Jewelry Corp., in Pensacola, Fla. 
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Approximately 120 Attend 
Annual Jewelers’ Picnic 

Early morning rain on June 12 con- 
siderably decreased the attendance at the 
annual picnic of the Cincinnati Wholesale 
and Manufacturing Jewelers Association, 
but clearing weather in the afternoon made 
the day enjoyable for the approximately 
120 present. 

More than half of these played golf, with 
Lou Gertzman having the low gross of 64, 
Maury Solomon and Victor Youkilis being 
tied for net gross, Phil Michelson having 
the most three’s on his scorecard, and 
Joseph Detzel having the most four’s. The 
feature of the games was a hole in one on 
the 115-yard fifth hole, scored by Jesse J. 
Gannon, retailer of Batesville, Ind. 


Despite the jeers and warnings of on- 
lookers, the wholesalers won a softball 
game from the retailers by a score of 12 
to 8. It was the first time in many years 
that the retailers have been defeated. 

Arrangements for use of the club facili- 
ties were made by Charles Grift, a former 
wholesaler now living at the club, and he 
was cordially greeted by his many friends 
who were present. Preparation and serving 
of the filet mignon dinner was _ super- 
vised by Clarence Loeb of Litwin & Sons, 
Inc., for the 40th consecutive year. An 
elaborate smorgasbord table also was kept 
replenished thronghout the day. 

For the first time in many years, Julius 
Jacobs of D. Jacobs Sons Co., was unable 
to serve at the registration desk because 
of illness, but he was remembered with a 
gift of two of the steaks. 
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The West Coast 

















¢ Gordon Dean of the Material Department 
of E. W. Reynolds Co., wholesale jewelers 
at 315 W. Fifth St., Les Angeles, has re- 
placed Ed Tumer as traveling representa- 
tive. Turner’s headquarters will now be at 
the main Reynold’s office. 

q Mrs. Louis Freistat has assumed man- 
agement of her late husband’s jewelry 
store at 202 S. Broadway, Los Angeles, fol- 
lowing his death on April 19th. One of 
Southern California’s “old timers,” Freistat 
had been in the jewelry business for 38 
years, 

( Frank Stirling, vice president of E. W. 
Reynolds Co., Los Angeles wholesale jewel- 
ers, will return to the hospital shortly for 
some final surgery in a series of operations 
he has been undergoing. Larry Smith, as- 
sistant silver department manager, recently 
underwent surgery at the Good Samaritan 
Hospital in Los Angeles. 

q The Fourth Western Housewares Show 














J. G. DONAVAN, JR. 
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will be held September 14-17 at the Bilt- 
more Hotel, Los Angeles, with factory 
representatives from the leading national 
housewares lines in attendance. Show hours 
are Sunday and Monday, 9:30 to 6 p.m.; 
Tuesday, 9:30 to 9 p.m.; and Wednesday, 
9:30 to 5 p.m. There will be a cocktail 
party for buyers at the Rendezvous Room 
of the Biltmore Monday at 6 p.m. The 
show is under the direction of Trade Fair, 
[nc., a division of the Los Angeles Cham- 
ber of Commerce. 

q A. N. Slavick, president of the Slavick 
Jewelry Co., Los Angeles, was elected as a 
director of the Downtown Business Men’s 
Association of that city June 30. A “plat- 
form for downtown as the center of an ex- 
panded market” was presented at the annual 
meeting of the civic group. Main planks 
are permanent off-street parking, a basic 
freeway system with adequate access roads 
for the community and improved mass 
transportation, with buses on freeways 
the first step toward obtaining it. 

q J. Jessop and Sons, pioneer San Diego 
retail jewelers, announced the opening of 
a new unit in North Park on June 16. 
The firm, established in 1870, has its head- 
quarters at 1041 Fifth Ave., in downtown 
San Diego, with a branch store at the 
beach community of La Jolla. 

q C. R. Greenstone, president of Gran- 
ville’s, Ine., one of America’s largest credit 
jewelers, and his general manager, Sidney 
Frank, have announced the appointment 
of Hal Kanty as store manager and Joachim 
Weiss as credit manager of their new unit, 
Granville’s Mission, Inc., located at 2512 
Mission St., San Francisco, Calif. 

q Peggy Savage, for the past three years 
with Getz Jewelry Co. of Cincinnati, Ohio. 
has moved to California, where she is now 
with the Marx Jewelry Co. of Santa 
Monica. 

q Robert L. Cottingham has bought the 
Pacific Watch Crystal Co., at 503-505 
Granger Building, San Diego. Calif., and 
has changed the name to Pacifie Rock 
Crystal Co. The firm was owned by Sid 
Goldstein for the past 18 vears. 

4q Mr. and Mrs. L. H. Ziser have purchased 
Laurel Jewelers. 8027 Sunset Blvd., Holly- 
wood, Calif., from Harry Selditz. 














Exclusive Distribution of 
“Miss Vanity” Boxed Ladies 
Jewelry Is Now Available. 





We Also Distribute All Nationally 
Known Lines of Jewelry and Clocks. 


THE D. JACOBS SONS CO. 


WHOLESALE JEWELERS SINCE 1873 
811-813 RACE STREET, CINCINNATI 2, OHIO 























SCHIRA BROS. 
PLATINUMSMITHS—DIAMOND IMPORTERS 


Manufacturers of exclusive Jewelry 


LOOSE AND MOUNTED GOODS 
MEMORANDUMS GLADLY SUBMITTED 


530 WALNUT ST. CINCINNATI, O. 
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Named 
President 
of Los Angeles 
Jewelry Firm 





James G. Donavan, Jr., former presi- 
dent of the American Gem Society, was 
recently elected president of Donavan & 
Seamans Co., one of the oldest retail 
jewelry firms in Los Angeles, Calif. He 
succeeds’‘his father, the late J. G. Donavan, 
founder of the company. 








Send today for your FREE copy of New 
issue of “GEMOGRAM.” A booklet which 
will aid you in selling and merchandising 


fine colored stones. 
FINE RUBIES — EMERALDS — SAPPHIRES 


GEORGE C. HOUSTON 


220 W. 5th St. Los Angeles 13, Callf. 
MUtual 1872 

















CULTURED PEARLS 


PRICE LIST ON REQUEST 


TOYO PEARL CO. 


PERMANENT FIRM BUYER IN JAPAN 
542 S. BROADWAY, LOS ANGELES 13, CAL. 














SALESMEN... 
SELLING DIRECT TO RETAILERS! 
There's money for you in the fine PRESIDENT LD. 
Line. Some territories open. Tell us about yourself. 


CALIFORNIA JEWELRY CREATIONS 


317 South Hill St., Los Angeles 13, Calif. 
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This Entirely New Method of teaching 
Engraving is an innovation in Home 
Study Training. 


With the help of the “Silent Teacher” 
you can now learn the fine techniques 
of Engraving at Home—in your spare 
time. 


The “Silent Teacher” enables you to 
see your own errors ... correct your 
own work... progress faster. 


The “Silent Teacher” is under the di- 
rection of GUSTAVE VAN ERP, Master 
Engraver, and originator of the method. 


Write for full information 


Kansas City School of Watchmaking 
Tracy & Admiral, Dept. E Kansas City 6, Missouri 




















Importers of 

LISH CHINA 
and 

EARTHENWARE 


Stock and Import 


DEVILLE & CO., INC. 
h Ave. eed York 10, N. Y. 
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WEDGWOOD 


Bone China Dinnerware, Queen's Were 
Jasper and Black Basal? 


Trade-Mark WEDGWOOD 


JOSIAH WEDGWOOD & SONS, INC. 
24 East 54th Street New York City 

















EDWARD BOOTE, INC. 
35 & 37 W. 23rd St.. New York, N. Y. 
Tel. ORegon 5-1928 


ROYAL CROWN DERBY CHINA 
WOOD & SONS DINNERWARE 





TEDMAN IMPORTING CO. 


225 Fifth Ave. Suite 829 
New York 10, New Yerk 


ROYAL CHELSEA 
ENGLISH BONE CHINA—EARTHENWARE 











MADDOCK & MILLER, INC. | 


CROWN DUCAL Dinnerware FOLEY Bone China 
MASON’S Ironstone Ware IRISH BELLEEK - 
COALPORT Bone China and Earthenware 
Royal CAULDON Bone China and Earthenware 
JOHN BESWICK, LTD. Ceramic Figures 


129 Fifth Avenue, New York 3, N. Y. 





CRYSTAL by BRODEGAARD 


IMPORTS—from Sweden—Stemware, Vases, Bowls 
AMERICAN MADE—Stemware and Drinking Accessories 
Send for new illustrated catalog 
R. F. BRODEGAARD & CO., Inc. 
225 FIFTH AVENUE NEW YORK 10, N. Y. 
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| Pittsburgh News | 





q John M. Roberts & Son Co. recently of- 
fered customers as a gift “a pearl-bearing 
oyster from Oriental waters, complete with 
a shimmering, full-grown cultured pearl, 
sealed in a glass globe 4% inches high,” 
with every purchase of a necklace of Im- 
perial cultured pearls at $50. The Roberts’ 
store is located at 429 Wood St. 

q Leon Horovitz, owner of the Wynett 


| Jewelry Co., 928 Liberty Ave., reports the 


city’s off-street parking directives do not 
particularly affect his trade. 

4 Mahlin Wolfe, owner of the West End 
Jewelry Shop at 418 S. Main St., in business 
for one year, is currently advertising in the 
South West Journal. 

4 H. M. Lasday, owner of L. Schmidt, jewel- 
ers at Braddock, Pa., has opened a branch 


store in the Terminal Building at the 


| Greater Pittsburgh Airport. 


' q Joseph S. Wellinger, formerly of 205 


_North Ave. at Millvale, Pa., has moved 
_ diagonally across the street to 517 Grant 
_ Ave., in a brand new building. 





q.F. J. Bauer of Bauer & Mutschler, 717 
Liberty Ave., reports that business is hold- 
ing up surprisingly well despite the steel 
strike. 

q Baronet, Inc., jewelers at 717 Liberty 
Ave., announced recently that Jerry Wilson 
has joined the firm’s sales staff. 

q Q. S. Beck, jeweler at 49 E. Grafton Ave., 
has the job of keeping timepieces in order 
for the Pittsburgh section of one of the 


| nation’s great railroads. 

_@ Rose Ranallo, jeweler at 4908 Liberty 
_ Ave., has departmentalized her store into 
_ three separate sections. The first is devoted 


to costume jewelry, the second to watch re- 


| pair, and the third to clocks. 
| ¢ Alex Aubenque, owner of the A. & K. 





Watch Repair Shop in Mt. Lebanon, refers 
every week or two to a list of customers who 
had their watches cleaned at his store a 
year previous and sends them timely re- 








minders to have this service performed 
again. 
q Authorities report the Chartiers Avenye 
Picnic Savings Days, a new promotion fea. 
- turing the distribution of a 12-page tabloid 
and street and window banners, has jp. 
creased store traffic for jewelers that are 
participating. The promotion is unique in 
that only jewelers located on one avenye 
are taking part. They are among member 
of the Chartiers Avenue Business Men’s 
Association formed in March to boost busi. 
ness against competition from a growing 
community shopping center in nearby dis. 
tricts. 
q C. N. Blick of Blick Jewelers at Franks. 
town & Laketon Roads, who has a very 
modern lighting arrangement in his ney 
store, has lately been featuring a few 
specials and promoting his watch repair 
service. 
¢.S. H. Brenner, jeweler at 559 N. Home. 
wood Ave., recently celebrated his fourth 
year at his present location. 
q Paul Hardy of Hardy & Hayes Co., 527 
Wood St., looks forward to the time when 
more adequate parking will be available 
downtown so people coming into Pitts. 
burgh to shop will be able to reach down- 
town jewelers more easily. , 
€ Gordon Uhl, jeweler in suburban Dor. 
mont, experimented recently with appro- 
priating one, three, seven and nine per cent 
of his budget for store advertising. He dis. 
covered his biggest net resulted from a 
nine per cent expenditure in consistent ad- 
vertising. 
q D. Donald on Beaver Ave., noting the 
diversity of interests in his community, has 
been appealing to his customer’s wants 
through a series of direct mail pieces. 
q Saul Wolfe, sales manager of Wolfe’s, 
reports that jewelers in the immediate area 
planning remodeling must consider both 
present high rentals and approaching busi- 
ness conditions. Thus, hs points out, most 
renovation programs are based on absolute 
necessity. 
q Lawrence Biggard of Biggard & Co., Inc., 
is very pleased with the firm’s new location 


in the Clark Building. 








PROVIDENCE JEWELERS ATTEND CLUB'S FIRST LUNCHEON 





Quarters of the newly-formed Providence Jewelers Club in the Crown Hotel were formally 
opened with a luncheon on June |6th which drew the large turnout shown here. The new 
club has its quarters in the hotel's Princess Room, a spot that has been a popular eating 
place for many years. The clubroom, which is equipped with an attractive lounge and 
luncheon facilities for 60 persons, won the acclaim of all attending the formal opening 


lunch 


eon. 
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August 


3.6—Buffalo Gift Show, Hotel Statler, 
Buffalo, N. Y. 

3.6—San Francisco China, Glass, Sta- 
tionery, Jewelry, Toy and Housewares 
Show, Palace and Sir Francis Drake Ho- 
tels, Civic Auditorium and Western Mer- 
chandise Mart, San Francisco, Calif. 

5-8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 

10-12—Inland Empire Fall Gift Show, 
Davenport Hotel, Spokane, Wash. 


10-13—Pittsburgh Gift Show, William 
Penn Hotel, Pittsburgh, Pa. 
10-13—Omaha Midwest Gift, Glass & 


China Show, Hotel Paxton, Omaha, Neb. 

10-14—American National Retail 
Jewelers Association, Annual Conven- 
tion and Trade Show, Waldorf-As- 
toria Hotel, New York City. 

17-20—California Retail Jewelers Asso- 
ciation, Annual Convention, Biltmore Ho- 
tel, Los Angeles, Calif. 

17-20— Western Jewelry, Silverware, 
China and Glass Show, Biltmore Hotel 
and Individual Showrooms, Los Angeles, 
Calif. 

17-20—Heart of America Glass, China 
and Gift Show, Muehlbach Hotel, Kansas 
City, Mo. 

17-21—Kansas City Gift Show, Munici- 
pal Auditorium, Kansas City, Mo. 

17-21—Pacific Northwest Gift, China & 
Glass Show, Olympic and New Washington 
Hotels and Terminal Sales Building, Seat- 
tle, Wash. 

17-22—Registered California Gift and 
Dinnerware Show, Hotel McAlpin, New 
York. 

17-22—225 Fall Market Show, 
Ave., New York. 

18-21—National Luggage & Leather 
Goods Show, Palmer House. Chicago, IIl. 

18-22—New York Gift Show. Hotels 
Statler and New Yorker, New York. 

24-25—-Maine Retail Jewelers 
tion, Annual Convention, 
Rockland, Maine. 

24-26—Florida China, Glass & Gift 
Show, Hillsboro Hotel, Tampa, Fla. 

24-27—Fall Ohio State Gift Show. 
Deshler-Wallick Hotel, Columbus, Ohio. 

24-27—Portland Gift, China & Glass 
Show, Benson and Plaza Hotels and Public 
Auditorium, Portland, Ore. 

25-28—Mid-South Gift & Jewelry & 
Variety Show, Hotel Peabody, Memphis, 
Tenn. 

31-September 3—St. Louis 
Statler Hotel, St. Louis, Mo. 
31-September 4 — Fall Detroit Gift 
Show, Hotels Statler and Book-Cadillac. 
Detroit, Mich. 

31- Semeasber 4—Allied Gift & Jewelry 
Show, Hotel Adolphus, Dallas, Texas. 


225 Fifth 


Associa- 
Hotel Samoset, 


Gift Show, 
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31-September 5—Dallas Gift Show, Baker 
Hotel and Second Unit of the Santa Fe 
Building, Dallas, Texas. 

31-September 5—49th State Gift, Art & 
Housewares Show, Hotel Statler, St. Louis, 
Mo. 


September 


7—Retail Jewelers Association of Mis- 
souri, Inc., Annual State Convention, Gov- 
ernor Hotel, Jefferson City, Mo. 

7-10—Cleveland Gift Show, Hotel Stat- 
ler, Cleveland, Ohio. 

7-10—Pittsburgh Jewelry Fair, 
Penn Hotel, Pittsburgh, Pa. 

7-12—Parker House Gift Show, 
House, Boston, Mass. 

8-12—Boston Gift Show, 
Boston, Mass. 

14-15—Iowa Retail Jewelers Association, 
Annual Convention, Hotel Fort Des Moines, 
Des Moines, Iowa. 

14-16—Ohio Retail Jewelers Association, 
Annual Convention and Jewelry Show, 
Deshler-Wallick Hotel, Columbus, Ohio. 

14-17—Cincinnati Gift Show, Netherland 
Plaza Hotel, Cincinnati, Ohio. 

14-17—Denver Gift & Jewelry Show, 
Hotel Albany, Denver, Colo. 

14-17—St. 
Statler, St. Louis, Mo. 

14-18—Tri-State Gift & Art Show, Hotel 
Sinton, Cincinnati, Ohio. a” 

21-22--West Virginia Retail Jewelers 
Association, Annual Convention, Stonewall 
Jackson Hotel, Clarksburg, W. Va. 

21-24—Philadelphia Gift Show, Hotel 
Benjamin Franklin, Philadelphia, Pa. 

21-25—Northwest Gift, Art and House- 
wares Show, Radisson Hotel, Mirmeapolis, 
Minn. 


William 
Parker 


Hotel Statler, 





Louis Fall Gift Show, Hotel | 


28-October 2—49th State Gift, Art and | 


Housewares Show, Hotel Statler, St. Louis, 
Mo. 


October 
4-6—Florida State Watchmakers Asso- 
ciation, Seventh Annual Convention, 


Suwanee Hotel, St. Petersburg, Fla. 
5-8—Washington Gift Show, Hotel Wil- 
lard, Washington, D. C. 


Named 
Assistant 
Secretary 
of Bulova 


R. P. TALBOT 





John H. Ballard, president of the Bulova 
Watch Co., announced recently the pro- 
motion of Roland P. Talbot to assistant 
secretary of the firm. 

Mr. Talbot joined the Bulova Watch 
Company’s Providence plant in December 
of 1944 as an administrative assistant and, 
eight months later, was appointed office 
manager. He has acted in this latter ca- 
pacity until his recent promotion. 
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GEO. BORGFELDT 


CORPORATION 
44.60 E. 23rd St., New York 10, N. Y. 
Tel. GR 7-0400 
CHINA * GLASS « TABLEWARE 
EARTHENWARE oe GIFT and ARTWARES 
Domestic and Foreign 
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Ta. GLASSWARE 
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221 Market St. ¢ New York: 1107 Broadway 

Kontis FINE ENGLISH 
TABLEWARE 

Send for illustrated pampblets 


MIDHURST IMPORTING CORP. 
129 FIFTH AVENUE, NEW YORK 3, N. Y. 
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New Colleting Idea for Hairsprings 


Developed by Elgin National Watch Company, spring is bonded with special 


adhesive into slot cut across restyled collet. New method is claimed to 


eliminate stresses of pin-anchoring and to minimize the watch rate drift. 


A NEW method of attaching hairsprings to 
coliets, that is claimed to eliminate hairspring truing and 
greatly reduce the abnormal stresses to which springs 
have previously been subjected, has been announced by 
Elgin National Watch Company, Elgin, IIl. 

Employing an entirely new principle of manufacture. 
the Elgin development that took several years of research. 
relies upon a special adhesive that bonds the collet end 
of the hairspring inside a slot cut across the collet. It is 
said to position it so perfectly that the spring is auto- 
matically true both in the flat and in the round. 

The company has thereby been able to abandon the 
conventional assembly method used by watch and clock 


manufacturers for many centuries, which required that 
the spring be pin-anchored in a hole drilled through the 
collet. This process imposed an initial stress by wedging 
the spring into the hole, and additional stresses beyond 
the spring’s elastic limits were imposed when the spring 
was bent in the truing operation. 

These stresses on the collet end of the spring have now 
been eliminated entirely, it is claimed, thereby minimiz- 
ing the rate drift in fine watches. 


The new procedure was developed following experi- 
ments with spot welding, soldering and other methods, 
started by Elgin almost 20 years ago. Not until after 

(Please turn to page 256) 





Enlarged drawings of old and new 
methods of anchoring hairspring 
to the microscopic collet or the 
spool’ around which it is coiled. 











OLD METHOD 


SPRING ANCHORED INTO HOLE 
BY BRASS PIN, WHICH WEDGED 
SPRING OUT OF NORMAL SHAPE 
AND THEREBY STRESSED IT. 





“~ ADDED STRESS WAS APPLIED WHEN 
SPRING WAS BENT OR ‘TRUED’ IN 
THE FLAT AND IN THE ROUND— 
THAT 1S, LEVELED HORIZONTALLY 
AND CENTERED. 


NEW METHOD 


SPRING BONDED INTO SLOT 
CUT ACROSS THE COLLET 
WITHOUT STRESSING. 





~ SPRING CENTERED ON COLLET AND 
LEVELED HORIZONTALLY BEFORE BONDING. 
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So. Buy the 
BEST 


— for accuracy 
in watch-rating 


— for dependable 


watch-analysis 


— for durability 
and long life 











American Time Products, Inec- 


580 Fifth Avenue 
OPERATING UNDER PATENTS OF THE WESTERN ELECTRIC COMPANY 
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at a charge of $6 
each, while saving 
hours of work, pro- 
moting patronage 
and — doing better 
work at the same 
time, you can 
meet the monthly 
payments on a— 































out of your 


EXTRA PROFIT 


Write us for a 
DEMONSTRATION 


No obligation whatever 


New York 19, N.Y. . 








| pwngrnoutde TRAINING—Where could I go to 
learn instrument work? I am a watchmaker with 9 
years of experience. (Question No. 6161) L. M. 


Answer—tThe term “instrument work” covers a great 
deal of ground; there are many kinds of work that would 
come under that general heading. But probably what 
you have in mind is learning to repair the various in- 
struments used in aviation. The facilities for instruction 
in that field have changed so much since about five years 
ago when the active phases of World War II ended that 
we believe it would be best for you to write to the Di- 
rector of Public Relations, Curtiss-Wright Corporation, 
Paterson, N. J., in order to get information strictly up-to- 
date. You had better mention, in writing this inquiry, 
that you are a watchmaker interested in entering the in- 
strument repairing field through special instruction, with 
your watchmaker’s skill as the background or basis of 
the instruction desired. 


De ENSE WORK—Where can a watchmaker get a 
job in the Defense Program? How can I go about 
applying for one? (Question No. 6162) P. R. 

Answer—Probably in your territory (Greater New 
York) the best way to do this would be to look through 
the “help wanted” classified ads in the larger daily New 
York newspapers, where firms having defense work to 
do and needing help, advertise. 

Or you could register your name, qualifications, etc., 
with the New York State Employment Service which took 
over employment placement after the “shooting” phase 
of World War second ended, and await calls and job- 
offers from that office. You could locate the nearest office 
of that service by looking it up in the telephone directory. 


ILLIMETER GAUGE—Enclosed is a sketch of a 
millimeter gauge that I have used for years, and it 
is now badly worn around the jaws. Who could supply 
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WORKSHOP. 
QUESTIONS 
AND 
ANSWERS 


me with one of these gauges? I think mine is too badly : 
worn to fix it up satisfactorily. (Question No. 6163) © 
B. L. 


Answer—A correct description of your gauge, as far © 
as we can make out from your sketch, is: a Kuhlman ~ 
caliper dial millimeter gauge, reading hundredths milli- 7 
meters. This gauge may not be carried in stock by many | 
of the dealers in watchmakers’ tools and supplies. There © 
are two houses in that line that are particularly good in ~ 
finding unusual things desired, that are not in stock; | 
these houses are: 

F. J. Boesse & Co., 21 Maiden Lane, New York 38, 
N. Y.; Buhl, Peer & Keefe, 105 Nassau St.. New York 
38, N. Y. 

It might be well to send sketches of your gauge to the 
firms named or photographs of it, in case they have to | 
make something of a search for the tool. . 


or CASE—The two photos enclosed are of a | 
watch that runs 8 days and the design in the silver © 
case seems to be inlaid in something that looks like a | 
blue-black metallic substance. How old is the watch, 
and how much could we get for it from a collector?— ~ 


(Question No. 6164) I. L. G. 


Answer—tThe pictures show a watch in a “niello” 7 
decorated case, and of a type that was most popular in | 
European countries between 40 and 60 years ago. Dur- | 
ing that time there were some of these watches imported — 
and sold in this country, and people from Europe moving ~ 
to America sometimes brought 8-day watches along with © 
them. But we must report that these watches are not con © 
sidered rare as collectors’ items; they are not old enough, | 
and there are too many of them in existence to make © 
them valuable. Of course, some collector might be © 
found who would offer a moderate price for such a watch, ~ 
but the difficulty is that it would probably cost more for 
advertising, etc., than the watch could be sold for. Prob- | 
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Se 
_,, A NEW Watch Repair Tag Recording System*—All in One Unit — 
Simpler, more efficient, more dignified, MORE PROFITABLE! 


Combines many features — solves many problems .. . 





nON'T HANG THE WATCH -- HANG THE TA 





SMALL STRING.TAG. Metal eyelet supports watch and gives easy number visibility. You hang 
the tag — not the watch! 







eliminating needless writing of lengthy descriptions. NO MORE SCRATCHING NUMBERS 
INSIDE WATCH CASE! 


DIGNIFIED CUSTOMER RECEIPT. Includes useful printed information 
for customer. Ps 


WATCH PART ILLUSTRATIONS. (On back of Record Card.) ; 
Simplifies job-explanation to customer. Your 
check-mark is a PERMANENT RECORD of 
repaired part! 


YOUR OWN ADVERTISING. Printed on 
back of Receipt held by customer, 
builds prestige for your business. 









0 RECORD FILING CARD. Simple check-mark System completely identifies watch and work, 


CU 
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See us at 
ANRJA CONVENTION 
Waldorf-Astoria 

New York 

Week of August 10th 
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WATCH REPAIR RECORDING SYSTEM 


“Patent ma atellate 
C) Copyright 1952, The JEM Co. 




















FLECTRIC CLOCKS 





WIN EXTRA SALES 


THRU 


fetteeeers 10,000.00 contest 


... with this contest assortment 



































Dealer Retail 

Name Model Price* Price** 
LULLABY 7207 $3.12 $4.95 
LULLABY (L) 7H207-L 3.57 5.95 
TELEGRAIN 7H201 4.77 7.95 
ENHANCER 7203 9.37 8.95 
ADVISOR (Red) 2H27 Red 3.57 5.95 





ADVISOR (Blue) § 2H27 Blue 3.57 9.95 


Totals $23.97 $39.70 


FULL PROFIT FOR YOU $15.73 


FREE DISPLAY ties in with national advertising 

—a series of full pages, full-color in Life and 

emma CU er See : The Saturday Evening Post featuring contest 
ee Xs assortment. Consumers must come to your 
ENHANCER (New) ADVISOR (Fast Seller) ADVISOR (Fast Seller) store for entry blanks. 


WIN EXTRA CASH 


























DEALER CONTEST 





$500 Ist PRIZE $250 2nd PRIZE $100 3rd PRIZE 


47 additional prizes of Enhancer clocks with your initials in gold. Easy to enter. No 
display photographs! No newspaper tear sheets! Easy to win. Just complete this state- 
ment in 100 words or less: “The Telechron electric clock $15,000 contest helped me 


promote sales as follows: ” 





ASK YOUR DISTRIBUTOR for free kit containing display card with entry blanks... 


new catalog ... new price list .. . tie-in ads .. . plus complete details of these contests. 


*SUGGESTED UNIT WHOLESALE PRICE FOR DEALERS 
** FAIR TRADE OR SUGGESTED RETAIL PRICES. PRICES PLUS TAX prices AND SPECIFICATIONS SUBJECT TO CHANGE WITHOUT NOTICE. 


TELECHRON IS A TRADEMARK FOR PRODUCTS OF TELECHRON DEPT., GENERAL ELECTRIC CO., ASHLAND, MASS. 
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ably the only thing you could do would be to keep show- 
ing the watch to people from time to time as you meel 
them, in the hope that someone may turn up who would 
take a fancy to the watch and be willing to pay a reason- 
able price for it. 


ee PARTS—Where could we get some parts 


for an old watch, engraved “EK. Howard & Co., 


Boston,” and No. 41, 662?” These parts show wear, or 
some alteration. Also, can you tell us where to send for 
new bellows for a cuckoo clock? (Question No. 6165) 


T.M. 


Answer—We suggest sending the worn parts to: 
Howard Clock Products, Inc., 211 Congress St., Boston 
10, Mass.; or F. J. Boesse & Co., Inc., 9 Rockefeller Plaza, 
New York 20, N. Y. For bellows for cuckoo clocks. 
send the old bellows for matching to: Ralph Herman 
Clock House, 628 Coney Island Avenue, Brooklyn 18, 
N. Y.; or Henry Coehler Co., Inc., 220 Fifth Avenue, 
New York 1, N. Y. 


E WEL CEMENT—Is there any kind of cement for 

roller jewels and pallet stones that does not have to be 
heated, like shellac does, which would save the bother 
of heating the work? (Question No. 6166) J. B. 


Answer—We know of nothing as good and reliable 
for fastening in the parts mentioned, as shellac. In fact, 
the use of shellac really saves time, because it cools and 
hardens quickly, allowing then an immediate test for 
correctness of placement of the jewels; whereas you would 
have to wait a good while for any air-hardening cement 
to “set,” before testing the work. 


@ ‘HESHIRE WATCH—How old would be a watch, 18 

size, with gilded plates, in a nickel case, which has 
the name “Cheshire” on the dial? (Question No. 6167) 
G. A. 


Answer—This watch was made by the Cheshire 
Watch Co., at Cheshire, Connecticut, between the years 
1883 and 1893, which was the period during which the 
firm was in business; the watch is anywhere from 59 to 


69 years old. 


QPot PLATING—We engraved a piece of Sheffield 

type silver-plated ware, with copper as the base-metal. 
and the customer does not like the fact that the lettering 
shows up in a copper color. Is there any way to silver 
the engraved cuts without plating the entire piece? It’s 
a very large tray and would probably be very expensive 


to do? (Question No. 6168) V. L. 


Answer—Silvering the copper exposed by engraving 
an Sheffield type hollowware can be done by using a 
“spot-plater,” a device in which electroplating solution 
is held in a piece of sponge arranged in a handle, that 
acts as an electrode, the opposite current being con- 
mected to the piece of ware to be plated. This equip- 
ment can be bought of most of the dealers in jewelers’ 
supplies. Should you have any trouble finding it, you 
could write directly to W. Green Electric Co., Inc., 130 


254. 


Cedar St., New York 6, N. Y., who manufacture all items 
of equipment and materials for electroplating. 


GTAINLESS STEEL—Can you tell us how aluminyy, 
or stainless steel kitchen equipment can be Cleaned 
without scrubbing it in hot water. (Question No, 6169) 


T. M. 


Answer—We must point out that the field covered }y 
the Technical Questions and Answers Department of the 
Jewelers’ Circular-Keystone, is that of the watch and jew. 
elry industries, and does not deal at all in problems gy} 
as your question involves. We should think, howeye 
that you could obtain definite information on cleaning 
kitchen equipment from the firms who make cleanin 
materials, such as American Cyanamid Company, 3) 
Rockefeller Plaza, New York City; or E. I. du Pont de 
Nemours, Inc., Organic Chemical Department, Wilming. 
ton 98, Delaware. 


— DISCOLORATION—We have trouble, esp. 
pecially with women, complaining that rings, even oj 
high-karat gold, turn their fingers black. What can be 
done about this? (Question No. 6170) F. K. L. 


Answer—tThe answer to this is not entirely simple, 
as there are several causes of discoloration of human 
skin by contact with gold jewelry. 

Secretion (perspiration) from the skin of different § 
persons varies in chemical content. It seems perspira 
tion from some persons has a chemical effect that pro- 
duces a form of “electrolysis,” attack the gold, in a ring 
for instance, and causing a dark deposit on the skin. 
This effect may be produced even on gold of high karat. 
Another cause may apply to gold of low karat, in which 
acid in the perspiration attacks the base-metal ingredien! 
in the alloy from which the jewelry is made. 

Still another cause of skin discoloration is simply J 
neglect of personal cleanliness on the part of the wearer 
of jewelry. There is always more or less dust and ditt 
settling on fingers, wrists, etc., which in connection with 
oily secretion from the skin, may become rubbed into the 
skin by the jewelry worn. This would of course discolor 
the skin if ordinary washing is not done frequently 
enough. 


IGHT-DAY WATCH—Enclozed is a sketch of 4 
Swiss watch. The only wording on it is the “8 
Jours,” on the dial, and a number stamped on the lower 
plate. Wish to ask the usual questions, about its age 


and value? (Question No. 6171) A. T. N. 


Answer—tThis is a typical 8-day pocket watch of 8 
model very largely made in Switzerland, mostly for sal? 
in European countries. Some of these watches foun¢ 
their way to America but they were never outstandingly 
popular here. There are 36 factories all over Switzer- 
land that specialize in making 8-day watches. Which 
one of these might have made your watch, it would be 
impossible to say, as there is evidently no maker’s name 
on the watch. 

Watches of this design have been made for the past 99 
years at least, and they are made today, so it is impos 
sible to say how old your watch is from any of its design 
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Business is Better When 








the Store Looks Better! 





Here are some actual reports* from merchants 
who proved it by modernizing with Pittsburgh Products 


“Bysiness has shown a 30% increase and appears fo be still 
* on the upgrade since the modernization of my store.” 


Shoe store owner Ralph M. Kanefield, East St. Louis, Illinois 





PRODUCTS USED: 


Pittsburgh Polished Plate 
Glass; Pittco Premier 
Store Front Metal; gray 
Carrara Structural Glass. 





7? 


=. . the new store front has improved my business at least 
25% 


Jewelry store owner E. H. Boyd, Wharton, Texas 





PRODUCTS USED: 


Pittsburgh Polished Plate 
Glass; Pittco Premier 
. Store Front Metal; Rem- 
brandt blue and gray 
Carrara Structural Glass; 
Herculite Tempered 
Plate Glass Door and 
Sidelights, with Herculite 
Door Frame Assembly. 








“Since the new Pittsburgh Plate Glass front was installed, 
we have enjoyed a marked increase in business. | attribute 
this increase to the attractiveness of the new front... .” 


Drugstore manager F. Dansley, Jr., Camden, Arkansas 





PRODUCTS USED: 


Pittsburgh Polished Plate 
Glass; wine and gray 
Carrara Structural Glass; 
Pittco Premier Store 
Front Metal trimand sash. 
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Store Fronts 
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“Our new front has been a tremendous asset in attracting 
* people to our store... and we feel that our business has 
improved considerably as a result of it. It exceeds our 
expectations as to appearance and pulling power.” 
Clothing store owner R. G. Hammond, 
Parsons-Independence, Kansas 


PRODUCTS USED: 


Pittsburgh Polished Plate 
Glass; Pittco Premier 
Store Front Metal; gray 
and wine Carrara Struc- 
tural Glass; Herculite 
Tempered Plate Glass 
Door and Door Frame 
Assembly. 





Pittsburgh Plate Glass Company 
2188-2 Grant Building, Pittsburgh 19, Pa. 


Without obligation on my part, please send me a FREE copy of 
“How To Give Your Store The Look 


your modernization booklet, 


That Sells.” 
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features. Such watches are too plentifully in existence 
to have any particular value as specimens for watch col- 
lections. 


EPLATING LATHE—I have a Clement watchmaker’s 
lathe that I wish to have re-nickeled. Just heard 
that the manufacturer is not making lathes any longer, 
and cannot take on the job of plating. Can you tell me 
where I could send the lathe for refinishing? There 
are no platers’ shops here, or near here, as far as I can 


learn. (Question No. 6172) P. M. 





Answer—lIt is well to bear in mind that electro- 
plating fine tools and machines is a specialty and a “gen- 
eral” electro-plater who is perfectly competent to handle 
ordinary work such as hardware, plumbing fittings, auto- 
mobile parts, etc., might spoil a watchmaker’s lathe in 
which certain parts, like spindle bearings, should be 
eliminated from the plating, and perfectly flat surfaces 
should be kept flat during preparation for plating. We 
suggest that you write F. W. Derbyshire, Inc., Waltham, 
Massachusetts, and ask whether they would do the job 
for you. If they would not accept it, ask them to sug- 
gest an electro-plater who could do a proper job on your 
lathe. This would make sure of good results and would 
avoid any risk of having your lathe spoiled by a non- 
specialist electro-plater. 


LD CLOCK—An old clock came to our shop for re- 
pairs, an oblong shelf-clock, on which the customer 
would like to know the age and anything else about the 
making of the clock; inside the case is a label with name: 
“Sperry & Shaw, 115 Maiden Lane, New York.” (Ques- 
tion No. 6173) L. G. 


Answer—tThe firm named was in business at the ad- 
dress given, in New York City, between 1840 and 1850, 
or a little later than the latter year. They were not 
manufacturers of clocks, but wholesale dealers, obtaining 
clocks from various manufacturers and putting their own 
labels on most of them. In fact, there is on record an 
accusation against this firm for “selling clocks with faked 
labels of Chauncey Jerome.” The question of who made 
your clock could not be decided without examining the 
clock itself, if then. But the above history give you the 
approximate date of origin, and the age of the clock as 
100 years or more. 





Colleting Idea 


(From page 248) 


World War II, however, did the company begin working 
with certain plastic enamels, which are not ordinarily 
considered adhesives. This led to development of a 
special adhesive which has excellent resistance to all 
cleaning solutions except some of the highly chlorinated 
solvents. 

In assembly, the collet is placed on a flat surface and 
the collet end of the spring is inserted in the slot with its 
turns spiraling out flat on a plate. After careful check- 
ing to make certain of true positioning, a microscopic 
quantity of adhesive is applied to the slot. As this mate- 
rial dries, it shrinks and pulls the spring firmly and 
accurately into the slot. A brief air drying is followed 
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by infra-red drying and the colleted spring is then ready 
for vibrating. 

Special equipment and processes were developed by 
Elgin to make the new method practical for factory use, 
First, a fixture was made to hold the collets and spring; 
during the assembly operation. Next, the device was 
developed to position the springs accurately into the 
collet slots, thus establishing a fine degree of leveling and 
centering. 

Finally, it was necessary to design what is probably 
the world’s smallest “eye dropper” to apply adhesive to 





New collet or spool" around which delicate watch hairspring 
is coiled, is smaller than head of a pin. 


the collet slots, since a major problem was that of how to 
avoid using adhesive too liberally. Since the slot is only 
about the thickness of a human hair, so little adhesive 
is needed that a teaspoonful is all an operator needs for a 
full week. 


HANDLING INSTRUCTIONS FOR NEW HAIRSPRING 
ASSEMBLY 


The following information for trade watchmakers on 
handling hairsprings colleted under the new method 
developed by Elgin has been prepared by the company’s 
research department: 

“Hairsprings should always be handled carefully dur- 
ing cleaning operations to eliminate damage to the spring. 
The hairspring should not be allowed to remain in the 
cleaning solution more than a few seconds, as this 1s 
sufficient time to remove tarnish and oil from the colleted 
spring. The spring should then be dried immediately 
in warm sawdust or warm air. 

“Extensive tests with various types of commercial 
watch cleaning and rinsing solutions on the market today 
have shown that practically all these solvents have a 
negligible effect on the bonding material. A certain few 
commercial solutions, however, contain high percentages 
of active chlorinated solvents which noticeably reduce the 
strength of the bonding material in much the same manner 
as alcohol affects the bond strength of shellac. 

“We therefore do not recommend using cleaning and 
rinsing solutions containing high percentages of such 
compounds as the following: perchlorethylene. trichlor- 
ethylene, tetrachlorethylene and ethylenedichloride.” 
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‘LeCoultre Increases 
'52 Advertising Program 

A decision to expand LeCoultre’s con- 
sumer advertising campaign during the 
coming Fall and Winter seasons, has been 
announced by Everett Mayer, vice presi- 
dent of Vacheron & Constantin-LeCoultre 
division of the Longines-Wittnauer Watch 
Co. 

According to Mr. Mayer, the addition 
of many new LeCoultre jeweler agencies, 
combined with the general increase in 
LeCoultre sales noted throughout the 
country, tend to predict that 1952 will be 
the greatest year of all for this fast-grow- 
ing company. 

LeCoultre will continue its large schedule 
of full pages in Life magazine, and will 
add more pages in the Saturday Evening 
Post and other important national pub- 
lications. 





Ring-Selling Book 
Published by Dason 





Currently being distributed to the Dason 
mailing list and available to all who write 
to Dason on business stationery, is a new 
36-page book created for the purpose of 
showing jewelers how to increase their 
diamond and stone ring business. 

“Each and every page,” says Henry 
Davidson, president of Davidson & Sons 
Jewelry Co., Inc., “is a complete selling 
idea.” 

For a free copy, with no obligation, 
write to Davidson & Sons Jewelry Co., Inc., 
20 W. 47 St., New York 36, N. Y. 





Free Insurance for Gruen 
Ladies’ Diamond Watches 


Starting this Fall, a free insurance 
policy from the underwriters of Lloyd’s 
of London will go to consumer purchasers 
of Gruen ladies’ diamond watches in the 
new “Royalty” series. Every Gruen ladies’ 
diamond watch priced from $97.50 will be 
insured for 12 months against theft, loss 
of the watch or loss of any diamonds in 
the case, 
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Display Piece Features 
Oster Knife Sharpener 





Customers are induced to try the Oster 
double-action electric knife sharpener with 
a new display piece available from the 
manufacturers, the John Oster Mfg. Co., 
Racine, Wisconsin. A small pyramid of 
green cardboard, surmounted by the sharp- 
ener has a chain to which a bread knife is 
attached. The customer is urged to try 
sharpening the knife. 

The Oster sharpener hollow grinds both 
sides of a blade at once, and no skill is 
required. Retail price is $14.95, AC only. 


Model Jewelry Store Exhibit 
Set for ANRJA Convention 


When jewelers convene in New York, 
August 10-14, they will see a model jewelry 
store set down in the midst of the display 
floor at the Waldorf-Astoria hotel. 

Being unveiled at the ANRJA conven- 
tion is a revolutionary exhibit prepared 
by Elgin National Watch Co. and its two 
subsidiaries, Wadsworth Watch Case Co. 
and the Hadley Co., Inc. It incorporates 
important new architectural trends for 
jewelry stores, with particular emphasis 
on merchandising through use of national 
advertising reprints and point-of-sale ma- 
terials. 





Thirty feet long and 16 feet wide, the 
exhibit incorporates the newest type of 
counter display units and shadow boxes. 








Hamilton and International 
Sponsor Television Show 


The Hamilton Watch Co. and The Inter- 
national Silver Co. will sponsor a new 
TV show, “Jewelers’ Showcase,” beginning 
about October 1. It will be telecast weekly 
at night on selected stations in key market 
areas from coast to coast. Each week 
International Sterling and Hamilton Watch 
will alternate as sponsors. 

The program, planned to continue for 
39 weeks, will run the gamut of quality 
entertainment—including drama, mystery 
and comedy. Different stars will serve as 
featured artists from week to week. Of 
a half hour duration, the show will be 
filmed in Hollywood by an outstanding 
producer. Gil Ralston. 





New Timex Sports Watches 


Introduced by U. S. Time 

U. S. Time Corp. has introduced three 
styles of Timex Sports watches which, the 
firm states, are actually waterproof. The 
models retail at $9.95, $10.95, and $11.95, 
plus tax. 





These watches can be purchased open 
stock or in a Timex Assortment No. 4, two 
each of the three styles are mounted on 
an eye-catching orange and black counter 
display designed to attract the sportsmen. 





Columbia Steps Up 
National Ad Program 


C. Benjamin Axel, vice president of 


Axel Bros., Inc., creators of Columbia 
“Tru-Fit” diamond rings, announced 
Columbia’s expanded advertising cam- 


paign in Life, Glamour and Modern Bride, 
during sales meetings on July 1. 

Ads will appear in Life in the October 
20, November 10 and December 8 issues. 
This expanded program is in addition to 
Columbia’s regular schedule of television 
and radio tie-in spots on leading networks, 
plus complete merchandising and promo-~ 
tional campaigns to create store traffic. 
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Certina Watches Featured 
In Versatile Gift Box 





A new development in watch gift pres- 
entation boxes is being offered by the 
Illinois Watch Case Co. with their new 
Certina line of watches. The Certina 
watches will be presented in a jeweler’s 
bronze box lined with blue velvet and 
satin lining. As the cover is lifted, the 
watch is raised and attractively displayed. 

The box itself, which is three dimen- 
sionally embossed and _hand-sculptured 
with a fawn design, can be utlized as an 
attractive jewel box. 





New Design Highlights 
Bosca Billfold Line., 


The new, expanded Bosea line of over 
150 men’s ‘billfolds has been completely re- 
styled and redesigned under the super- 
vision of Orsino and Mario Bosca, present 
heads of the firm. 

A new, leather bound, removable pass 
case with clear plastic leaves is of special 
note. The case is a complete, finished unit, 
leather bound and snap closured, when re- 
moved from the billfold. The new line also 
features stitched, stitchless, and laced con- 
struction, secret currency compartments, 
and much tooled work. 





General Electric Announces 
Special Salesmen Contest 


A special sales contest for distributor 
salesmen will feature the General Electric 


fall sales campaign for electric clocks, it — 


has been announced by A. H. Heitzler, 
G-E clock department sales manager. 

Called the “Dress Up” campaign, the 
contest will run from August 1 through 
September 30, and will offer a wide selec- 
tion of clothing as prizes to participating 
salesmen. Awards will be presented on 
the basis of sales of clocks and clock 
displays. 

Other features of the fall campaign in- 
clude new retail merchandising aids for 
dealers, and a new dating plan for dis- 
tributors. Among the dealer merchandis- 
ing aids are three new clock display 
fixtures, and a four-color clock catalog 
designed for use as a broadside mailer. 





Henry Coehler Moves 
To New Quarters 

Henry Coehler Co., Inc., importers and 
sole U. S. agents for all Junghans products, 
have opened new offices and showrooms at 
101 Fifth Ave., New York. The firm was 
formerly located at 220 Fifth Ave. 
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Blackinton Manufactures 
Sterling Silver Lighters 


R. Blackinton & Co. has been licensed 
by the Evans Case Co. to make and sell 
Evans lighters in sterling silver. At 
present, the Evans “Banner” model may 
be obtained in sterling silver, decorated in 
various cut engine-turned and _ hand-en- 
graved designs. They are styled to match 





R. Blackinton sterling silver cigarette 
cases, compacts, belt buckles, tie clips, 
cuff links, etc. 
Speidel Introduces 
New ‘52 Fall Line 

Four new style creations have been . 


Baker Setting Department 
Moves to Larger Quarters 


Removal of its setting department t 
larger, streamlined quarters has been ap. 
nounced by Baker & Co., Inc., refiners oj 
precious metals. The change to its ney 
site of operations at 850 Passaic Aye, 
Newark, N. J., was completed on July |, 

The relocation move was prompted by 
the need to expand production facilities 
and working space in order to fulfill the 
requirements of the jewelry industry 
which have steadily mounted in recent 
years, the.company explained. 








added to Speidel’s extensive watchband | 


line for men and women. The new Speidel 
“Cobblestone” for men introduces a new 
massiveness of line and masculine rug- 
gedness. 

There are three new Speidel bands 
for women: “Raindrop,” “Firelight” and 
“Petti-Point.” To show their new bands 
to best advantage, Speidel has come up 
with an unusual set of window display 
units. These units are artistically fashioned 
with colorful wire frames and rich back- 
grounds. 
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Above, is Speidel’s new wire display 
frame featuring the “Cobblestone.” 





Gladding, McBean & Co. 
Expands Sales Activities 


Gladding, McBean & Co. will step up 
the pace of its Franciscan dinnerware 
promotional activities, president Fred B. 
Ortman announced recently. As the first 
move in this new program, all Franciscan 
advertising, publicity and public relations 
is being concentrated in New York in the 
Catherine Oglesby Agency. 

“Our current and long range plans call 
for further expansion of the research, de- 
velopment and sales activities of Francis- 
can dinnerware. We realize that it is all 
the more necessary that the trade and 
consumers be kept informed of new devel- 
opments,” Mr. Ortman said. “We believe 
this can be done most effectively through 
close integration of advertising, publicity 
and public relations, coordinated in one 
location rather than in two as is presently 
the case.” 





Lucien Piccard Watches 
Schedule Style Magazines 


A greatly increased advertising program 
—adding Vogue and Esquire—was an. 
nounced by A. Blumstein, head of Lucien 
Piccard Watches in New York. Vogue 
and Esquire were selected by Mr. Blun- 
stein because these magazines feature style 
and are in keeping with the original design 
of Lucien Piccard Watches. These ads will 
appear in the December issues and will 
be 4 page size. | 

To tie-in with this national advertising, 
Lucien Piccard Watches will make avail- 
able a complete new series of newspaper 
mats, window displays and merchandising 
aids. 





American Gem Society 
Launches Ad Campaign 


An important advertising program was 
launched recently by the American Gem 
Society in The Christian Science Monitor. 
The ads advise readers to seek the “advice 
of someone familiar with all the intricate 
phases of judging fine diamonds, someone 
trusted and respected by the community 

. a Registered Jeweler, American Gem 
Society.” 

Readers are offered a free booklet which 
contains information about gems and sil- 
verware and a list of Registered Jewelers. 





Comb and File Sets 
Featured in New Display 





A new display unit which features ster 
ling comb and file sets for men and women 
has been created by Felmore Co., Prov 
dence, R. I. The items illustrated retail 


| from $3.50 to $8.00. 
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Two Bulova Executives 
Return from West Coast 


Emanuel Hochman and Simon C. Gersh- 
ey, Bulova Watch Co. vice presidents, re- 
cently returned from a ten-day California 
trip. Both men were at the company’s 
west coast sales meetings at which com- 
plete lines of Bulova and Westfield watches 
were shown. 

Mr. Gershey, as the result of visiting 
jewelers throughout the San Francisco and 
Oakland areas, said, “I am very pleased 
over the optimism displayed by jewelers 
over business prospects for this fall.” 





Seth Thomas Introduces 
New Models for Fall Campaign. 


Seth Thomas announces the introduction 
of four new watches and three clocks to 
spotlight their Fall campaign: A vast sup- 
porting advertising and merchandising 
program has been planned for the last six 
months of 1952. 

To back the new watches and clocks, 
ads, most of them in full color, will appear 
in Life, Saturday Evening Post, Ladies’ 
Home Journal, Living For Young Home- 
makers, etc. In addition, radio scripts, 
newspaper ad mats, and glossy photographs 
are available free on request. | 
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Above, the No. 10 selector display is 
given free with the purchase of 10 watches. 
The Christmas overlay (as shown) will 
be shipped automatically in time for. the 
holiday selling season. 





Ground Broken in Elgin 
For New Silbert Plant 


Ground was broken recently in Elgin, 
Ill, for a new factory being built by M. 
J. Silbert & Co. The new plant will pro- 
vide 5280 square feet and will be totally 
air-conditioned the. year around with par- 
ticular:emphasis on humidity control for 
employee comfort and production effici- 
ency, 

According to Marshall Silbert, president, 
the building is urgently needed to keep 
pace with expansion of the business and 
to provide more suitable quarters for the 
many delicate operations required in hair- 
spring vibrating and dial refinishing. 
Proper humidity control and air-condition- 
ing are of extreme importance in this type 
of service, 


FOR AuGusT, 1952 


‘series of clinics held recently in Toronto 








Bates Dis-Pla-O-Bloc Utilized by New England Jeweler 
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When Bates Dis-Pla-O-Bloc was first introduced, Stanley C. Atwell, Atwell Jewelers, Middle- 

town, Conn., created the above window display. Mr. Atwell stated, "Our initial experience 

with Dis-Pla-O-Blocs was a decided success. We have continued to use all or parts of the 

display every week since their first showing." Bates Dis-Pla-O-Bloc material is completely 

versatile, inexpensive and can be set up without professional help. The different units 
may be re-grouped and re-used countless times. 





Canadian Jewelers Attend ( Free Display Unit 
Palladium Casting Clinics | Offered by Jacoby-Bender | 


A successful technique of casting pal- 2 ie. 
ladium was demonstrated to a large group j : ° 
of Canadian jewelry manufacturers at a . AK a 

SOLOEN Wige | 


at the Ryerson Institute of Technology. : Sishions SF heaest 
The clinics, sponsored by Baker Plati- Vi eee 
num of Canada, Ltd., and International | 
Nickel Co. of Canada, Ltd., were directed | 
by William Kull, representing Baker & Co., | 
Inc., refiners of precious metals, Newark, 
N. J. More than 45 representatives from 
17 Ontario and Quebec jewelry firms 
viewed the demonstrations in which Mr. | LTT Se 
Kull centrifugally cast several rings and cantons 
mountings by the “lost wax” method: 
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New Watch Commemorates 
Tissot's 99th Anniversary 


Authorized Tissot dealers throughout the 
U. S. join in honoring Chs. Tissot & Fils, 
S.A.. of Le Locle, Switzerland, on the 
occasion of this factory’s 99th anniversary. 
Established in 1853, the Tissot firm has 
brought out for this occasion the T99, a 
new, 14Kt. gold precision water-resistant 
automatic watch. 


Jacoby-Bender, Inc. has introduced a 
new dispay unit featuring the Golden Wisp, 
the telescopic’ full expansion band for 
ladies. The display is in the form of a 
cushion which is made of mulberry colored 
silk velvet dnd trimmed with heavy gold 
cord and tassels. The cushion is padded 
and is provided with special attachments 
which hold the six bands in place. 

There is no charge for this small and 
compact display unit. It is supplied free 
through wholesalérs with the purchase of 
6 bands. 
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: Shriro Watch Enlarges 
| National Advertising 


Morris Feldman, vice president of Shriro 
Watch, Inc., announced a greatly increased 
: Sandoz campaign in Life magazine. This 

; — a campaign started in May with space 

For point-of-sale, each T99 is delivered scheduled for the September 1, November 
with an individual, dynamic window dis- 10 and December 1 issues. Mr. Feldman 
play and a new, exclusive watch box with further announced continued and enlarged 
reversible hinges. The Tissot watch retails plans for Life advertising for next year. 
at $150 and is distributed in the U. S. Sandoz watches are distributed through- 
by the Holzer Watch Co., New York. out the world by Shriro Watch, Ine. 
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Calvert Watch President 
Returns from European Trip 
J. L. Grant, president of Calvert Watch 


Co., has returned from a 5-week trip to 
Europe. Mr. Grant visited England, 
France, Italy and Switzerland. In the 
latter country he consulted with leaders 
of the watch industry to ascertain the 
status of Swiss exports to this country. 
Due to the economic recovery of many 
world markets, the demand for Swiss 
watches has broadened resulting in long 
delivery dates on American orders. 
“American importers,” said Mr. Grant, 
“must place their orders at least a year 
in advance of their requirement dates.” 
Mr. Grant added that he had seen a 
number of new and interesting watch de- 
signs and mechanisms being developed. 





Palladium Emblem Line 
Gets Favorable Response 


The favorable response by retail jewel- 
ers to the new De Luxe line of fraternal 
emblems recently introduced by Irons & 
Russell Co. “clearly indicates that this 
collection has unique promotional poten- 
tialities,” according to William E. Smith, 
president of the firm. 

In a letter mailed to dealers throughout 
the country, Mr. Smith notes that “the 
trade’s reacton has completely justified our 
faith that palladium was the proper me- 
dium for the successful launching of our 
new De Luxe emblem line.” 





Tudor Plate Sponsors 
“Give-Away’ Promotion 





Oneida Ltd. has just announced that 
Tudor Plate is being provided with a new 
promotional tool. With each purchase of 
a 6l-piece service of Tudor Plate, cus- 
tomers are given a matching sugar and 
cream set. The service retails at $49.95. 

To help dealers sell this offer, Tudor 
Plate has made available a wide selection 
of free newspaper mats. 





Back-To-School Promotion 
Slated by Elgin in August 


A series of 17 “youth-tested” watches is 
being introduced by Elgin National Watch 
Co. this autumn to help jewelers capital- 
ize on the back-to-school shopping season, 
it was announced by A. L. Rowe, vice 
president. 

To stimulate consumer interest Elgin 
will use a full-page back-to-school ad in 
the August 18 issue of Life. Elgin has 
also prepared an 1l-piece back-to-school 
window display kit, a wide selection of 
newspaper mats and a series of radio an- 
nouncement scripts, all available to jewel- 
ers participating in the program. 
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Longines Counter Pad 
Prepared for Jewelers 





A perfect setting for the display of fine 
watches is the crimson velvet cushion of 
the Longines-Wittnauer Watch Co.’s new 
counter pad for the jeweler. Under the 
cushion, a book of tissues offers the jewel 
handy wrapping material for small jewelry 
items. Closed, the gold-stamped, simulated 
leather cover adds a touch of luxury to the 
jeweler’s counter. 





Cory Announces Extensive 
Fall Advertising Campaign 


Cory Corp. has announced the launch- 
ing of a 4color gift advertising campaign 
in McCall’s magazine for the Fall and 
Christmas gift season. The campaign will 
consist of %4 page, full color gift ads, four 
ads to run in each issue. 

Featured in the ads will be the Cory 
automatic coffee brewer, the Cory glass 
coffee brewer, the Nicro stainless steel 
coffee brewer and the Cory electric knife 
sharpener. The campaign will be sup- 
ported by extensive trade paper advertis- 
ing and trade mailings beginning in Sep- 
tember. 





Flex-Let Introduces 
Display Merchandisers 


The Flex-Let Corp. is now offering to 
jewelers a handsome, matched set of watch- 
band merchandisers. Aptly named “Show 
’N Sell” merchandisers, these presentation 
cases are available free of charge with an 
order for a best-selling assortment of 19 
Flex-Let bands. 








All three cases are leather-bound and 
hand-tooled. Each unit serves as a watch- 
band fashion show, right at the jeweler’s 
fingertips, for a quick and impressive pres- 
entation. Above is one of Flex-Let’s mer- 
chandisers. 





Sheaffer Pen Wins 
Counter Display Contest 


The Sheaffer Pen Co.’s “Wig-Wag” dis. 
play was recently judged the best counter 
display of the year by the Chicago Fed. 
erated Advertising Club. The Sheaffer dis. 
play was entered in the Point-of-Sale diy). 
sion of the club’s Tenth Annual Awards 
Competition. 

The “Wig-Wag” display combines both 
motion and light powered by a single hat. 
tery. The display ties in with the firm's 
national advertising slogan, “Every minute 
23 more people switch to new Sheaffer's 


TM (Thin Model).”: 





Sales Training Booklet 
Prepared by Rolfs 


“Leather Logic,” a new sales training 
booklet, is mailed out monthly to retailers 
by Rolfs, West Bend, Wisconsin. The 
booklet deals with personal leather goods 
problems at point-of-sale and offers many 
helpful suggestions for both sales personnel 
use and for display suggestions... Because 
it is sent monthly, timely selling sugges. 
tions for the many important events during 
the year are included. 

“Leather Logic” combines easy to read 
selling suggestions and articles on various 
leathers with ample cartoon examples to 
make it an inviting booklet for sales per. 
sonnel to read. 





Feature Ring Display 
Reported a Success 





Henry Peterson, president of Feature 
Ring Co., reports that the above display 
has been a successful aid in helping jewel- 
ers increase their diamond ring business. 
Each of the three units can be used sepa- 
rately. The stands are designed to feature 
the new Feature Lock box. 

For information on these and _ other 
Feature Lock displays, contact your Feature 
distributor or Feature Ring Co., Inc., 130 
West 46 St., New York 36, N. Y. 





Elgin American Develops 
improved Mirror Process 


The research laboratory of Elgin Ameri- 
can (Division of Illinois Watch Case Co.) 
announces the adoption of a new process 
for the manufacture of mirrors used in the 
Elgin American and American Beauty line 
of products. 

This new process enables Elgin Ameti- 
can to produce mirrors of long lasting 
quality. Solutions are prepared by the 
company’s chemists to assure uniformity 
since extreme care is necessary to obtain 
the excellent results of this new process. 
The protective coating developed entirely 
eliminates the “bloom out” or “cloudy” 
spots, 
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Pan American Contests 
Feature Bulova Watches 


This year’s Pan American Airways load 
event will feature Bulova Watch as the 
official timepiece. Throughout the country 
this annual miodel plane contest is held 
for boys ranging in ages to 22 years. Pan 
American presents Bulova watches as prizes 
and Bulova timers are being used in cer- 
tain areas in the country. 

Jewelers tied-in with local contest and 
displayed special traveling displays sup- 
plied by Bulova. 





Monthly Newsletter Issued 
By Baltimore Wholesaler 


Max Kohner, Baltimore wholesaler sell- 
ing to Southern jewelers, is mailing a 
monthly newsletter to the retail trade. 
Called “Over the Counter . . . with Koh- 
ner,” it is prepared by the I. A. Goldman 
Advertising Agency. 

Requests for copies should be sent to 
Max Kohner, 21 West Baltimore Street, 
Baltimore 1, Maryland. 


M.F.G. Introduces New 
Watch Bracelet Series 
M.F.G. Watch Band Co., Inc., New York, 


is introducing a new line of Admiral ex- 
pansion watch bracelets for boys and girls. 
Sized for the younger generation, but styled 
in the “grown-up” manner based on the 
regular Admiral line, these bracelets are 
available with yellow or white 1/20 10K 
gold-filled top and stainless steel back. 
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Each bracelet is carded, and a colorful 
easel display piece, designed to show six 
of the cards, is provided for window or 
counter use. 





instructive File Folder 
Prepared by Pre-Vest 


A handy file folder packed with instruc- 
tions for using PV _ investments, prices, 
and data characteristics is available from 
Pre-Vest, Inc., 23420 Lakeland Blvd., 
Cleveland 17, Ohio. 

The standard 9” x 1114” manila file 
folder is imprinted with general data on 
PV investments for precision casting. Each 
request for information is handled indi- 
vidually, and data applicable to the inquiry 
is inserted in the folder for ready reference. 
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Gruen Selects Models 
For School Promotion 
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Specially featured for jewelers’ back-to- 
school promotions are the above Gruen 
watches selected as favorite styles by teen 
agers. For him, the Gruen Ristmaster, 
$45; for her, the dainty Gruen Bernice, 
$49.75. 





Horolovar Introduces New 
400-Day Mainsprings 


Horolovar 400-day clock mainsprings 
are now available to clockmakers and 
material houses. Made in England of the 
finest grade steel, they are evenly tempered 
throughout their entire length. For the 
convenience of the clockmaker, each spring 
is coiled to a diameter small enough to 
slide into the barrel easily without the 
need of a mainspring winder. 

Retail price of the Horolovar mainspring 
is $1.50. They are available only through 
material houses or direct from The Horo- 
lovar Co., Box 299, Bronxville, N. Y. 





Eterna-Matic Scores Hit 
At Swiss Fashion Show 

A smart Fall fashion timepiece seen at 
the New York and Basle, Switzerland, 
Watch Fashion Shows is the self-winding 
Eterna-Matic pocket watch which doubles 
as a decorative lapel timepiece. The watch 





artfully combines the technical horological 
advances of 1952 with the charming pin-up 
fashions of Grandma’s day. 





Libbey Glass Opens 
Seattie Branch Office 


A branch office has been opened in 
Seattle by Libbey Glass, division of Owens- 
Illinois Glass Co., Toledo, Ohio. 

William M. Beckler, general sales mana- 
ger, announced that Donald A. Marquis, in 
charge of Libbey’s San Francisco branch 
since 1944, has been named manager of 
the Seattle office. He will be succeeded by 
Paul F. Zimmerman. 





Material Kits Prepared 
By Longines-Wittnauer 


It is now possible for the watchmaker 
to have at his hand, ready for instant use 
when he needs ii, each of the most fre- 
quently needed parts for Longines, Witt- 
nauer, and LeCoultre watches. 

Three kits have been prepared by Lon- 
gines-Wittnauer, each containing the main- 
springs, balance staffs and winding stems 
of every active model of these watches. 
These kits are available to jewelers 
through authorized Longines-Wittnauer 
material distributors. 


New International Products 
Set for TV Advertising 


A Fall selling drive on International 
Silver Co.’s newly-perfected International 
Silver Polish and International Prevent 
Tarnish Cloth will get off to a fast start 
with personal selling by TV star Dave 
Garroway on his NBC network production, 
“Today,” beginning September 29. 





Dave Garroway will demonstrate the 
effectiveness of the polish and then refer 
to the Prevent Tarnish Cloth or Bags as 
the way to keep silver bright and clean. 
He will wind up his commercial with an 
invitation to the listener to go to the local 
silverware dealer for a free sample bottle 
of the polish. 





Rodania's Fall Campaign 
Includes Ads in Life 


As part of Rodania’s Fall campaign, 
4-page, four color inserts and Life ads 
will illustrate the newest Rodania watches 
announced Kurt Schwab, president of 
Rodania Watch Co., Inc. of U. S. and 
Canada. The insert is designed to serve 
as catalog pages for Rodania wholesalers. 

The first Rodania Life ad featured the 
new 25 jewel automatic wrist watch which 
was originated by the Rodania factory in 
Switzerland. This ad will be followed-up 
by additional Life ads during the Fall 


season. 
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Heavy Ad Program Backs 
Rolfs ‘Trend’ Billfolds 
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Rolfs, West Bend, Wisconsin, are back- 
ing their new ladies’ billfold “Trend” with 
half page ads this fall in The Saturday 
Evening Post, Mademoiselle, Colliers, 
Vogue and Seventeen. Promotional sup- 
port also consists of a number of display 
aids including the above counter unit. 

The display unit is available free to all 
dealers. 


——< -____@ 


Telechron Holds Annual 
Marketing Conference 


The annual Marketing Conference of 
Telechron Department, General Electric 
Co. was held from June 22 to 27 at French 
Lick, Indiana, with more than 80 execu- 
tives and members of the national market- 
ing organization in attendance. 

Six new models of Telechron 
clocks and a sales promotion program 
built around a consumer and a dealer 
contest were announced. More advertising 
will feature the consumer contest than 
was run in support of last year’s highly 
successful contest. 


electric 
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Mautner Turntable Runs 
On Flashlight Batteries 


The Mautner Co., Inc., announces the 
availability of a new animated dry-battery 
turntable. Two flashlight batteries revolve 
this turntable for two months before they 
need to be replaced 





Inside view of the turntable shows simple 
arrangement of the easy-to-change flashlight 
batteries. 


This all-metal turntable holds 6 pounds 
easily, yet only weighs 114 pounds itself 
with batteries inside. Only a limited quan- 
tity of these turntables are available at 
$8.75 each, f.o.b. N.Y.C. For further in- 
formation, write directly to the Mautner 
Co., Inc.. 20 W. 47 St., New York 36, N. Y. 
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Speidel Sponsors 
Summer TV Program 


Speidel Corp., sponsors of “What’s My 
Name” featuring Paul Winchell and Jerry 
Mahoney on alternate Monday nights 
(NBC-TV) from 8:00-8:30 PM, announced 
a special new summer show, “Masquerade 
Party,” same time and _ station, which 
started July 14th. Paul and Jerry are on 
their summer vacation. 

The new Speidel show features Bud 
Collyer as master of ceremonies and has 
a panel including Peter Donald, Ilka 
Chase, John S. Young, and Madge Evans 
or a guest star as panel member each week. 

Famous celebrities appear in disguise 
before the panel and the idea is for the 
panel to learn the identity of these mas- 
queraders. Five minutes is allotted the 
panel to penetrate the celebrity’s disguise, 
and for each second the panel uses up, 
one dollar is paid to the masquerader’s 
favorite charity. To add further interest 
to the show, each disguise is a clue to 
the identity of the visitor. 





Air Express Industry 
Celebrates 25th Year 





The Air Express Industry and 31 sched. 
uled airlines will celebrate the 25th anni- 
versary of Air Express on Sept. 1, Air 
Express Division of Railway Express 
Agency, N. Y., announced recenty. 

The first full-scale air express. experi- 
ment, above, took place November 14, 1919. 
A plane load of air express shipments were 
placed aboard a four-engine Handley Page 
World War I bomber at Mitchell Field, 
New York, by American Railway Express. 
Head winds and engine trouble forced the 
plane down in a rough field at Mt. 
Jewett, Pa. 

Today over 20,000 communities located 
off the airline routes enjoy air express 
service through the coordination of rail 
and air facilities of the Air Express Divi- 
sion of Railway Express Agency. 





Remington Rand Issues 
Burglary Protection Booklet 


A new booklet on burglary protection 
describes how the Remington Rand Money 
Chests protect money and valuables and 
reduce burglary insurance rates. These 
chests are made of heavy tough steel and 
are equipped with sturdy combination 
locks or timelocks. They come in a variety 
of sizes designed for special purposes, 
ranging from 175 pounds to over two tons. 

Further details can be secured free by 
writing for Booklet SC 675 to Remington 
Rand Inc.. 315 Fourth Ave., New York 
10, N. Y. 
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Girard-Perregaux Watch 
Awarded by Jean Graef 





Winner of the gold Girard-Perregaux 
watch for which Greater New York Fund 
contributors received chance tickets, was 
Magda Magda Malavazos, who accepted 
her prize from Jean Graef, president of 
Girard-Perregaux. 





Westinghouse Prepares 
Electric Appliance Promotion 


Backed by the three million dollar West- 
inghouse political television and radio pro- 
grams from July 6 to election night returns 
on November 11, the appliance specialties 
department of the company’s Electric Ap- 
pliance Division launched an intensive sales 
drive in July. 

The program, called “Get on the Band- 
wagon,” is reported the biggest industry 
promotion ever staged for electric house- 
wares, fans and vacuum cleaners. Details 
are now being told to distributor executives 
by two teams of Westinghouse officials. 





Clyde Everett has been named south- 
ern sales manager for the W. A. Sheaffer 
Pen Co., it was announced recently by 
R. H. Whidden, vice president and gen- 
eral sales manager. 


_—— 





Landers, Frary & Clark announces the 
appointment of Herbert E. Granzin, 5t. 
Paul, Minn., as district manager of its 
electric housewares division in Minnesota, 
North and South Dakota and western Wis- 
consin, replacing Ralph Woodward. 

Joseph J. Luria, President of L. Luria & 
Son, Inc., 160 Fifth Avenue, New York 10, 
New York. recently announced the appoint- 
ment of Henry Marks to the firm’s sales 
staff. 

Mr. Marks, who has had extensive ex- 
perience in the jewelry industry, will travel 
the southern territory of the United States 
including Alabama, Tennessee, Louisiana, 
and Mississippi. 
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News of Personnel 





Lou Jacobs has been named to repre- 
sent Harwood Mfg. Co. and Waite Evans 
“Mfg. Co., divisions of W & H Jewelry Co., 
Providence, R. I. Mr. Jacobs will head the 
frm’s new office at 580 Fifth Ave., N.Y.C. 
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LOU JACOBS 0. W. GORNALL 
WEH Jewelry Co. Towle 





J.P. DOYLE 
Towle 


J. L. MORROW 


Towle 
Towle Silversmiths announce the appoint- 
ment of O. Wendell Gornall as assistant 
general sales manager with headquarters 
in Newburyport, Mass. Joseph L. Morrow, 
Jr., southern regional sales manager with 
headquarters in Atlanta, Ga., has added 
to his territories: Kansas, Missouri, IIli- 
nois, Indiana, Tennessee and Kentucky. 
Joseph P. Doyle, Jr., has been made west- 
ern regional sales manager with headquar- 
ters in Chicago. 
David L. Oren, a resident of Los An- 
geles, is now representing the mounting 
and finding line of Karlan & Bleicher. In 


DAVID L. OREN 


Karlan & Bleicher 





addition, Mr. Oren will also represent The 
Falcon Stone Ring Mfg. Co., Inc., a division 
of Karlan & Bleicher. He will occupy offices 
‘at the firm’s Los Angeles branch. 
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Max Hindin, Milwaukee, Wisc., has 
been appointed midwestern sales manager 
by the Leo Heilbrun Co., Inc., 351 W. 
52nd St., New York. Mr. Hindin, a Heil- 
brun representative for the past three years 
in Iowa. Minnesota, Wisconsin, South and 
North Dakota, will expand his activities 
to Illinois, Indiana, Michigan. Missouri, 


Nebraska and Ohio. 





William H. Rice, formerly a field mer- 
chandising specialist with Foote, Cone and 
Belding advertising agency. has joined the 
sales division of Elgin National Watch 
Co., W. D. Evans, general sales manager, 
announced recently. Mr. Evans also an- 
nounced the appointment of new field rep- 
resentatives. 

Ransom C. Chamberlain has _ been 
named to the Cincinnati post: John 
Janssen is Elgin’s new representative in 
the Columbus, Ohio, area; Henry C. 
Kirby has been assigned the Los Angeles 
area. 





WILLIAM RICE 


R. C. CHAMBERLAIN 
Elain ; 


Elgin 





H. C. KIRBY 
Elgin 


JOHN JANSSEN 
Elgin 


-—_—_- - —— 


Ide Jewelry Co., Inc., announces that 
Morry Auerbach has become a member 
of the firm, having assumed the interest of 
the late Benjamin Dubin. Mr. Auerbach. 
who was formerly with Coro, Inc., will 
cover the eastern section of the U. S. 


Martin Rosen has joined J. J. Kagan 
& Co., Los Angeles, as a field salesman. 
He will be at the ANRJA convention in 
New Yotk with Irving Hellman, Kagan 
sales manager. 





| 





L. R. Olsson is now associated with the 
Wallenstein Mayer Co. of Cincinnati and 
is calling on the trade in Ohio, Kentucky, 
Virginia and West Virginia. Mr. Olsson 
was formerly connected with M. A. Mead 
Co. and Waltham Watch. 





L. B. EPSTEIN 


Bulova 


L. R. OLSSON 
Wallenstein Mayer 





JOSEPH LICHTMAN 


Bulova 
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ulova 


John H. Ballard, president, Bulova Watch 
Co., Inc., has announced the addition of 
three new Bulova sales representatives. 
Lewis B. Epstein will cover western Ohio 
and parts of Kentucky: Edward Jacobson 
will travel portions of Ohio and western 
Virginia; Joseph Lichtman’s territory for 
Bulova will be the western part of West 
Virginia and Kentucky. 

Joseph Klein has been added to the 
sales staff of the Benrus Watch Co., it was 
announced by S. Ralph Lazrus, _Benrus 
board chairman. Mr. Klein has been as- 
signed the territories of West Virginia and 
that of Pennsylvania west of Harrisburg. 


JOSEPH KLEIN 


Benrus 





Walter Lampl. 608 Fifth Ave., New York, 
announces that J. J. Solomon has been 
appointed West Coast sales representative. 
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Special Notices 


“Situation Wanted”—Regular t only $1.50 
Grst 25 words; additienal onde ae a the per 
werd. Heavy type $6.00; additional words 25 
cents per word. 

“Help Wanted”—*“Lines Wanted” and “Side 
Lines’’ ular type $3.00 first 25 words. Ad- 
ditional words 15 cents per word. Heavy type 
$6.00 first 25 words; additional words 25 cents 
per werd. 

All other headings—regular type $6.00 first 
25 words; additional words, 25 cents per word, 
Heavy type $10.00 first 25 words; additional 
words 30 cents per word. 

Name, address, initials and abbreviations 
count as werds and are charged for as part of 
the advertisement. If answers are to he fore 
warded, 20 eents extra to cover postage must 
be enclosed. Remittance with order. 

Not subject to agency commission. 


Advertising matter addressed to classified ad- 
vertisers will not be delivered. 


Special netice forms cl 10th of th 
ceding month, — : — 


To avoid unnecessary correspondence mem- 
tion your location in the advertisemert. 


All answers will be directed care Jewelers’ 
Circular-Keystone, unless otherwise instructed. 


In answering ads. do not enclose original 
letters of re endati 


Jewelers’ Circular-Keystone 
100 E. 42nd St., New York 17 











Situations Wanted 





EXPERIENCED diamond setter, jewelry 
repairer and block engraver. Charles 
Klein, 211 W. Alva St., Tampa 3, Fla. 





LAPIDARY; cutter and polisher of pre- 
cious and semi-precious stones; all 
around man; 35 years’ experience. Ad- 
dress “A., 710,” care J C-K. 





BOOKKEZPER, full charge, accounting 
background; heavy experience; highly 
efficient, above average. Address “R., 
2926,” care J C-K. 





REGISTERED jeweler, A. G. S., 18 years’ 
experience in fine jewelry, silver, etc., 
wants position: available at once. Ad- 
dress “F., 633,” care J C-K. 





SALESMAN-manager; 22 years’ experi- 
ence on Fifth Ave. with top retail 
firms, seeks position upstate New York 
ry Westchester. Address “K., 729,” care 





MANAGER-salesman, thoroughly experi- 
enced in every phase of jewelry busi- 
ness, presently employed; willing to 





re-locate. Address “S., 695,” care 
J C-K, 
WATCHMAKER, _ salesman, estimator, 


window dresser, buyer; good education ; 
25 years’ experience; personal inter- 
view arranged. Address ‘‘Watchmaker,” 
7 Oak St., Albany, N. Y. 





ee EE 


WATCHMAKER, sales and manager 
qualifications; 20 years’ experience ; 
ie > S. graduate; chronographs, clocks 
and ring sizing; no bad habits. Ad- 
dress “R., 669,” care J C-K. 





JEWELER ; 10 years’ experience on plati- 
num, gold; can do light special orders 
and repairing; no setting; wishes posi- 
tion; moderate salary. Address “J., 
726,” care J C-K, 





ENGRAVER, young man, graduate, with 
some experience, at present employed, 
seeks opportunity with engraver; sal- 
ary secondary; prefer Metropolitan 
area. Address “N., 666,” care J C-K. 





AGGRESSIVE, retail jewelry salesman 
seeks new position in Metropolitan New 
York area; can dress window and han- 
dle special order work. Address “C., 
739,” care J C-K. 





MANAGER-supervisor, successful back- 
ground, including outstanding results in 
large unit of top credit chain; $12,000 
er - Address “T., 662,’’ care 





COMBINATION, certified Master watch- 
maker, diamond setter and jewelry re- 
pairer, available immediately ; west and 
southwest preferred. Address “‘N., 643,” 
care J C-K. 





DIAMOND setter; 32 years’ experience, 
wishes relocate anywhere West Coast, 
California to Washington; finest work 
in platinum and gold; best of refer- 
ences.. Address “V., 650,” care J C-K. 





FIRST class watchmaker, 44, married, 
one child; 26 years’ experience, desires 
position in small Pacific coast town, 
with opportunity to buy store later. 
Address “K., 688,” care J C-K. 





WATCHMAKER;; fine accurate workman, 
with 30 years of experience, who times 
closely, is seeking position with estab- 
lished concern. Address “C., 1035,” care 
J C-K 





CREDIT manager, well-known in the 
trade, until recently with country’s 
largest jewelry wholesaler, presently 
available, sales-minded; will travel. 


Address “A., 709,”’ care J C-K. 





MANAGER-salesman ; truly qualified 
most successful voluminous installment 
operation; outstanding diamond mer- 
chandiser; in his middle forties; very 
finest reference. Address “D., 713,” 
care J C-K. 





BOOKKEEPER, young woman, assistant 
to owner in jewelry office; capable tak- 
ing complete charge; experienced ex- 
ecuting general daily routine, wholesale 
o1 manufacturing office. Address “O., 
667,° care J C-K., 





DIAMOND man seeks position with repu- 
table wholesaler, loose goods house or 
manufacturer, very capable and person- 
able; six years’ experience; finest ref- 
erences; go anywhere. Address “B., 
656,” care J C-K. 





YOUNG, diamond man, ambitious and 
energetic, experienced all phases of 
polished goods, wishes permanent posi- 
tion with fine house; presently em- 
ployed; willing to travel. Address “A., 
655,” care J C-K. 





YOUNG woman, F. C. bookkeeper, selling 
ability, thoroughly experienced every 
phase diamond and jewelry business, 
seeks position diamond house; Metro- 
we" area. Address “K., 721,” care 
J C-K. 





BOOKKEEPER-accountant; top execu- 
tive; correspondence, credits, collec- 
tions; expert knowledge of office and 
merchandise, exceptional record; seek- 
ing responsible position. Address “E., 
674,” care J C-K. 





WATCHMAKER; 20 years’ experience 
with leading jewelers; competent; ca- 
pable; manage department or bench- 
work; excellent references; age 44; 
South preferred. Address “T., 696,” 
care J C-K. 





WATCHMAKER; 20 years’ experience, 
desires change, West or Southwest, in 
store where quality work is appreci- 
ated; capable of performing all types 
of watch, clock and light jewelry re- 
pairing. Address “L., 681,” care J C-K. 








POLISHER-lapper; 20 years’ e 
gold and platinum watch “oa 
tachments, bangle, enamel bracelets 
etc.; capable of taking or building re 
plete department. Address “LL, 799 
care J C-K, 





Le 

SUPERVISOR, merchandiser, buyer: d 
partment store or lease operation: yo, 
ume minded specialist who Produces 
astounding results, earns top Salary: 
Midwest, go anywhere, prefers (aj. 
fornia. Address “M., 683,” care J C-K 








MANAGER, age 38, married; 20 yearg 
thorough experience credit and cash 
business; presently executive with 
credit chain; desires responsible per. 
manent position with future; Pacific 
Coast. Address “D., 758,” care J C-K 








JEWELER; experienced, presently em. 
ployed, desires change; jewelry repair. 
ing, diamond setting, hand or machine 
engraving; watch repairing experience 
also; moderate salary. Address “A, 
725,” care J C-K. 








MANAGER; young woman, desires con- 
nection reliable concern, responsible 
capacity ; varied experience, books, cor- 
respondence, merchandise-selling abil- 
ity ; accustomed execute important mat- 
ters. Address “‘W., 745,” care J C-K. 








GENERAL manager; 25 years’ retail 
managerial experience; higher sales 
and more net profit without harming 
your prestige; $8,500; college graduate: 
——- Address “G., 468,” care 
J - 








EXPERIENCED diamond assorter, ring 
picker; excellent references; _trust- 
worthy, versatile, adaptable and am- 
bitious; desires to connect with repu- 
table diamond jewelry concern. Address 
“K., 451,” care J C-K. 





WATCHMAKER-foreman, take complete 
charge of watch casing and repair de- 
partment for importer; knows produc- 
tion technique; presently employed by 
New York City importer; salary sec- 
ondary. Address “K., 529,” care J C-K. 





POLISHER-lapper, expert, all round, ¢a- 
pable of taking complete charge hand 
made or production; 15 years’ experi- 
ence, mostly on watch cases, attach- 
ments, bangle bracelets, etc.; finest 
references. Address “G., 561,” care 
J C-K 





MANAGER, 41, employed, seeks greater 
incentive; top personality, diversified, 
New York, small town experience, sales, 
credits, displays, advertising, promo- 
tions; responsible family man; $100 
plus percentage. Address “E., 715,’ 
care J C-K. 





FIRST class gift shop and jewelry man- 
ager, able saleswomar, good window 
trimmer; excellent direct connections 
Scandinavia, Southern Europe, desires 
relocation, preferably Texas or Louisi- 
ana. Address “Success, 730,” care 
J C-K, 








MANAGER, age 46, married; 25 years 
experience credit jewelry line ; thorough 
knowledge selling, buying, window 
trimming, credits, collections, promo- 
tions, etc.; presently employed ; South- 
ern California preferred. Address “H., 
724,” care J C-K. 








MANAGER, 15 years’ experience every 
phase credit business; outstanding 
salesman and promoter; proven ability 
to train personnel; have reached peak 
in present chain, desire new horizon: 
200 mile area Newark, N. J. Address 
“TT. 742,” care J C-K. 

TOP notch responsible salesman-man- 
ager, age 47, desires position with live- 
wire organization; “know how” every 
phase of business; 25 years’ experience 
as jeweler, salesman, formerly importer 
of Swiss watches: preferably inside 
New York City; best references. Ad- 
dress “B., 701,” care J C-K. 


a 
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SITUATIONS WANTED—Continued 








KER, experienced in _ large 

ofan orga department, all kinds of 
watches and complicated watches ; have 
ood job with good salary, but want 
Sermanent job back home in Virginia 
= Carolinas area; Indiana license and 
good references. Address “M., 640, 


eare J C-K. 
os cciiiaainastanentiatendtp 


ek, obtains the loyal and able 
een of a reputable gentleman, dia- 
mond expert, having 35 years’ general 
diamond industry experience ; complete 
knowledge of diamonds from their orig- 
inal rough state, through their prac- 
tical cutting, to mounting and selling. 
Address “D., 704,” care J C-K. 











AMBITIOUS, young man, veteran, mar- 
ried, presently employed, thoroughly 
experienced jewelry and diamonds; in- 
dustrious, conscientious, excellent edu- 
cational background ; desires opportu- 
nity with manufacturers in selling or 
merchandising; finest references. Ad- 
dress “K., 584," care J C-K. 








DESIGNER: outstanding creative ability, 
thoroughly experienced all types of 
jewelry, rings, watch cases, compacts, 
etc.; practical factory and bench ex- 
perience; formerly with one of largest 
jewelry manufacturers, desires interest- 
ing connection. Address “S., 591,” care 





ENGRAVER; young, married man, 
presently in charge of engraving de- 
partment of store doing a volume of 
over a million dollars annually, desires 
change; experienced in all types of de- 
signing pertaining to engraving, mono- 
grams, lettering, ornamental, facsimile, 
enameling, saw-piercing, and heraldic 
designs; A-1 references. Address “R., 
660,” care J C-K. 





WATCHMAKER, school trained, excel- 
lent mechanic, desires permanent 
position with high type firm; 20 
years at bench; West or Southwest 
preferred, but go anywhere; sober, 
reliable, excellent references; mid- 
dle age; salary open; available im- 
mediately; benchwork only; capable 
close timing. Box 9554, Station S, 
Los Angeles 5, Calif. 





SERVICES of an expert diamond cutter- 
salesman, available at $25 per day ; 
will accept minimum one day engage- 
ments; prefer reputable jewelry stores, 
located within one hour of New York 
City; no charge for initial interview : 
excellent references; would consider lo- 
cating elsewhere, provided job would 
be permanent and pay $100 per week ; 
veteran. Address “E.. 747," care J C-K. 











TOP notch manager-salesman, desires 
challenging position with live-wire or- 
ganization ; a “go-getter”’ with “know- 
how” of every phase of business; ex- 
cellent appearance, personable and 
possess a natural flair to create good- 
will; if your organization needs a “shot 
in the arm” look no further, I am your 
man; don’t answer unless you mean 
business, “I do.” Address “D., 524,” 
care J C-K, 








GENERAL manager; 20 years’ 


thorough experience in installment 
jewelry business; buyer, general 
manager, advertising promotions, 
credit and collection; was with chain 
of 12 stores, volume running into 
seven figures; at present employed 
in above capacity; best of references 
and fime appearance; will travel 
i Address “A., 737,” care 


RETAIL jewelry store manager and ex- 
ecutive available; now employed, 22 
years’ experience; best employment and 
trade references; experienced in sales, 
management, display, advertising and 
card writing: many years professional 
sales promotions; no verbal promises 
please, only written contract: salary 
$7,000 per annum, plus percentage of 
profits with guaranteed results on my 
part; location not important. Address 
“N., 753," care J C-K. 





EXPERIENCED credit jewelry’ store 
manager, age 40, over 14 years’ practi- 
cal operating experience with present 
concern, doing volume over $175,000, 
and earning over $7,500 annually, seeks 
new association where his experience, 
initiative and interest will returun ex- 
tra dividends to employer, and himself: 
will consider profit sharing or invest- 
ment in business, wholesale or retail; 
let a personal interview determine the 


qualities of this high calibre man;. 


please write sufficient details for mu- 
tual owe: Address “R., 694,” care 
J C-K. 


sca: an nua He nabnneaeTNTR 
Lines Wanted 








MANUFACTURER®D’ representative ; 
watches, jewelry, etc.; located in Mid- 
town area, New York. Address “A., 
709,” care J C-K. 





STERLING hollowware side line wanted by 
thoroughly experienced salesman cCarry- 
ing non-conflicting line; servicing finest 
trade: Metropolitan New York area. 
Address “‘N., 684,” care 7 ¢-K. 





HIGH class watch, jewelry or diamond 
line wanted; well established salesman, 
excellent following; traveling Oregon, 
Washington, Montana, Idaho and Utah. 
Address “L., 638,” care J C-K. 





PACIFIC COAST salesman, well Known 
and established, desires line 14K jewel- 
ry, genuine stones, or platinum line for 
a _— Address “F., 2608," care 





TOP notch salesman; established follow- 
ing; 15 years, wholesalers, chain stores, 
retailers, covering Midwest territory, 
desires top lines: reliable manufactur- 
be —_— Address “M., 670,” care 





SALESMAN, with 10 years’ experience 
and established following among job- 
bers, wholesalers and chain stores, de- 
sires lines for the East Coast including 
New York City. Address “E., 631,” 
care J C-K. 





SALESMAN; covering Midwest territory 
from Chicago; 20 years’ successful sales 
experience, jewelers, gift and depart- 
ment stores; extensive following; de- 
sires established manufacturer’s line. 
Address “D., 740,”’ care J C-K. 





MANUFACTURER’S representative, de- 
sires a small side line of highly styled 
gold jewelry; have excellent following 
in Midwest and Southwest States. Ad- 
dress Circular 252, Room 1415, Hey- 
worth Bldg., Chicago 2. 





MANUFACTURERS’ representative of 
chrome giftware, desires allied gift line 
in aluminum, silver or silver-plate; es- 
tablished territory in Pennsylvania, 
Ohio and West Virginia; selling leading 
stores. Address ““W., 698,” J C-K. 








SALESMAN wants line of scatter pins 
to wholesalers only, up to $1 re- 
tailers; covering every large city 
throughout the country, exclusive 
of the West Coast; volume guaran- 
teed. Address “V., 757,” care J C-K. 





SALESMAN ; well known, excellent repu- 
tation, with large following California, 
Arizona and Nevada, desires established 
manufacturer’s line for above men- 
tioned States; can start immediately ; 
ws references. Address “F., 748,” care 





REPRESENTATIVE: young, American 
businessman, experienced Central Amer- 
ican markets, speaks Spanish fluently, 
wishes to represent manufacturers of 
jewelry, watches, etc.; suitable for 
Latin American countries; good refer- 
ences. Address “‘A., 728,” care J C-K. 








PLATINUM line wanted; experienced 
salesman, large following amongst large 
credit stores and wholesalers, South- 
east and Southwest, desires line of 
mounted platinum, fancy rings, watches 
and attachments; best references. Ad- 
dress “J., 719,” care J C-K. 





SALEMAN; desires line of pins for 
the East and Midwest to jobbers and 
wholesalers only; you are guaran- 
teed intense coverage of the terri- 
tory four times a year; straight 
commission basis only. Address “P., 
754,” care J C-K. 





SALESMAN, with good following, calling 
on wholesale jewelers, costume and 
premium jobbers; covering the Midwest 
with Chicago office, seeking non-con- 
flicting lines from well established 
manufacturer. Address Circular 246, 
Room 1415, Heyworth Bldg., Chicago 2. 





MANUFACTURERS’ representative, 
wants a fine gold plated $1 retail 
earring line to the wholesale trade 
only throughout Eastern and Mid- 
western States; I am now selling 
over 150 active accounts throughout 
the territory; commission basis only. 
Address “R., 755,” care J C-K. 





WANTED; small novelty items; inter- 
ested in new and unusual gadgetry gift 
items on jobbing basis, both domestic 
and imports, to sell in conjunction with 
our own line of merchandise; have 11 
salesmen who cover entire country ex- 
clusively for us. Address “H., 2006,” 
care J C-K. 





SALESMAN, covering all Midwestern 
and Eastern States to wholesale 
jewelers and premium jobbers; 
large following; desires packaged 
line of hand set rhinestone on brass; 
only manufacturers capable of large 
production need apply; straight 
10% commission basis only; no 
draw against commission. Address 
“T., 756,” care J C-K. 


Semcon ee MME 
Side Lines 





SALESMAN wanted for a fast moving 
sterling silver novelty; 25% commis- 
sion. Address H. L. Hirsh & Co., 333 
Washington St., Boston, Mass. 





SALESMAN, to carry established popular 
priced sterling hollowware line for New 
England territory; commission basis. 
Address “H., 686,” care J C-K. 





SALESMAN for Chicago and Middle 
West, to handle up-to-date line plati- 
num and gold mountings; state full 
ax Address “Y., 699,"" care 
J C-K. 
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SIDE LINES—Continued 





SEMI-PRECIOUS stones and diamonds: 
we need a man with another non- con- 
flicting line to carry our line in New 





York and out-of-town. Address “V., 
697,” care J C-K. 
SALESMAN; to carry established pro- 


motional sterling hollowware line, on 
commission basis, for Southern States 
and North Central States. Address 
“J., 687," care J C-K 





ee _—— 


MAKE expenses with a small pocket line 
of Masonic rings; very little to carry; 
pays 20% commission; details in first 
letter, please. Address “‘C., 703,’ care 
J 





REPUTABLE watch strap manufacturer 
seeks representation, 10% commission 


basis; for the East, to call on whole- 
~— * oes Address “A., 410,” care 
J C-K, 





SALESMAN; southeastern states; pre- 
fer resident of Atlanta, with follow- 
ing among retail jewelers; fine line 
of scarab jewelry and identification 
bracelets. Address “L., 689,’ care 
J C-K. 


MANUFACTURER of fine leather watch 
straps seeks top salesmen with follow- 
ing among wholesale jobbers; all ter- 
ritories; exceptional opportunity for 
large earnings: commissions: strict 
a Address “B., 738,” care 








SALESMAN; Southwestern States; pre- 
fer resident of Dallas, with fallow 
ing among retail jewelers; fine line 
of scarab jewelry and identification 





bracelets. Address ““M., 690,” care 
J C-K 
SALESMEN, experienced, to represent 


long established manufacturer of ladies’ 
and men’s 14K watch attachments and 
bracelets, to be sold only to whole- 
salers and jobbers throughout the coun- 
try: commission only. Addresg “T., 
649, ” care J C-K. 





SALESMEN; all territories: sterling sil- 


ver hollowware; excellent side line: 
well established salesmen calling on 
department, retail jewelry stores; good 
opportunity right men: commission 
basis; references. Address we ee iy 

care J C-K. 





TWO, protective territories open, Miss- 
issippi and Louisiana, by distribu- 
tors of one of industries’ biggest 
silver and G.F. ring lines, to pawn, 
jewelleries, specialty and depart- 
ment stores ; please give full details; 
references in first letter. Address 


“H., 2686,”? care J C-K. 





WELL established manufacturer, exclu- 
sive line of quality costume jewelry, 
attractively boxed, has opening for ac- 
tive salesmen with following, retail 
jewelers; territories open; Ohio, Michi- 
gan, South Atlantic, East South Central 
and Mountain Regions. Address 
245,” care J C-K 





DIAMOND 
watch salesmen, 


salesmen, jewelry salesmen, 
carry a Side line: we 
have a pocket size tray of fast selling 
diamond ring sets to stores: this little 
line has proven very successful in sales 
and reorders: a real, small size, side 
line moneymaker; commission; all ter- 
ritories open. Address “E., 466,’ care 
J C-K. 








SALESMEN, with following among 
wholesalers, catalogue and premium 
nouses, to represent sole U. S. dis- 
tributors of world famous Lemaire 
binoculars and opera glasses, plus 
allied promotional items; need 
salesmen for both East and West 
Coasts; top opportunity for good 
men; write present connections and 
full particulars. Jake Levin & Son, 
_— & Walnut Bldg., Kansas City, 

Oo. 





SALESMAN wanted; salesman for the 
entire Southern States to represent 
a long established, well known con- 
cern, mounting fine diamond Per- 
raux watches; also diamond attach- 
ments and diamond rings for the 
better grade retail jeweler; splendid 
opportunity for experienced man 
with good following; liberal : com- 
mission; non-conflicting side line 
acceptable; Southern resident de- 
sired; replies confidential. Perraux 
Watches, Sussman & Medney, Inc., 
65 Nassau St., New York 38, N. Y. 








Help Wanted 





WANTED: A-1 jeweler, who can repair 
and set stones. Address ‘“‘V., 1461,” care 





WANTED, two A-1 watchmakers; per- 
centage basis only. Address “T., 1460,” 
care J C-K. 





WANTED: A-1 jeweler, who can set 


stones and do repair work; Midwest . 





location. Address “M., 657,” care J C-K. 
JEWELER, who is able to do his own 
stone setting; $1.75 per hour and 


bonus; fine position for a capable man. 
Address “R., 675,” care J C-K 














JEWELER and =setter combined; one 
capable of taking charge of six me- 
chanics; answer in detail; confidential. 
Address “F., 676,” care J C-K 





SALESMAN; good following of jobbers, 
for gold and platinum ring lines; a 
good opportunity for an experienced 
man. Address “G., 718,’ care J C-K. 








SALESMAN wanted; wedding ring and 
stone ring line to be sold to the small 
retail jewelers on terms; territories out- 
side of New York and South open. Ad- 
dress “E., 492,” care J C-K. 





JEWELRY repairman wanted for light 
repairs: ring sizing most essential: 
state reference, experience and salary 


wanted. Bosse Jewelers, 333 Fayette- 


ville St., Raleigh, N. C 








WATCHMAKER, thoroughly experienced, 


with good references, for permanent po-— 
sition with pleasant working conditions. : 
Oak- 


Spitz Jewelers, 3280 E. 14th St., 
land, Calif 





"aie ; 


BOOKKEEPER; young lady, experienced, 
full charge, steno, typing; nice hand- 
writing: pleasant; diamond mounted 
goods office. Address “D., 654,” care 
J C-K. 


$< ee —_ 











ENGRAVERS: (four), experienced jewel- 
ry lettering engravers; good pay and 
steady work: located in New Jersey, 
25 minutes from New York City. Ad- 
dress “K., 680,’ care J C-K. 





WATCHMAKER - SALESMAN, © splendid 
opportunity, give references stating sal- 
ary and qualifications to Edwin Freed, 
care Alpert’s, Elmira, N. Y. 


CERTIFIED master watchmaker, capab] 
of doing quality repairs and close tian. 
ing on all grades of watches; send full 
information first letter. Brock’s, Ine., 
Rome, Ga. 





a 
a 


WATCHMAKER, 


experienced; five q 
week; ideal ‘i 


working conditions in 
Northern Ohio city; permanent job ; 
state age, experience, salary expected, 
“s — letter. Address ‘ ‘R., 2165,” care 
J C-K, 


— ——— a 


WATCHMAKER, with exp erience, 
wanted ; starting salary $75 per week : 
store located in Painesville, Qhio: good 
opportunity for advancement; perma- 
nent location and position. Address 
“p.,, 644,” care J C-K. 

















ee 





CREDIT and collection manager wanted 
in jewelry store; experienced, and ref. 
erences must be ‘furnished : Store is lo. 
cated in Painesville, Ohio; very good 
salary and advancement, Address » 3 
645,” care J C-K. 








GOOD all around jeweler, some specia] 
order work and fine alteration work; 
permanent position in large Texas 
gity; state experience, age and hourly 
pay wanted in first letter. Address “BY 
623,” care J C-K. 


——$—$—— - ——— EEE 





EXPERIENCED, capable retail sales. 
man; must be enthusiastic and pleasant, 
for a better class, single unit jewelry 
store ; please send particulars and photo 
and state salary desired to Grunewald 
& Adams, Box 270, Tucson. Arizona. 





SALES managers, to conduct jewelry 
sales :will train you; must be neat, free 
to travel; terrific earning potential; 
send references, full particulars, back- 
ground, picture, to Jack Landau, Calu- 
met Bldg., Miami, Fla. 








SILVER salesman, preferably with buy- 
ing experience, wanted by prominent 
Fifth Avenue, New York, retail jewelry 
store: state age and full particulars; 
all replies confidential. Address “Q, 
671,” care J C- 





DEPARTMENT manager, experienced in 
diamonds and fine jewelry: old estab- 
lished retail firm, Middle West; gem- 
ologist preferred, but not necessary; 
state age, experience and _ references. 
Address “G., 678,” care J C-K. 





WATCHMAKER wanted; permanent 
position for second watchmaker; 45 
year old established store enjoying 
fine clientele; state in reply experi 
ence and salary required. M. Meyer, 
Jeweler, Marion, Ind. 








WATCH salesman, with quality side line, 
to sell prestige line of Swiss watches, 
Texas, New. Mexico and Colorado; com- 
mission basis; give full details, quali- 
fications, experience; replies confiden- 
tial. Address “F., 630,’ care J C-K. 








SALESMEN; manufacturer of leading 
promotional line of sterling and sil- 
ver plated hollowware; several 
choice territories open; give resumé 
in strict confidence. Address “W., 


409,” care J C-K. 








MANAGER-salesman; top flight sales- 
man-manager with pleasing person: 
ality: good basic salary with commis- 
sion on sales; right man can earn 
$10,000: three bedroom home avail- 
able: good Midwest town. Address “R., 
735,” care J C-K. 








WANTED; young man, experienced 10 
selling and window display; good sal- 
ary and steady employment in retail 
credit jew elry store located in Jamaica, 
L. I.: give references and full details of 
experience and training in first letter. 
Address “P., 734,” care J C-K. 
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MANAGERS and_ assistant managers 
needed by Alpert’s with stores located 
in Elmira, Corning and Cortland; we’re 
expanding; if you’re looking for a real 
future, write full qualifications in con- 
fidence, age, Starting salary desired and 
draft status, at once; here’s a real op- 
portunity for you ; write to Edwin Freed, 
eare Alpert’s, Elmira, 











DLAMOND salesman, thoroughly expe- 
rienced fashioning, buying, window 
trimming; location Washington, D. C.; 
salary $125; must be capable full 
charge jewelry department; give age 
and experience; reply confidential. Ad- 
dress “D., 628,” care J C-K 


_—--- 


WATCH salesman for Gotham watches, 
New England territory; splendid op- 
portunity for experienced salesman 
with good following; write giving all 
pertinent details, qualifications, pust 
experience, etc. Ollendorff Watch Co., 
Inc., 20 W. 47th St., New York 19, N. Y. 











DESIGNER, qualified to assist in de- 
signing department of large cos- 
tume jewelry and novelty manufac- 
turer in Providence; salary com- 
mensurate with ability; unusual op- 
portunities for advancement. Ad- 


dress “V., 743,” care J C-K. 





MANUFACTURER’S representative, with 
office in New York City, to sell prestige 
line of Swiss watches on East Coast: 
must have following among quality 
jewelers; commission; give full de- 
tails, qualifications, experience. Ad- 
dress “G., 634,” care J C-K. 











A nationally known diamond ring house 
has several territories open for active 
salesmen with established following: 
very liberal drawing against commis- 
sion; all information kept in strict con- 
fidence; our salesmen know of this ad. 
Address “B., 555,” care J C-K. 





WATCHMAKER; thoroughly experi- 
enced; ideal working conditions in 
neighborhood store, same location 
35 years; permanent job; state age, 
experience, salary expected. Free- 
man Jewelry Co., 9759 Lorain Ave., 
Cleveland 2, Ohio. 





SALESMEN, with following, by long es- 
tablished wholesale jewelers and watch 
importers selling popular priced mer- 
chandise, nationally advertised brands: 
covering Southern and Western terri- 
tories; residing in vicinity: travel by 
car; drawing against commissions: ref- 

erences. Address “‘R., 2622,’ care J C-K. 








EXPERIENCED salesmen wanted to 
represent world’s largest display 
manufacturer; many good territories 
open; interested in top men only; 
highest commissions paid; all in- 
guiries will be kept confidential. 
Contact, William Korn Co., 17 Elm 
St., Buffalo, N. Y. 








WATCH salesman, with good retail fol- 
lowing. wanted in Texas, West Coast 
and Middle West (existing accounts 
will be turned over) by established 
importer with complete low priced, fine 
Swiss watch line: commission basis; no 
objection to non-conflicting line. Ad- 
dress “C., 653,” care J C-K. 


MANUFACTURER $s sterling novelties 
and men’s sterling jewelry has Texas 
and New York City territories open; 
established sales representatives in- 
terested in lines on commission basis 
can make money; state qualifica- 
tions in application. Felmore Co.. 
97 Orange St., Providence. 








WANTED, experienced watchmaker for 
moderate size jewelry store in central 
Indiana ; must be able to do an occa- 
sional ring sizing and light jewelry 
repair; a permanent salaried position 
for a sober, steady man, who is inter- 
ested in his future; air-conditioned 
store; state age, experience and salary 
desired. Address “K., 637,” care J C-K. 





SALESMAN: age 25-40; excellent oppor- 
tunity for high calibre man, qualified 
for established following fine jewelry 
stores, representing nationally known 
manufacturer sterling silverware: must 
have car and willing to travel: state 
background, experience. salary’ ex- 
re etc. Address “L., 751,” care 





EXPERIENCED jewelry salesman to rep- 
resent wholesale jeweler, selling nation- 
ally advertised merchandise: old estab- 
lished territory in South Central States; 
this is a permanent position with. con- 
genial conditions and excellent income: 
must have car: please give details in 
— Address “H., 614,” care 





LOOSE goods salesman wanted for North- 
western territory; nationally known 
diamond importer seeks Northwestern 
resident, with long experience among 
jewelers, from Salt Lake City through 
Seattle and California: write fully giv- 
ing experience and references: replies 


strictly confidential. Address “‘A., 488,”’ 


care J C-K. 





WANTED, experienced jewelry man who 
knows jewelry business from A to Z: 
must understand chain store operation 
with all its detail work, window trim- 
ming, advertising. credit and business 
promotion; no other man need apply: 
position in North Carolina, with perma- 
nent future for the right man. Address 

. “E., 575," care J C-K. 





WATCH salesman for Gotham watches, 
to cover Indiana, Illinois, (excluding 
Chicago and suburbs) Missouri, Kansas, 
Towa, Nebraska: splendid opportunitv 
for experienced salesman with good fol- 
lowing: write giving all pertinent de- 
tails, qualifications. past experience, etc. 
Ollendorff Watch Co., Inc., 20 W. 47th 
St., New York 19, N. Y. 





T.IOOSE goods salesman, wanted for South- 
western territory ; nationally known dia- 
mond importer seeks Southwestern 
resident, with long experience among 
jewelers in Texas, New Orleans, Bir- 
mingham, Atlanta and other Southern 
cities; write fully giving experience and 
references: replies strictly confidential. 
Address “C., 489," care J C-K. 





SALESMAN wanted by manufacturer 
of well known modern and unusual 
styled sterling silver jewelry for 
South California, Pacific northwest, 
Midwest; must have extensive fol- 
lowing among jewelry, gift, depart- 
ment stores; commission 15 per 
cent; no objection to non-conflicting 
side lines. Address “P., 693,” care 
J C-K. 





SALESMAN, having best retail jewelry 
store following in New York State and 
New York City, for one of the oldest 
established, well-known, reputable, cul- 
tured and simulated pearl] lines; excel- 
lent opportunity; only reliable experi- 
enced jewelry man, with retail jewelry 
store following exclusively, will be con- 
sidered. Jack J. Felsenfeld, Ince., 9 
Maiden Lane, New York 38, N. Y. 


LAKGE American manufacturer of 
compacts and cigarette cases has 
opening for hard-hitting salesman; 
man We are interested in must be a 
recognized leader in this field, call- 
ing on all types of wholesale trade; 
prefer one who has office in either 
Toronto or Montreal; state complete 
qualifications in opening letter. Ad- 


dress “P., 659,” care J C-K. 





JEWELRY salesman, to represent a well 
established manufacturer of prong set 
rhinestone Jewelry to retailers; this is 
a line which you will be proud to show 
and sell: write to us giving full details 
in your first letter, if you are interested 
in a small exceptionally attractive line 
which will take very little time but 
will pay well; several good territories 
open on commission basis. B. David Co., 
2508 Vine St., Cincinnati 19, Ohio. 





A MANUFACTURING jeweler has open- 
ings for 10 salesmen with non-conflicting 
lines, as representatives for jewelry 
stores only; the merchandise consists 
of wedding rings, engagement rings, 
mountings, emblems, lapel buttons, etc., 
of the better grade; strictly commission 
basis: when answering give information 
in detail as to what you are selling at 
present and your territory: this is a 
fast selling line. Address “H., 677.,” 
care J C-K. 








SALESMAN, for one of the leading 
popular priced sterling silver flat- 
ware and hollowware lines, in Ala- 
bama, Florida, Georgia, Kentucky, 
Louisiana, Mississippi, North Caro- 
lina, Pennsylvania, South Carolina, 
Tennessee, Virginia, and West Vir- 
ginia; we have many established 
customers in the territory and de- 
sire a man who is well acquainted 
with jewelers and department store 
buyers; commission basis; give full 
particulars in strict confidence. The 
Stieff Co., Wyman Park Driveway, 
Baltimore 11, Md. 





SALESMEN wanted; manufacturer of 
nationally Known diamond ring line, 
wants an experienced and aggressive 
- salesman, with good following of his 
own, to cover the state of Texas and the 
adjoining Rocky Mountain states; also, 
another salesman for Mid-west terri- 
tory ; we have well established accounts 
among the retail jewelers in this terri- 
tory, affording an excellent opportunity 
for the right man; liberal commission ; 
give full details, experience and terri- 
tory in first letter; all inquiries held 
confidential. Address “E., 705,” care 





IF you are looking for an ordinary 
selling job, do not apply; one of 
the oldest and leading watch ‘attach- 
ment firms is realigning its Midwest 
distribution, creating an outstanding 
opportunity for a mature, aggres- 
sive salesman; the man we want is 
probably employed with a minimum 
of five years’ experience calling or 
retail jewelers and department 
stores; the right man will receive a 
substantial drawing against commis- 
sion in an established territory. Ad- 


dress “R., 648,” care J C-K. 
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COMBINATION jeweler, engraver, 
stone setter, watchmaker; unusual 
opportunity for an A-l man; top 
salary and guaranteed permanent 
employment under ideal working 
conditions on the famous Florida 
Gold Coast; finest section of the 
country for enjoyable living; ideal 
climate; to qualify you must be able 
to do ordinary jewelry repairing, 
stone setting, engraving and be a 
good watchmaker; Watchmaster ex- 
perience necessary ; shop completely 
air-conditioned; congenial surround- 
ings; don’t apply unless you can 
fully meet above requirements; 
phone us collect if you can. Charles 
G. Rhoads & Son, Inc., Fort Pierce, 
Fla. Phone 103. 


For Sale 


Stores, Stecks and Businesses 








ESTABLISHED, profitable jewelry store, 
located in downtown Houston, Texas; 
please contact. Address “D., 414,” care 
J 





JEWELRY and repair business, estab- 
lished 50 years; central Michigan city 
of 5000; reasonable rent; good lines; 
stock and fixtures about $8000. Address 
“J., 749," care J C-K. 





SMALL modern jewelry store; Southern 
Montana; Milwaukee railroad watch in- 
spection ; good volume; excellent reason 
for selling: $15,000. Address “‘N., 692,” 
care J C-K. 





MODERN jewelry store in New Jersey, 
located in heart of city; good opportu- 
nity for individual or expanding chain ; 
must sell due to illness. Address “‘J., 
679,” care J C-K. 





JEWELER, golden opportunity in city of 
50,000; sell to responsible party only, 
as we own store and building, in New 
Jersey; will stand any inspection. Ad- 
dress “K., 750,” care J C-K 





SOUTHERN California; ideal for watch- 
maker, retiring; 25 years same location ; 
$4,500 includes everything; town is 
growing fast; write for details. Address 
“S., 661,” care J C-K. 





JEWELRY store for sale in mile high 
Denver, Colorado; excellent busy traffic 
location; long established; nationally 
advertised lines. Address, L. Genjian, 
27 Broadway, Denver, Colo. 





FOR SALE, small jewelry store in Central 
Idaho farming community; only store 
in town; stock and fixtures $4,000; good 
repair business. Terhaar Jewelery, Cot- 
tonwood, Idaho. 





——$—$—— ———_—__— ee 


QUALITY jewelry store in progressive 
Newark suburb; inventory, fixtures, ma- 
chinery, etc.; exceptional watch and 
clock repair area; investment approxi- 
mately $110,000. I. C. Sachs, 1 Grum- 
man Ave., Newark, N. J. 





SMALL jewelry store; excellent repair 
business; good location; middle Georgia 
city with large payrolls; low rent; 
gross $30,000; accounts receivable op- 
tional; $15,000 quick sale. Address 
“P., 668,” care J C-K. 





KENTUCKY: cash store; owner retiring ; 
growing industrial city; central shop- 
ping district; established 20 years; 
Hamilton, Elgin, Gruen franchises; 
priced at inventory, under $10,000. Ad- 
dress “F., 708,” care J C-K 





am 


ONE of the oldest jewelry businesses, with 
optical department; in business over 50 
years, in Philadelphia, Pa.; ill health 
and advancing age are the only reasons 
for selling: only interested parties with 
$75,000 available cash should reply. Ad- 
dress “‘N., 504,” care J C-K. 











BEAUTIFUL Ozarks; long established 
jewelry store; air-conditioned ; small 
county seat town; southwest Missouri ; 
stock, fixtures, tools, all will invoice 
around $9,800; we’ll supply details; you 
set the price. Tiede’s Jewelry, Mt. 
Vernon, Mo. 





SMALL jewelry store in theatre building 
in Detroit, Michigan; in this place you 
are sure to make a living with a small 
investment of $4,000 cash, including 
everything; 16 years in this location; 
reason for selling, retiring from busi- 
ness. Address “F., 716,” care J C-K. 





MODERN jewelry store in Southern Cali- 
fornia, near Los Angeles; 19 years in 
same location; stock, fixtures and ac- 
counts receivable, about $30,000; popu- 
lation 52,000: 100% £location, good 
lease ; some terms; wish to retire. Ad- 
dress “C., 17,” care J C-K. 





LEADING store, fast growing Long Island 
town; long lease, reasonable rent; more 
repairs than can be handled, good 
prices, completely remodeled; all lead- 
ing agencies; business can be doubled 
with credit; get ready for Christmas; 
$40,000 cash. Address ‘“H., 717.” care 
J C-K. 





100% location, modern old established 
jewelry store; health forces sale; credit 
and cash; does good volume; good prof- 
its; minimum cash $35,000 for reliable 
buyer; can triple this volume easily; 
don’t reply unless in financial position; 
— Address “B., 711,”" care 





JEWELRY store, established for 14 years, 
in Erwin, Tennessee ; good watch repair 
business, also a good credit merchandise 
business; will sacrifice for $8,000; this 
store is a modern and up-to-date store; 
reason for selling, would like to return 
van town. Address “M., 752,” care 





OLD established and going jewelry busi- 
ness in the heart of Newark, N. J.; the 
fixtures are of fine walnut: the store 
layout is designed for economical opera- 
tion and the lighting arranged to the 
best merchandising advantage; all re- 
plies in strict confidence. Address “A., 
626,” care J C-K. 





JET engines (General Electric); terrific 
defense production, many factories op- 
erating three shifts makes this down- 
town corner Cincinnati store marvelous 
buy; established many years; fine local 
reputation; all leading lines; owner has 
other interests out-of-town; anxious to 
sell; very low price. Carroll’s, 5th & 
Main, Cincinnati. 





FOR SALE; established jewelry sto, 
stocked with nationally advertised on 
chised lines; modern display windows 
and fixtures; fully equipped repair de 
partment doing volume business: best 
location in busy town, located north- 
western corner state of Connecticyt - 
price $24,000 cash, including account; 
oo Address “B., 2886,” Care 





JEWELRY store for sale, established 28 
years ; retiring ; a great opportunity for a 
watchmaker who wants to go into busi- 
ness; for a quick sale, I will give the 
store free, no charge; that includes 23 
years of good will, six wall cases, foyr 
show cases, large Mosler safe, polishing 
machine, etc., all you pay for is the 
stock, all up-to-date merchandise, which 
is about $4,000. Inquire, Ralph Fra- 
taccia, 101-12 Northern Blvd., Corona 
L.I. Phone Ha 9-6988, 











ONE of the southeast’s finest cash ang 
credit jewelry stores, in a progressive 
city of 20,000 population, doing upward 
per year, $150,000, will sell and lease 
their silver, china, crystal and gift de- 
partment; this department does approx- 
imately $75,000 a year; exclusive fran. 
chise, Reed & Barton, Towle, Interna- 
tional, Gorham, Heirloom, Lunt, Whit- 
ing and Wallace, and all the advertised 
lines of crystal and china; splendid op- 
portunity for a progressive merchant: 
this has never been offered to anyone 
before. Address “J., 636,” care J C-K. 








JACKSONVILLE, Florida: established 
jewelry store; franchised lines, clean, 
well balanced inventory; modern fix- 
tures, air conditioned; good corner lo- 
cation and lease: large window dis- 
plays; one block from main Post Office, 
opposite main office Southern Bell Tele- 
phone Company, surrounded by real 
estate, insurance and white collar work- 
ers, opposite the convention hotel of 
Jacksonville; excellent opportunity for 
cash and credit operation; will take 
$40,000 ; free and clear of commitments: 
retiring. Leo Rosenson, The Jewel Box, 
300 W. Adams St. 


For Sale 


Teols, Equipments 








USED tools, benches, lathes, cleaning 
machines, staking tools, etc. R. P. 
Gallien. 220 W. Fifth St., Los Angeles 
13, Calif. 


———— “CY 





IMPORTER closing out entire stock main- 
springs, staffs, stems, escapements, etc.; 
sacrifice price; write for particulars. 
La May Watch Co., 469 Seventh Ave. 
New York City. 





FOR SALE; 10 watchmakers’ lathes, some 
new: 24 watchmakers’ benches, walnut 
Roseberg type; seven watchmakers’ 
lathe motors Racine; eight stands for 
lathes: Hoover jewelers’ rolls, four inch 
roll either designed for power or hand 
operation with four extra rolls; wire 
draw bench and plates; 10 Hoke solder- 
ing torches; one Lehman suction motor 
pedestal type; two water wheels and 
motors; bench cutting sheers; ring 
bender; Esco dental motor and shaft; 
Dumore small drill press; gold plating 
transformer ; 10 double tube flexo bench 
lights; four engravers’ blocks; brand 
new hairspring vibrator Watchmaster, 
will sell all or part; write for any 
further information. A. W. Thacker, 
1000 Western Ave., Pittsburgh, Pa. 
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Business Opportunities 





—_——— 


EVERY EFFORT is made by The Jewel- 
ers’ Circular-Keystone to keep its ad- 
vertising columns clean. Advertisers 
under Business Opportunities, etc., must 
furnish trade references. Announce- 
ments must pass the strict censorship 
requirements of The Jewelers’ Circular- 
Keystone. 





a 


LOUIS LENHOFF, auctioneer, sales 
coast to coast, 3010 W. Chicago 
Blvd., Detroit 6, Mich. Phone: Tyler 
6-0439. 








COSTUME jewelry, luggage and bag con- 
cessions now available, for the first 
time in Lincoln Road’s finest jewelry 
store, Miami Beach, Fla. ; 100% location. 
Address “K., 392,” care J C-K. 





-_—- o-oo - 


AUCTIONS; successfully and ethically 
conducted anywhere in the country. 
Write or wire,- Maynard G. Levy, 
- Blackstone Avenue, Chicago 
15. 





RARE opportunity for experienced jewelry 
salesman to buy a 10 to 20% interest 
into a modern store, established 25 years 
in fine New England town of 60,000; 
comfortable living wage, plus dividends 
assured. Address “J., 665," care J C-K. 





M. C. MAXWELL, exclusive jewelers 
auctioneer; guaranteed profits; all 
correspondence strictly confidential. 
Phone 5-2920, Res. 4-7231, 1429 
Boardwalk, Atlantic City, N. J. 





GORDON BROTHERS, oldest and 
largest cash buyers of complete 
jewelry stores and surplus stocks in 
the country; established 1903; for 
details see our advertisement on 
page 33. 





AUCTIONEER; 10 successful sales 
conducted in 1951; firm names fur- 
nished on request; all correspon- 
dence strictly confidential. Anthony 
J. Gregory, 6748 N. Ashland Ave., 
Chicago 26. Briargate 4-7303. 


COLMES BROS., cash buyers and 
liquidators of jewelry stores; inter- 
view arranged at our expense; best 
bank and trade references. Write, 
Max Colmes, Room 333, 18 Tre- 
mont St., Boston, Mass. 











SAMUEL GANSBERG will buy your sur- 
plus or entire stock and fixtures or 
estates for cash; my direct outlet en- 
ables me to pay you higher prices; bank 
and trade references of the highest 
character. Write 15-17 Maiden Lane, 
New York. Telephone, Rector 2-5928. 








PARTNER wanted by growing manu- 
facturer of sterling hollowware, in 
Massachusetts; preferably salesman 
with large following of better jewel- 
ers and department stores, who has 
capital to invest; excellent oppor- 
tunity; all replies confidential. Ad- 
dress “N., 732,” care J C-K. 








IMMEDIATE cash for diamonds, watches 


(new or used), sterling, antique pieces, 
or anything of value; your whole store 
with or without fixtures; we have un- 
limited cash for this purpose; write, 
wire or call at our expense; references; 
Jewelers Board of Trade; shipment held 
for your approval of payment; since 
1919. Harry Elkins & Co., 59 E. Madi- 
son St., Chicago 3, Ill. Randolph 6-7390. 





WILL pay cash to any established 
jeweler, dollar for dollar, fur stock 
and fixtures, or will conduct auction 
sale for you and finance any neces- 
sary funds needed for a successful 
sale; our long record in conducting 
auction sales is well-known in the 
trade. Louis Colmes, 637 Scranton 
Ave., Lynbrook, N. Y. Tel.: Lyn- 
brook 3-8044. 


-_ ——— 





CASH for you immediately; R. A. Zan- 
one & Co. will solve your problem 
by paying cash for your store now, 
or conducting a successful auction 
or flat sale; more than 25 years’ 
experience; your reply held in strict 
confidence; references: Dun & 
Bradstreet; Union & Planters Na- 
tional Bank & Trust Co., Memphis, 
Tenn. Write, wire or phone today. 
R. A. Zanone & Co., 110 Madison 
Ave., Memphis, Tenn. Phone 5-0660. 





WANT to sell out, raise cash, reduce 
stock, etc.; we will conduct flat sale 
or auction; or buy your entire stock 
and fixtures, for cash; have more 
than 500 letters on file from jewel- 
ers endorsing our methods of op- 
eration; highest bank and _ trade 
references; for immediate action 
write, wire, telephone, Earl Wilson, 
of Wilson Sales System, 424 Madi- 
son Ave., New York. Telephone 
Plaza 8-2110-2111. 





I AM ready to pay you cash, dollar 
for dollar, for your stock, providing 
you have been an established cash 
jeweler for a period of years and en- 
joy a good reputation; I will take 
stock over as a going, or going-out 
of business; not interested in any 
credit stores; I have bought and 
sold over 100 stores in my 40 years 
of business; all correspondence 
held in strict confidence. Herman 
Kimmel, 48 W. 48th Street, Room 
1309, New York, N. Y. 





DO YOU need cash; examine our 
guarantee sales method of obtain- 
ing at least 10% above $ for $ for 
your surplus stock, after all sales 
expenses; we have accomplished this 
amazing result for over 200 jewelers 
in the past two years alone; their 
thankful letters are in our files for 
your inspection. Wire, write or tele- 
phone, Manny Silverman, of Silver- 
man Sales Enterprise, 580 Fifth 
Ave., New York 19, N. Y. Telephone 
Pl. 7-4693. 





Saar RRS TER EAE KE SORE 


Wanted to Purchase 








WANTED to buy jewelry store, within 50 
miles of New York City or Miami, with 
leading sterling and watch lines. Ad- 
dress “C., 627,” care J C-K. 








CASH for used watchmakers’ and jewel- 
ers’ tools, lathes, cleaning machines, 
staking tools, etc. R. P. Gallien, 220 
W. Fifth St., Los Angeles 13, Calif. 





WANTED: will buy small established 
jewelry store; location must be good ; 
population of 7000 to 30,000; South- 
eastern States preferred. Address “C., 
712,”’ care J C-K. 











IF you have a store or stores for sale, at 


a fair price, located in the Southeast, 
we are interested in buying; all infor- 
mation confidential. Address “R., 168,” 
eare J C-K. 





CASH for watches, movements, solid gold 
cases, watchmakers lathes, motors, 
cleaning machines, timing machines, 
staking tools, etc. T. D. Sweazey, 2018 
W. North Ave., Chicago 47, Ill. 





WATCHES wanted; all brands, any 
quantity; highest market spot cash 
prices paid; we buy surplus jewelry, 
rings, diamonds, etc., correspon- 
dence invited; references: Houston 
National Bank, Houston, Texas, Dun 
& Bradstreet, Inc. Diamond Jewelry 
Co., 6th floor M & M Bldg., Houston 


2, Texas. 





CASH in; send us your watch move- 
ments, watches, diamonds, old spec- 
tacle frames, gold filled scrap, sil- 
ver, gold and any other precious 
metals and jewels for highest prices; 
we send you a check at once and 
hold shipment intact for your ap- 
proval; references: National Bank 
of Commerce, Memphis, Tenn.; 
Jeweler’s Board of Trade, Dun & 
Bradstreet. Weinman’s, Dept. K, 
108 Beale Ave., Memphis, Tenn. 


~Soneo AREER RARCe NM RCN AB 
Watch Work, etc., for 
the Trade 





THIRTY-FIVE years’ experience in watch 
repairing, and prices right, satisfactory 
work; guaranteed good service. M. J. 
Kruse, 7219 Lake St., River Forest, Il. 





COMPLICATED and regular repairs ac- 
cepted for complete or partial work; 
trade price list on request. Howard 
ee Huron St., Lake Ronkonkoma, 
N. Y. 





KNOW your vibrator; mail direct; 
same day service; economical, de- 
pendable, vibrating service. Hair- 
spring Vibrating Co., 406 32nd St., 
Union City, N. J. 


(Continued on page 270) 
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(Continued from page 269) 








WATCH WORK, ETC., FOR THE 
TRADE—Continued 





SPECIALIZING in repairing chronographs 
and all types of watches; all watches 
timed by the Watchmaster: guaranteed 
service. I. Altay, 22 W. 48th St., New 
York 19, N. Y. 





BOSTON, Mass.; expert and guaran- 
teed watch repairing; prompt ser- 
vice; prices on request; mail orders 
invited. David Migdal & Co., 109-B 
Summer St., Telep. Hu 2-9547. 





WANTED: a few accounts who want first 
class watch repairing at reasonable 
prices ; references and prices on request. 
Martin Hartmann, 17% E. Ferguson 
Ave., Wood River, II. 





COMPLICATED and plain watch repair- 
ing: chronograph cleaning, $8: watches 
timed on Watchmaster, one week’s ser- 
vice. Felder’s, 1173 52nd St., Brooklyn 
19, N. Y. Gedney 6-5300. 





OVERHAULED watches guaranteed one 
year: charges cancelled or refunded if 
not completely satisfied; quick service: 
competitive prices : Watchmaster timed : 
Neverust protection free. H. Manes, 
1001 Chestnut St., Philadelphia 7, Pa. 


TWENTY-FIVE years’ experience in 
fine watch repairing; repair on 
chronographs, and all types of com- 
plicated watches; free case polish- 
ing; Watchmaster machine assures 
accurate timing; work guaranteed; 
delivery three to six days; price list 
upon reauest. H. Spielman Co., 9 
Maiden Lane. New York 7, N. Y. 
Worth 4-3377. 














Special Order Work and 
Repairs for the Trade 





PHOTOGRAPHY, on gold, silver, or plati- 
num; book locket miniatures our spe- 
cialty. Carman Art Co., 15139 Glaston- 
bury Blvd., Detroit 23, Mich. 





EASY profits; ring stone replacements: 
send the ring we will furnish the stone 
and have it set; also Titania and Opal 
loose or mounted. Ace Lapidary Co., 
Jamaica, N. Y. 





PEARLS and beads restrung, knotted, 
woven; rosaries repaired, refinished ; 
right prices, prompt service, monthly 
billing; we specialize on mail orders; 
our business is nation-wide. Woodman’s, 
55 B. Eddy St., Providence, R. I. 





JEWELRY repairing, diamond setting 
and special order work for the 
trade; all work guaranteed; two 
days’ service on sizing and minor 
repairs; mail orders’ accepted. 
Wayne Jewelry Co., 1214 Griswold 
St., Detroit 26, Mich. 








COLORED STONES; direct importers 
at your service; replacing, recutting, 
encrusting, repolishing, drilling; 
specializing in diamond melee, Ru- 
tile (Titania), all sizes; cameos, all 
colors and _ sizes; also cultured 
pearls, genuine pearls, synthetic all 
colors, sizes and shapes; genuine 
rubies, sapphires, emeralds, ame- 
thyst, topaz, etc.; servicing the 
jeweler for over 35 years. Max 
Stern & Co.. Inc., 17-23 John St., 
New York 38. 





STONE encrusting, engraving and 
drilling; precious and semi-precious 
stones furnished and cut to fit your 
rings; lodge emblems encrusted and 
engraved; coats of arms; mono- 
grams and initials; military insig- 
nias; fraternal emblems; _ stone 
cameos up to 50 mm. size; onyx 
crosses; special jobs invited. Braun- 
feld & Mehlman, 108 Fulton St., 
New York City. 


ELLIO EE LA LP ALLL PLEA, LOLOL EERO RED RI IDB AS 


To Let 











COMPLETE, beautiful jewelry showroom, 
corner office, on Fifth Ave.-46th St., 
New York; walnut fixtures: Mosler 
safe, chest; ready to do business. Plaza 
7-4617 between 2-5 P.M. 





THIRTIETH St., 30 E., New York City; 
Mu 9-1900; small store with mezzanine, 
suitable any type business: adequate 
space, situated near hotel lobby en- 
trance; attractive rental. Phone, Mr. 
Martin. 





THIRTIETH S&St., 30 E., New York City; 
Mu 9-1900; ideal suite in hotel lobby, 
suitable for doctor, dentist, chiropodist: 
any professional or semi-commercial 
purpose; attractive rental. Phone, Mr. 
Martin. 





52 W. 46th St., between Fifth and Sixth 
Avenues, Fourth floor, 1800 square feet, 
elevator, light, for offices and manufac- 
turing; six story building; one tenant 
on floor; $4,250 yearly; immediate pos- 
session. Phone Harry Crane, Chelsea 
3-4622, New York. 





PROMINENT corner room in downtown 
Champaign, highly desirable for jewel- 
ry and optical store; Champaign-Ur- 
bana population now over 70,000; home 
of University of Illinois, with monthly 
payroll $2,500,000, and Chanute Air 
Force Base with $3,000,000 monthly 
payroll, plus richest surrounding agri- 
cultural territory in Middle West. Please 
contact owner, P. O. Box 247, Cham- 
paign, Il. 








Miscellaneous 











WATCHMAKERDS’ JOURNAL: contains 
valuable information for watchmakers 
and students; $1 year; sample copy 20¢. 
Dean Co., 7% N. Atlantic Avenue, Day- 
tona Beach, Fla. 











Magazines 


with the 
most 
classified 
advertising 


are the top 





magazines 

in their fields. 
JC-K 

has the 

most 
classified ads 
in the jewelry 
market! 


THE 


JEWELERS’ CIRCULAR - KEYSTONE 


A Chilton @) Publication 


100 E. 42nd Street 
New York, N. Y. 
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FAIR TRADE 


When Fair Trade was restored by 
the signing of the McGuire bill on 
July 14th, the general impression was 
thai the Fair Trade cause had been 
restored to the position it occupied a 
year ago. 

However, too much publicity had 
been given the subject during the 
past year for that to be the case. 


It is much safer if we think of it as 
now being back where it was fifteen 
years ago when the Miller-Tydings act 
legalized price-control by the manufac- 
turer. At that time, with President 
Roosevelt’s reluctant signature on the 
bill, Fair Trade went on trial. It went 
on trial, not merely as a new law but 
more importantly as a new economic 
principle. 

It is well to remember that during 
the fifteen years Fair Trade operated, 
the volume of the jewelry business was 
expanding steadily and dramatically— 
400 per cent. Today, price maintenance 
laws return at a time when the public 
is buying largely on bargains, and when 
ethical price-maintaining retailers are 
finding it more and more difficult to 
even maintain their volume. 

Now there never was any basis in 
fact, for the arguments used by Fair 
Trade opponents, that price-fixed arti- 
cles protect the inefficient merchant and 
make the public pay more for a given 
value. Statistics disprove the latter and 
the laws of nature mitigate against the 
former. It is safe to say that no¢in- 
efficient merchant ever was kept in 
business by price-fixed lines. The er- 
roneous impression that they have been 
may be due to the aforementioned in- 
creases in retail volume which hap- 
pened to be concurrent with the life 
of the Fair Trade laws. 

However, it is in just such public 
opinions that the present challenge— 
and opportunity—for Fair Trade lies. 
A challenge—and an opportunity—for 
every Fair Trading manufacturer and 
retailer to prove that Fair Traded mer- 
chandise is not only good merchandise, 
honestly priced, but that it represents a 
bargain for the consumer. 

For, if the consumer is looking for 
bargains (and he always is except in 
abnormal times) and Fair Trade prices 
mean to him “full price,” then the vic- 
tory for decent merchandising, which 
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the return of Fair Trade signalizes, can 
be, to say the least, a hollow one. 

Remember, the public did not vote to 
institute nor to restore Fair Trade. But 
it must be made to believe in it if it is 
to live. For, Fair Trade does not guar- 
antee successful operation for manufac- 
turers or retailers who maintain prices, 
it only legalizes price-control. The pub- 
lic must be sold, not on the principles 
of Fair Trade (which are of interest 
only to the businessman) but on the 
benefits of Fair Trade to them as indi- 
viduals! 

It must be sold on the fact that Fair 
Traded items represent the best bar- 
gains that are available for the money. 
Fair Traded items must be made to 
look like the bargains in quality they 
usually are. 

Fair Trade must be used by present 
manufacturers and retailers to accom- 
plish for their products what national 
advertising did for quality products 
generations ago—elevate them in the 
eyes of the public, head-and-shoulders 
above nondescript and private brand 
merchandise offered at cheaper prices. 

In a July issue of Printers Ink, in an 
article written before the signing of the 
McGuire bill, there were a number of 
suggestions made to manufacturers on 
“How to maintain prices—Fair Trade 
or no.” These same suggestions are 
still appropriate for the manufacturer 
who wants to know “How to maintain 
volume—Fair Trade or no.” We con- 
dense some of their recommendations: 
Improve product, offer more value ® 
Re-package your product, make it more 
appealing ® Build acceptance through 
continued use of national advertising 
® Offer money-back and service guar- 
antees and other assurances of faith ® 
In emergency bring out fighting brands 
to protect nationally advertised brand 
® Educate your salesmen to the values 


of a price maintenance policy © Tel] ” 
the trade the advantages of price main. 
tenance through business-paper adver. 
tising © Re-examine your channels of © 
distribution @ Make sure dealers are | 
always stocked with up-to-date mer. | 
chandise. ® Be sure your salesmen | 
don’t oversell the retailer ® Deliver © 
merchandise promptly ® Don’t discrim. 
inate among dealers; don’t offer rebates _ 
and risk alienating many dealers by 
favoring a few ®@ Investigate promptly — 
any rumors that you're cutting prices, | 

Taking for granted that all many. 
facturers and all wholesalers and. al] ” 
retailers live by the spirit as well ag 
the letter of the Fair Trade contracts” 
(otherwise the public becomes con 
fused) the above listed considerations 
could serve as a good starting point for” 
the formulation of a _ practical Fair’ 
Trade program with a good chance for’ 
success. : 

They could serve as a guide toward 
a policy which will enable the whole’ 
sale and retail jeweler to get real in 
spiration from the restoration of Fair 
Trade. Not because Fair Trade gives” 
them a competitive profit advantage but 
because it gives them an opportunity) 
to more completely serve their custom 
ers—with better merchandise—backed 
by adequate services — supported by 
stronger guarantees, than those cus 
tomers can buy under any other trade 
mark, from any other merchant, by any 
other means, for the same or less 
money. ; 

If the Fair Trade manufacturers) 
wholesalers and retailers provide met 
chandise—and a distribution system— 
which meet the above specifications, 
then Fair Trade and ethical merchat 
disers can share the celebration 
July 14 with the French, as a day whet 
ruthlessness, greed and hypocrisy weit 
down to defeat. . 
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YOU ARE CORDIALLY INVITED TO ATTEND THE FABULOUS 


Phank LU Whettog foow 


FEATURING EXCLUSIVE NEW DESIGNS AND IDEAS IN STERLING 


ROYALLY DEDICATED TO 


“AIS MAJESTY, KING CUSTOMER™ 


the PETIT SALON of the PARK LANE HOTEL 


Park Avenue between 48th and 49th Streets 
Directly opposite the Waldorf-Astoria 


Aug. 10-14 — 9:00 A.M. to 8:00 P.M. daily 





AND DON'T MISS THE 
CAank LE Whiting 
“COMMAND PERFORMANCE SALE! 


A repeat performance of the most exciting sale in 
our history being held through September 15th. 
Be sure to see Frank M. Whiting for the greatest 
values in silverware! 

FRANK M. WHITING & Co., Meriden, Conn. 
Goldsmith and Silversmith Tradition Since 1840 
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THE GREAT NEW COMMUNITY PATTERN! 


(Commun Y 


2. Fe einen, magazines 


will announce it! 
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Beginning on August 20 and averaging 
one ad every 5 days until September 
26, customers everywhere will see 
White Orchid advertising yr their fa- 
vorite magazines! And every single ad 
will be on covers—giving the added im- 
pact that will make White: Orchid a 
best-seller in your store! | 


Bride-age girls, your best prospects for 4 

silverware, are the vast audience which a C 

will see, and read, and remember White ¢ — 

Orchid advertising. This important young ; \ "a\ / 

market, plus the sweethearts, families, and on { oy) 7 ~_ 

friends who will buy for them, are reached i ; Mi k 

by the eight magazines which carry Com- i / ) 
uf \FPIIY 


munity pages. 





| NES WE HAVE You'll profit more if you tell 
the fi customers you have it! 


Use newspaper reminder mats like these, (only 1 col. 
x 3/2"’) to tell your customers you have White Orchid. 
Ask your Community representative or write direct to 
Oneida Ltd. Plan your newspaper campaign to intro- 
duce White Orchid to your customers! And make sure 


pounced of your share of new pattern sales! 
Ing 
9AZines 





R’S NAME 


No. 45-€ ORDER NOW! Just write to 
Oneida Ltd., 


y=, Oneida, New York 


"Trade. a : 
Oncida Tagt® Of 9AZines 


No. 451-C bs 


** TRADCMARKS OF ONEIDA LTD.) 





THE FINEST SILVERPLATE 





